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They're eating it up... 
66 Brig! rt future. putting a double whammy 


into the silverplate business! Town afte 
town reports its immediate success in the 
young homemaker market. Dealers say 
it’s an unbeatable sales combination: 
a truly modern pattern . . . in the quality 
silverplate with two blocks of 
sterling silver inlaid at bowls and handles 


of most-used pieces. 


2 blocks of sterling... 
or twice as much 
sales appeal 


in every piece! 


HOLMES & EDWA 
Sterling Inlaid S:'v>"plate 


A PRODUCT OF THE INTERNAT Lu SIEVER COMPANY 
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Specialists iN... 


Right in the heart of the European diamond market we have our own offices constantly 
combing the markets to bring you the best values in fancy cut diamonds available. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes... all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET + CHICAGO 2, ILLINOIS » PHONE: ANDOVER 3-7447 
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PRODUCT QUALITY—Hamilton has it—always has and 
always will. 

STYLE—one look at the new line and you will know. 
Hamilton has it—like it never had it before. 

PRICE RANGE—extended downward as well as upward. 


There are Hamiltons for all your fine watch customers. 


PROFIT—sharpen your pencil and figure it out. To 
Hamilton’s traditional high turnover has been added 
markup and extra profits. Full Profit PLUS—we call it. 


PROMOTION. And Advertising. Hamilton has it! More 





a of it, better integrated. It sells watches! 

is dis- DISTRIBUTION —Hamilton has the best, the most effec- 
oe tive from the standpoint of you, the jeweler. No other 
pened manufacturer watches your interests so closely. 

neid CTCL ; P . , 

Valier PRESTIGE—Hamilton has it (and it was never higher!). 


The name Hamilton on the dial means more today—more 
of everything good for you and your customers. 


MP 
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you always know where you stand 
with this exclusive jewelers watch line. 


Hamilton 


sold direct to retail jewelers by HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 
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SAYS YOU CAN’T PLEASE EVERYBODY? | 








SAYS YOU CAN... 
WITH THE 


§ VW Pa TIAL AA 
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NOW...with this one versatile style, you can 
sell the man who likes the comfort and convenience 
of an expansion band... AND the man who 


likes the rich, masculine look. of leather! 


6190 



















presents expansion bands, combining the beauty, the 
dependability of exclusive “Fluid Spring” construction... with panels of 


alligator leather, contour-curved to fit the wrist snugly, smartly. 


Available in two designs, as shown, each with stréight or curved 


aloha stohiaMrol-si lela meh Zell (el ol(-mlalmelelobhali(-to mols sfainless steel. 


In gold-filled witn brown or black alligator leather—only $7.95* FTI. 


In stainless steel with black or grey alligator leather—only $6.95 *. 
Styles 6190, 6165 ~*“Styles 6290, 6265. 


Gift-packaged in the rich and distinctive new ‘‘Show-Off” 
box, they make irresistible gift buys! 


YOUR SALESMAN WILL SHOW YOU 
THE MEDALIST AND OTHER FAMOUS ERETTON 
IDEAS THAT STOP TRAFFIC AND START SALES. 


Make. your business look alive with the BRETTON line for '55! 


— ! f 


BRUNER-RITTEE th Ave., New York 20, N. Y. 
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FOR THE BEST IV LOCK-SETS 
(hose A&h Lock-Sets 


Only K & B Povfece- 4-0 


have these BIG 6 SALES EXTRAS! 
| 1 WW Completely Die-Struck 


2 MW Maximum Du rability . ‘rien -~<~°remguamaiaaes 
3 © Invisible Lock 

4 © Precision Engineered 

5 W Simple to Operate 


6 © Unlimited Designs - 
The KAYBEE Lock clicks back into its invisible 


position by a simple reverse push 
K&B Poul Lock-Sets | 
The TRIPLE-DUTY LEADER* iy 
TEN Ne Pgs _ 

















MIG. #184/4985/1—2 Melee ‘MTG. #186/4985/15—-2 Melee MTG. #186/4985/6—Engr. 
WEDD. # 4886/1—3 Melee WEDD. # 4886/15—5 Melee WEDD. # 4886/6—Engr. 


The Matched-Set locks together—swiftly, 
surely, perfectly 







MTG. #185/4985/13—Engr. MTG. #185/4985/16—Engr. MTG. 184/47023 / 187 
WEDD # 4886/13—Engr. WEDD. # 4886/16—Engr. WEDD. 4523/ 387 


* Style Leader ... Performance Leader . . . Price Leader 






el 
This Matched-Set is Locked, and, STAYS LOCKED 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —iT'S 


i : FALCON STONE RING MANUFACTURING COMPANY, Inc. 
WA | A DIVISION OF KARLAN & BLEICHER 
i ALE 2 
; : : 


rest Ue relleg flle 
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Yes. We’re flipping our lids over these wonderfully 


brocaded cases that can double as an evening purse. 
But we’re not the only ones. Wait ’till your customer 
sees them ...and... better still . . . what’s inside! 


COMPANY 


ATTLEBORO, MASS. 


= MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: 
JACK W. LEES, 44 King Street West, Toronto, Ontario 


Flexible sterling tulip links 

in soft silver finish 

Lss333s set $32.50 

suggested keystone plus 10% tax 


Genuine American Jade in Sterling 
Lss293 set $29.50 
suggested keystone plus 10% tax 





Sterling tulip Lss333R 
set $22.50 
suggested keystone plus 10% tax 
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IF YOU ARE PRICE CONSCIOUS AND FASHION-WISE... 


Die-Struck 


For that special touch... 


YOU WILL CHOOSE 


itc] mee Re) Bae Cc 
Series 730 








with the distinctive difference 


that counts and sells... 


Series 730 is made in 8 
sizes as shown below. 


* 4436 —75 pts. 


4437 —62 

4438—50 "’ 
4439—37 ' 
4440—25 "' 
4441 —15 

4442—10 "' 
4443— 5 " 
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This latest BAKER design offers a combination of features that dovetails 
perfectly with the current popular trend. The sides open in a graceful “V” to 
allow the greatest amount of light to enter and magnify the diamond. The 
deep, bright scallop of the reflector stands away from the diamond’s rim and 
gives the illusion of added size to any gem. And it’s so easy to set—the 
beads that hold the diamond are inclined to just the correct angle. It’s no 
wonder that BAKER proudly offers this, their newest design . .. graceful, light, 
yet sturdy and secure... and, most important, so ATTRACTIVELY PRICED! 








BAKER pmmmenm 


METALS 


& COMPANY, INC. 








113 ASTOR STREET, NEWARK 5, NEW JERSEY 
NEW YORK « SAN FRANCISCO + CHICAGO + LOS ANGELES 














2. ‘I sell the high value at low price of 


WADSWORTH — 





1. “I sell the beauty and quality of 


ELCIN... 






3. “I sell the style and durability of 


HADLEY sn 










“| demonstrate the Acid Test of 
Elgin’s unbreakable DuraPower Main- 
spring—now in every Wadsworth at » 
no extra cost.” — ‘ SS 


oo wy 


“I stress that every Elgin has been giv- 
en the ‘Million-Dollar Look’ by Elgin’s 
own exclusive Studio of Design.” 







“| show how Hadley Bands—the per- 
fect complement for any watch— 
have lasting life, too.” 

















“Watch how | sell 


your customers on 


THE ELGIN HOUR!” 


Says BUD PALMER 


Famous Announcer for Elgin’s 
Dramatic Program on Network TV 
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4. “I sell the expert, 
reliable services of 


“| build prestige for you, and urge TV viewers 
to see their jeweler for all products of Elgin.” 


THE 


JEWELER 
WATCH THE ELGIN HOUR— 


YOUR CUSTOMERS WILL! 
Reaching 19 million viewers every week. 
See your newspaper for time and channel. 
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these are the facts: 


You can buy cheaper price. 
You can buy better quatltty. 


but we honestly believe 


YOU CANNOT BUY 
BRISTOL QUALITY 
ror CHEAPER PRICE! 


(Te 
= Fi 
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There are additional reasons for buying Bristol rings. 


They are: 


e Nearly 50 years of prime manufacturing experi- 
ence that represents savings to you. 


e A really complete line of beautifully styled 
wedding and engagement rings in every price 
range. 


e Prompt, dependable service on all orders, large 
and small. 


e A powerful new advertising campaign that con- 
centrates on dealer-aids. Ask to see them. 





your best buy is BRISTOL 


i ia al ail lillies BRISTOL SEAMLESS RING COMPANY 
icin 71 Nassau Street * New York 38, New York * COrtlandt 7-6260 
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here’s a touch of Cleopatra wn every woman 


AND NOW YOU CAN CASH IN ON IT...WITH 


maa -Anoe -DI (110 






3-strand bracelet 
2-strand bracelet 


Choker, one-strand 


... bewitching adornments for the — search of truly exciting gifts. 


© eee © = - . - io © ~ ig e ° 
woman with an instinct for high fash Strong, tubular construction, tarnish- 


nd , ae . : y © , es e 
ion... luxurious, coiled golden brace proof scales, golden color, or rhodium- 


lets for her wrist or upper arm, a plated for long-lived beauty. Also 
gleaming golden choker for her throat. available with Turquoise or Jade 
You'll sell them to women with a __ stones in place of snake’s head and tail. 


flair for the dramatic and to men in’ Whiting & Davis Co., Plainville, Mass. 


: and UL Kand with flashion —~SINCE 1876 
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‘THIS POLICY STATEMENT APPEARED IN 1952 
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In the two years since this message appeared, more and more 
jewelers have turned to Waltham with justified confidence. 


They have not been disappointed 


In the face of turbulent changes and questionable tactics in 
the industry, Waltham has had the courage in spite of all 
temptations, to stick to its revolutionary Controlled Production- 
Protected Profit Policy which assures Controlled Distribution to 
traditional watch retailers. 


As a result, the several thousand jewelers who have tried it 
are convinced that such a policy is good not only for them and 
for Waltham, but for the entire industry! And they are being 
joined daily by other jewelers who are convinced this policy is 
an asset to their business. 


It makes possible CLEAN COMPETITION FOR JEWELERS 
from JEWELERS! 


pooritisaA WALTHAM WATCH wor: 


WALTHAM WATCH CO. . WALTHAM . The Watch City - WALTHAM, MASS. 
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YOUR PROBLEM WITH SELF-WINDING WATCHES HAS BEEN SOLVE 
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Introduced 
in the 
Spring.. 
and backed 
by a series 
of color 
ads in 


LIFE... 


has scoreda 
sensational 
success 


Will be 
further 
promoted 
ina 
continuous 
campaign in 


TIME 
HOLIDAY 


SPORTS 


NEW YORKER 


20 color 
ads week 
after week 
August thru 
December 





-WINDING WATCHES 


HAND CARVED 
FOR THE HAND BELOVED 


Matched Wedding Ring Sets 


exclusively 


designed by 


Ged Gore? 


Each set is a portrait of HAND CARVED loveliness ... each set 
the original creation of jewelry designer Fred Barel, famous 


throughout the nation for his superb master artistry. 


BAREL BRIDALS are your best buys and best sellers because 
they are superior in craftsmanship and unusurpassed in 
value. Naturally, they are the choice of modern brides 
and grooms who recognize ... and insist on .. . HAND 


CARVED matched wedding ring sets of distinction. 


Sold Directly to the Retailer by the Manufacturer 


Mats Available Free Upon Request 


24-Hour Service On All Special Orders 
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SETTINGS 
and 
SHANKS IN 





SERIES 485 


GOLD-PLATINUM-PALLADIUM 






Write for Free Illustrations of Various Styles 


O72 ” 

a: bh Wp a 
Kat figs ut 
» v “ 





1124 1126 N37 SERIES 570 








SERIES 440 





HONESTY. ACCURACY 
KARAT =| =REFINERS & SMELTERS . JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 e@ New York 19, N. Y. 
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The face and hands of a fine Swiss watch 
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jime Swiss Watch 


Fashion Parade 


October 28th - November 6th 





The picture you see on the facing page will appear in the 

newest advertisement for ‘The Watchmakers of Switzerland. 

Within the next few weeks, it will run, in full color, 

in the magazines America reads most, will be seen by many millions 
of customers for fine Swiss watches. 


This advertisement—and this photograph—sells the tradition, 
the craftsmanship, the quality of a fine Swiss watch. 

More than that, it sells you ... the Quality Jeweler... 

to your community, urging people to shop in your store, 

to rely on ypu in choosing—or servicing—a fine 

jeweled-lever Swiss watch. 

Before, during and after the Watch Fashion Parade, spot this 
advertisement prominently in your windows or watch department. 
“Surround it with your inventory of attractive models. 
Remember: the Watch Fashion Parade is planned for you. 
Tie in with it, cash in on it. 


The Watchmakers of Switzerland 






FOR THE 
SEVENTH YEAR, 
FEATURING 
THE SLOGA 





“For the gifts you'll gwe with pride, 


let your jeweler be your guide” 
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OVA “ug” 
17 jewels, self-winding, 
shock resistant, anti-mag- 
netic, expansion bracelet, 


charm and color of natural © 


$7150 


(also available in white) 


LADY BULOVA “E” 


17 jewels, self-winding, : 


: Shock resistant, anti-mag- 


netic, expansion bracelet, | 


; charm and color of natural 


gold 
$7500 


(also available with black dial) 


ADY BULOVA “BW” 

17 jewels, self-winding, 
certified waterproof, shock 
"resistant, anti-magnetic, 
* radium hands and dial 


$5950 


ADY BULOVA “GW” 


17 jewels, self-winding, 
certified waterproof, shock 
resistant, anti-magnetic, 
radium hands and dial,charm 
and color of natural gold 


(also available with black dial) 


LADY BULOVA ‘hy’ 


17 jewels, self-winding, 
shock resistant, anti-my 
netic, charm and color # 
natural gold 


$5950 


PRICED FROM 


$5950 ,, *B5°° 
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Se Mingling Peyferflon (for evboy Cesation 





So light, so exquisitely fem- 


inine for dress wear...so 


right, so sturdy for sports 


or casual wear. 


juLOVA FOR RELEASE OCT. 21, 1954 


5950 A superb selection of 








eight exquisite self-winding 
‘models for dress and leisure wear... 
‘including three waterproof models 


for sports wear. 
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The power of LIFE 





in Washington, D. C. 





° 
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9 Rockefeller Plaza, New York 20, N.Y. 


Mr. Arthur Sundlun is president of A. Kahn, 
Inc., one of Washington’s largest jewelry stores. 
In the same location for the last 62 years, this 
famous firm has numbered presidents, cabinet 
members, diplomats and congressmen among 
its clientele. 


Mr. Sundlun, as a member of the Retail 
Jewelry Code Authority, was one of five men 
who wrote the code for the retail jewelry trade 
under NRA. He also served two years as vice- 
president of the American National Retail 
Jewelers Association and 28 years as head of 
the Washington Jewelers Association. 


He says: 

‘““Over the years, our firm has featured many 
articles of jewelry which are nationally ad- 
vertised in LIFE. We find a great public 
acceptance of these LIFE-advertised arti- 
cles. The intelligent public places great con- 
fidence in products advertised in LIFE and 
sold through stores of honorable reputation, 
such as ours.” 


Arthur J. Sundlun 


First in magazine audience 
First in magazine circulation 
First with retailers 


21 
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REPORTS SAY IT’S 


AND 


HAMILTON BEACH HAS IT! © 


Don’t ‘“‘wait and see’! The 
handwriting’s on the wall— 
this year it’s blenders! News- 
papers and magazines are full 
of food editorials pushing 
blenders. The word’s out, 
which means a gift-buying 
rush—by value-minded buyers. 
And in value showdowns, 
Liqui-Blender’s got it! 

Twice the cutting power at 
no extra cost—that’s your sell- 
ing story! New ‘“‘Cut-’n-Fold”’ 


HAMILTON BEACH 
FOOD MIXER 


None can match its many 
easy-to-use features, its 
lasting quality. Yet it’s 
priced $4 to $5 less than 
any other top-quality 
mixer — at $38.50 retail. 


BLENDERS FOR CHRISTMAS 


FOR VALUE 


action does more in one minute 
than most blenders do in sev- 
eral. There’s hard sell for you! 
And Hamilton Beach is push- 
ing “hard sell” in The Satur- 
day Evening Post, American 
Weekly, This Week, Better 
Homes & Gardens, McCall’s, 
all the bridal books, and many 
more of America’s best-read 
magazines! Don’t miss out... 
order Liqui-Blenders from 
your distributor today! c 


HAMILTON BEACH 
MIXETTE 


Beats everything for win- 
ning tough customers! 
Most popular because it 
performs most like a big 
mixer, yet weighs only 
21% lbs. Just $19.50 retail. 


HAMILTON BEACH 
HOME DRINK MIXER 


Every round is yours with 
this sales-winner! It has 
no competition. And what 
sales appeal! Once kids 
see it, they keep coaxing. 
$22.00 retail. 
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INTRODUCING 


The KOMEN (fooitiman 


NEWEST MEMBER OF THE KOMFIT SERIES — 





Only FORSTNER could create a watch band as 
original in desicn and distinguished in appearance 
as the KOMFIT Sportsman. Handsome mesh pat- 
tern looks and feels fie tsiely-woven fabric. 
Patented snap fase adjaats instantly to wrist size. 
Another smartly styled KOMFIT in the modern, il 


informal vein — slender, completely flexible and 


ever so dashing! 


The KOMFIT Sportsman 5” wide 
82T863—Stainless Steel......$6.50 


WATCH BANDS THAT ARE DISTINCTIVELY DIFFERENT! 





The KOMFIT Standard 82G711—1/20-12 Kt. Gold Filled Trim (Yeliow or Pink) with Stainless Steel Lining... $11.95 
14” wide : 62K711—1/10-14 Kt. Gold Filled Trim (Yellow only) with Stainless Steel Lining... ce. $18.50 
82T711—All Stainless Steel.................$6.95 82A108—Ail 14 Kt. Gold. cu. $145.00 

The KOMFIT Grand ----826801--1/20-12 Kt. Gold Filled Trim (Yellow or Pink) with Stainless Stee! Lining............ $14.95 









Sq" wide 


All prices include Federal tax 
Stainless Steel tax exempt 





: Lady KOMFIT | JEWELRY'S NAME FOR QUALITY 
80G800-1/20-12 Kt. 
Gold Filled Trim 
{Yellow or White) 

__ with Stainless Steel 

 Lining........$7.50 { 


The KOMFIT Royal 56” wide 


82F811—1/20-12Kt. Gold Filled (Yellow 
ie Re OE TOI $17.95 
82T811—Ail Stainiess Steel........ $6.50 


Forstner Chain Corporation, Irvington 11, New Jersey 














Presto 





New 


NEW 2-IN-1 APPLIANCE HAS 
EVERYTHING A DEALER NEEDS 
FOR EASIER SALES! 


You sell both cooker and deep 
fryer customers easier be- 
cause you sell real beauty, 
too! Beautiful! And what a 
cook! A new traffic-stopping 
money-maker! 


® Cooks, deep fries, roasts, steams, 
braises, bakes. 

@ Has Automatic Controlled Heat, 
Cooking Guide Panel, Signal 
Light. © Exclusive Stick-proof 
cooking surface. @ 6 qt. capacity 
® Silversmith finish. 


$2695 ras 


Complete with cover and aluminum fry-basket. 


AUTOMATIC 
res 0 COFFEE MAKER 


AMERICA’S MOST BEAUTIFUL 
COFFEE MAKER! 


Completely automatic with 
Exclusive Thermatrol that 
makes perfect coffee twice 
as fast! Has Exclusive Lock- 
Tite Cover Unit—Coffee Bas- 
ket lifts out in one unit with 
cool-handled cover. Sparkling 
Silversmith finish. A sell-on- 
sight beauty! 









TAP WATER 
res VAPOR STEAM 
toy) 


THE ONLY TAP WATER VAPOR 
STEAM IRON WITH SCORCH 
PREVENTER 


Exclusive Scorch Preventer 
signals when Presto reaches 
exact ironing heat for every 
fabric. No other iron has it! 
Mist-fine Vapor Steam and 
smooth, rounded sole plate. 
It’s packed with easy-to-sell 
features! 


Best Styled, 


Best Promoted Line... 


Nationally Advertised 
to Help You Sell! 
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® Automatic Electric 
Presto COOKER/FRYER 


$79958 


Fed. Tax Incl. 


Fair Trade List 
Fed. Tax Incl. 


Fair Trade List 37. 2 


means Top Quality... 
PLUS Profit! 











Mes 


AUTOMATIC # 


Presto “2:2: 


THE MOST EXCITING NEW 
APPLIANCE IN YEARS! 


A new record-smashing sell 
out! Nothing like it!It’s 
DEEP for all-purpose cooking. 
Fries, stews, braises, bakes, 
chafes, casseroles. Exclusive 
Stickproof interior ends dunk- 
ing in water! Silversmith fin- 
ish. A sales sensation! 


Complete with cover 


Ee ee FRY 


$9795 


Presto cooxer 


GREATEST PRESSURE COOK- 
ING ADVANCE IN 15 YEARS! 


Sales-making pressure cooker 
news from the world leader! 
New Automatic Air Venting. 
New Cooking Guide on han- 
dle. New Pressure-Tru Indi- 
cator. New styling. A great 
new volume builder! 


Fair Trade List 
Fed. Tax Incl. 






OVER 21 MILLION SATISFIED PRESTO USERS 


PF Pcas Presto 


PRODUCTS 
National Presto Industries, Inc: 
Eau Claire, Wisconsin 
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GENERAL PLATE E 










Look for this mark 
or the initials G F 
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gives you something to SELL 


The superb finish that is rolled into Gold 
Filled and Rolled Gold stock in General 
Plate’s air conditioned finishing room has 
a dollar value to manufacturing jewelers, 
wholesalers, and retailers. Rolling imparts 
a finish that cannot be imitated. Jewelry 
made from Gold Filled or Rolled Gold 


stock is different, looks better, has more 
value, and gives everyone something to 
sell besides price. 

Now is the time to tie in with the Gold 
Filiea industry’s powerful promotion of 
qualiiy jewelry. Sell Gold Filled quality 


and enjoy mass selling at a profit. 


GENERAL PLATE DIVISION 
Metals & Controls Corporation 


Attleboro, Massachusetts 


OFFICES: ATTLEBORO, NEW YORK, CHICAGO, 


LOS ANGELES AND MANSFIELD, OHIO 




















A STANDOUT at *18.95! 


A quick check of its many 
fine toaster features sells 
both budget- and quality- 
minded buyers! Com- 
pletely automatic. Browns 





every slice evenly, one 
slice or hundreds. Toast- 
taste selector. Cool plastic 
handles. Hinged crumb 
tray. Toast rises high. 











MATCH IT at only $8.95! 


Look where you will, we 
don’t think you’ find an- 
other vibrator value like 
this! And what a market! 
These days, tension is ev- 
erywhere. And here, for 
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just a few dollars, is an 
easy way to relax and get 
soothing relief. Four ap- 
plicators, for faceand body. 
Priced so low, it makes a 
fast-moving gift item. 





BEST BUY at only *24.95! 


Plenty here to make cus- 
tomers sit up and take no- 
tice! It’s America’s lowest- 
priced full-size, 2-speed 
food and beverage blender, 
with costly blender fea- 





The last time we produced 
a 24-cup coffee urn, re- 
tailers couldn’t keep ’em 
on their shelves! In a 
proved fast-selling design, 
here’s that ‘‘jeweler’s fin- 
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$37.50—BRAND-NEW—‘49.50! 


tures. Here’s your oppor- 
tunity to sell the great 
mass market that wants 
this laborsaver, but has 
hesitated because of price. 


Get the edge with 
budget-priced MANNING- 





ish’? Manning-Bowman 
appliances are famous for. 
In big demand by clubs, 
churches, anyone who does 
much entertaining. 12-cup, 
$37.50; 24-cup, $49.50. 








=— = ae FF 





SOOTHING RELIEF for only *19.95! 


Tired feet and aching 
backs are aS common as 
head colds! Just get peo- 
ple to talk about ’em and 
you've sold this heat mas- 


(curved to fit foot) mas- 
sages both feet at once. 
Foot control switches for 
both massage and heat. 
Can be wall-mounted for 
massaging back. 


WORTH MORE than *12.50! 


Shop the market as your 
customers do, and you'll 
find this is the only top- 
quality knife sharpener 
priced so low! Actually 


dollars less than brands of 
comparable quality. Just a 
reminder about dull knives 
being too costly to discard 
will sell plenty! 


sager. Ribbed grille 







1 | these 
OWMAN values! 








NEW AND TIMELY! Only *19.95! 


Check this one! It’saspar- antique copper finish has 
kling new Electri-Kettle, the look and feel of “‘jewel- 
timed just right for the big er’s quality’’—yet look at 
increase in tea and instant the price! Display it— 
coffee users. And what demonstrate it... watch 
buy-appeal! It’s exclusive it sell! 


iT eee aemenstieeenne | 


o "Mami give me the er he og, nearest 




















NEW! EXTRA VALUE! Just 519.95! Store Name 
Depend on Manning-Bow- _ styling says “good taste’, Addex 
man to scoop the market anda quick demonstration City. Sane 


with a most-for-the-money 
value like this! No other 
9-cup automatic perco- 
lator can compare! Its 
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by your distributor sales- 
man will prove its per- 
formance says ‘“‘quality.”’ 























GREAT 


NATIONAL PROMOTION MEANS 








— a ripple of excitement in the 

entire industry. Already, people are sensing how big this 

Gold Filled promotion will be. Manufacturers are adding Gold Filled 
items to their lines . — stores are planning 
premetions.. . fashion magazine readying 

editorial features. 





And no wonder! Here are some of the big plans for the 
first few months of the continuing national drive. 


Four-|Goeier Adsin /[L{]7- 


This fall — and through the Christmas buying 

season — you'll see big full color ads for Gold Filled in America’s 
#1 magazine — LIFE. You'll see the ads . . . and so will nearly 
40 million people. 




















on Television 





The Gold Filled story will be told to millions more by 


Dave Garroway, on NBC coast-to-coast television. Watch for 
Gold Filled on Dave’s famous program “TODAY”. 


22 THE JEWELERS’ CIRCULAR-KEYSTONE 

















and a /(@@MmenhasUs) 2-month 


_ 
promotion in Harper’s Bazaar 


The leading magazine in women’s fashion was quick 
to get on the Gold Filled Band Wagon. Editorial 
features, photos and advertising will all be 

boosting Gold Filled right in the heart of the 
Christmas buying season. 


Stock... make sure your stock of Gold Filled items is large enough 
to provide a good range of selections. Don’t be caught short. 






piece as Gold F illed when selling a customer. Take set of the 
pre-selling done by national advertising. 


Explain... make sure everyone in your store can give a lucid 
explanation of Gold Filled and how it differs from less expensive plates 
and washes, If you would like a booklet explaining Gold Filled, 

just write to the address below. It will be sent you without charge. 
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The Jewelry Industry has come a long way from the 


days when manufacturers had to make their own 
karat gold, to the present when a telephone call or 
AVG O S an order mailed to Handy & Harman will bring 


them gold in any karat, color, size or quantity they 


THAT BENEFIT THE need, promptly when they need it! 
WHOLE JEWELRY INDUSTRY This complete and eer karat gold service 
benefits, not only the jewelry manufacturers, but 
retail jewelers as well because it enables 
manufacturers to turn out a far wider selection of 


better quality merchandise at lower cost than 


was ever possible before. 




















Today, Handy & Harman offers seven groups of 
10K, 14K and 18K golds, each group having 


different characteristics and working properties. 





They include compositions specially suited for 
stamping, deep drawing, spinning, turning, casting, 


enameling and every other jewelry making operation. 


HANDY & HARMAN 
a HANDY & HARMAN 
82 FULTON STREET e NEW YORK 38, 
UPTOWN BRANCH—15 WEST 46th STREET,NEW YORK mens 
Quality precious melals since 1867 


BRIDGEPORT, CONN. * CHICAGO, ILL. * LOS ANGELES, CALIF. ¢ PROVIDENCE, R.1. * TORONTO, CANADA 
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Geer EFFICIENCY, Model 
identification on Bulova Sealpacks 
saves time, provides quick selec- 
tion of the correct hand. One pair 
per factory sealed package gives 
easy stock inventory check; hands 
are protected against loss or 
damage. 


Aegucee LABOR COSTS. Per- 
ect fit—always assured by Genu- 
ine Bulova Standardized Parts— 
eliminates time wasted in broach- 
ing and sizing. Hands are lipped 
and socketed for perfect fit... 
hand-rubbed for a perfect finish! 


Ai 
” 


Pe ss 
a 


Bue | 


starts 


A_CHART... 


sizes, conveniently located in 


each kit. 


METRIC RULE... metric hole sizes 


on rule itself . 


A clear, plastic kit to hold all parts; com- 
partments for easy identification. Worth 
$.75 alone! 


NEW OFFICIAL IN 


GATALDG OF GENUINE BULOVA HANDS, 
ull information on hand interchangeability 


— sizes — color — style —length and “how 


to order.” 
(es 


with metric hole 





DIAL PROTECTOR. Avoids damage to 
dial face when removing or replacing 





i hands. 


contact your Authorized Bulova Material Distributor Now 


JU] Ke)/- Waves mete) |-)-\\ b Ami (on 


Material Sales Division 


Bulova Park 





50%; ON DAUPHINE HANDS! 





AL_ MONEY SAVINGS —' 
AVE $7.50 ON PARTS ALONE! 


You get 72 Genuine Bulova Dau- 
phine Hands to fit 60 most popular 
Bulova models. Assortment consists 
of hour and minute hands, second 
hands, sweep second hands. All 
hands factory-sealed in Bulova Seal- 
packs for your protection! 


Flushing 70, New York 
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The World’s Lar; 


to the Manufact 














2389 Vaux Halli Rd. 
Union, Mew Jersey 
i > gt Tea 
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ler exclusively | 


The World’s Largest Factory Devoted Exclusively 


to the Manufacture of Die Struck Mountings 









































TESSLER & WEI 


Manufacturers of Dia 














A PUBLIC EXPRESSION OF 


OUR GRATITUDE TO THE WHOLESALERS 


WHO HELPED MAKE THIS POSSIBLE TO OUR WHOLESALE 


Dear Friends: 
We have pit 
big, new, modern fact 


in making this beautif 


Your succe 
It is a wonderful source 
increased sales and pra 


maintained our unswe 


. PRESENTING WITH PRIDE 


Thanks agai 
always been more our f 


like to say at this time 














TESSLER & WEISS, INC. 


Manufacturers of Diamond Mountings 




















2389 VAUX HALL ROAD 
UNION, NEW JERSEY 


TO OUR WHOLESALERS ACROSS THE COUNTRY 


Dear Friends: 
We have pictured for you, on the inside center fold of this page, our 
big, new, modern factory. We would like to thank you for your tremendous share 


in making this beautiful plant possible. 


Your success with our merchandise over the years has been our reward. 
It is a wonderful source of satisfaction when you tell us that our line has meant 
increased sales and profits for you. We believe it is important to you that we have 


maintained our unswerving policy of selling only to the wholesaler and manufacturer. 


Thanks again for helping to make our new plant a reality. You have 
always been more our friends than just accounts on the books. We would simply 


like to say at this time -- it's a pleasure to do business with you! 


Sincerely, 

















tl 


— 
































It happened in... 


WINSTON-SALEM. N. C.= 








A bird in the hand worth two in the bush? 
especially, if human factors are involved! 
The day we bought Ayre and Taylor in 
Washington, we agreed to buy their second 
store in North Carolina on the same terms. 
We needed only to see the store and go 
through the formality of signing necessary 
papers. We went from Washington to 
Winston-Salem to do this the very next day. 
When we arrived, however, and saw the 
deep concern of the store’s manager and his 
recently married son, our plans changed. 
We would have run a liquidation sale. If 
they could buy it they’d have a going busi- 
ness. For a given period of time we offered 
to step out of the picture and give them an 
opportunity to make arrangements if they 
could. They did so and bought the store. 
Taking human factors into consideration 
has made us enjoy our business these many 
years. In the long run it has been profit- 
able, too, for Gordon Brothers has grown 
on the kind of reputation it builds. 


Stories from our 51 years’ 
experience with truths of 
just as great significance today. 
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AVAILAGLE 











Mn, UY 


From $75.00 
Keystone to 
$500.00 








DIAMONDS 














ENLARGED 











DETAIL 


ceeeemscservcemerecenesnensnerenanin 
e 





From $60.00 


Keystone to 
$500.00 





GOODMAN 
& COMPANY 


42 W. WASHINGTON ST. 
INDIANAPOLIS 4, IND. — 





Have openings for salesmen in the East, Mid-West and West Coast. Please write. 
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Aes got pull 
with relatives 








and so will you...with beautiful giftware 


ry 
3 n Your all-year orders have been telling us,shoppers 
‘ can't resist these fine Community silverware gift 
\ ay sets for children! That's why we've stocked plenty 


for the entire holiday season. Every set is available 
in five famous patterns. Colorful plastic toys in two 
baby sets! Each spoon and fork is perfectly de- 
signed for small hands! Don't forget to feature the 
heat-proof “Grip-Tite” Bowl and Dish with washable 
double-suction rubber base! Wonderful for in-store 
promotion! Stock early for Christmas—order from 
your franchised Community wholesaler today. 


Community No. 9012 3-Piece 
Baby Set (Feeding Spoon, Baby Spoon 
and Fork) with “Grip-Tite’ Compart- 
ment Dish in gift box. 


Community No. 9011 2-Piece 
Baby Set (Spoon and Fork) with 
“Grip-Tite” Bowl in gift box. 





















Retail. . . $3.95 
WHITE ORCHID* Community “Quacky the Duck’ 
= with 2-Piece Baby Set (Spoon and 
Fork) in gift box. 
“ Community Chick Bank with 3- g ? 
Pay Piece Baby Set (Feeding Spoon, Retail.. . . $2.00 
P Baby Spoon and Fork) in gift box. 
EVENING STAR#* Retail EOS $ 
PSS 
MORNING STAR#* 
all pieces * 
. « 
available 
in these 
patterns 
CORONATION#* 
_ the finest silverplate % 
*IRADEMARKS OF ONEIDA LTD.. ONEIDA.N. ¥. 
FO 
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FOLLOW THE TREND TO PIERCED EARS WITH BALLOU QUALITY FINDINGS 


With this brilliant number, Ballou pre- grr=v¥y of the die work, in all cases incorporated 


sents a new series of ear wires for pierced | // in constructions that have no weak points. 


ears. It is available with several companion § \ /¥ y a aa ae 


The rapidly ‘growing 


numbers of button and drop wire types. __,,\ieinctuses a This line is available in 10K and 14K 


full range of drop 
wire numbers. 


Item No. 221 dramatized above demonstrates Gold and in Sterling Silver. Send for supplemen- 
the quality features always found in Ballou tary catalog sheet to B. A. Ballou & Co., Inc. 


products, — the full cut threads, the perfection 61 Peck Street, Providence 3, Rhode Island. 





FINDINGS—— 


SOLD TO THE MANUFACTURING T 
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LOOK FOR THE NAME in the shank. of every 
Feature Lock Mounting. It’s your assurance 
of the TRIED, TESTED and PROVEN product 
of the company that is ‘Years Ahead in Ex 
perience’’—Feature Lock! 





.eeeee tS Man IS 


looking for Quabity... 


AND HE KNOWS HE HAS IT WHEN 
HE SEES HAYW£ARD GOLD FILLED or STERLING 


\ \ 
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GOLD FILLED SETS LIKE QS /, 
THIS RETAIL FOR... i 


$9.50 


Wy 


| 


Vi ATTLEBORO, MASSACHUSETTS 

jer STOCK AND FEATURE ONLY HALF BEST 
ay W WHEN YOU CAN OFFER HAYWARD $@, 50) 
Wa "GOLD FILLED SETS FOR AS LITTLE AS 


— \\ 
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—S— Ss 
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A GIFT FROM YOU 
WITH “ELEGANCE” AND 


Afree gift! An amazing salesmaker! 
This magnificent Carryette is finished 
in rich gold and black plastic and 
lined with fine white satin. 





lthas a wonderful added feature—the 4-picture 
album. Closed it’s perfect for monogramming .. . : 
another source of profit for you. ae —— 


ares CC Ce 6 Ce EC Fe EE ECE Ce TER Ce DB Oe So. € eee 6 6 6 Se CS 


A ‘25.00 
EXTRA PROFIT BONUS 
FOR YOU 


With every “profit plus” Carryette 
assortment, you receive free two necklace — 
and earring ensembles to sell for 

an extra profit of $25.00! 


wey 


AT BETTER EC JEWELERS 
Consult your wholesaler 


Deltah 


SIMULATED PEARLS 


L. HELLER & SON, Inc. 
411 FIFTH AVENUE, N. Y. 


Tie in with Deltah national advertising running through Fall and Christmas 
in Life, Saturday Evening Post, American Weekly and Photoplay. 




















ook at these 
elaborate sets 


3326 Set _.......... $5.50 
z Links (only) ........ 3.00 
E= Siide (only) .... . 2.50 


a = Donut mother-of-pearl 
= with duck. 






Four-piece Gol 

Filled Set ....... $19.00 
6/444 Links (only) 5.00 
2/0435 Slide 


OS aa: é. 
Masculine Fine Engine 
ee. —. _ i = , , : 
available in Sterling Sz =k EZ % 
Silver. ZZ EB 


sportsman and beautiful of 






% 


White mother-of-pearl 





Slide (only) ae 
Mother - of - pearl with 


vein, 42 Creations ...also contrasting 


il 











gold and black trim. 3941 Set sneeencac $3.00 bas re: tg 
Links (only) ........ 2.00 os "Ca 
Slide (only) ....... 1.50 CO wenn aaa 


Antique silver Bass. 


shades of a 


Links (only) ........ 
Slide (only) ........ 2.50 
Pink and smoke moth- 

er-of-pearl. ) 


Prices are approximate retail, subject to Federal Excise Tax. 
All pieces available in handsome white or gold finish. Representatives: 
IRVING J. SELTZ 
Mid-western Territory 


ORSE ANDREWS CO. na 
ATTLEBORO MASSACHUSETTS HERB GLUCKMAN 


Eastern_Territory 
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WCUSTOMERS wy7,/* 


Duel Sock 


Interlocking Sets 











i 

# THE RINGS THAT 
LOCK WITH THE 
KEY TO HER HEART 


“RINGS ENLARGED TO 
SHOW DETAIL 





Duet 
Lock Rings 


a ‘ open when you 
t Yes, these masterpieces have the want hire onde 


4 advantage of a charming Sterling meme 
4 Silver Key that women love separately 


ae nia 


f to wear as a charm ees - 


Moe ee, a 
SO ee ae 
Lock "Two-Gether" 

when you want them 


INTERLOCKED 












JNO PICKS—NO HAIRPINS — 
| NO NAIL FILES NEEDED! 


KUSHNER & PINES INC. 


15 WEST 47th ST., NEW YORK 19 
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ALL PRICES ARE RETAIL 
PTUS FED, TAX 
All items 5 ie : 
gift packaged ‘ eS ; E7192 = we Wrens E2142 
‘ Sterling Silver Ss , 1/20-12K. G.F. 
.$14.00, set ‘ $15.25, set 


$21.75, set 
Cultured Pearl 


SS a 
; ‘ oy” ; “y/ 
ie LY wh 


way 
E2142 " 
1/20-12K. G.F. 
$15.00, set 


oN 
P7211 
ALY 
Sterling Silver 
$13.75, set 


P2087/E2088 1/20-12K. G.F. $14.75, set Bey 
P7149/E7149 Sterling Silver $13.25, set Pp } * 
Jewelry shown oie, Soae ¢ aly 
approximately %4 size Sterling Silver! . 1/20-12K: G.F. 
$12.25, set \ $14.00, set 


P2061 1/20-12K. G.F. $7.25, each 
P7133 Sterling Silver $6.65, each 


P7185/E7191 Sterling Silver $8.50, set 
P2211/E2211 1/20-12K. G.F 


Sterling Silver 
$8.40, set 


i P1999 
2000 


. a : : 
6, 1/20-12K. G.F. 
, $9.75, set 
“/ 

SOLD THROUGH WHOLESALERS ONLY 


CARL-ART, inc. 


PROVIDENCE 3, RHODE ISLAND 
New York Office: Mannie Levine Chicago Office: Howard D. Seebeck 
1 West 34th St., New York, N.Y. Wisconsin 7-109) 10 South Wabash, Chicago, Illinois. CEntral 6-4167 
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$15.00 set 
Pt 





Me ee 


NON, 


especially for Jewelers! 


Anyone familiar with the supreme quality that has 





characterized Cross since 1846 will enthusiastically 
welcome the introduction of the new Classic pen 
folate Ml o\-1alel] Ml ge] a a\-1a-Mold-ME AY ZoM ol (-lale lle Mn dai ilale Milan 
struments with the unique Cross trim slenderness 


: folate M-> <0 (Olt thi-m ofel (olaa- Mmm alalrial-to Milam -na-1a (el tilale mE’ 1.4 
~\ 3 S } 1 ; 
gold filled throughout. Made, packaged, and 
Gy’ . es priced especially for the jeweler. Order your 
ey 
The OF 16 Al ( 
Rae 
0 


0] o] ol hvamale lal mm alehw a 
"ROSS \ = 
> =a A. T. CROSS COMPANY 


53 Warren Street, Providence 7, R. I. 





Cross Classic 3-piece set. 
Cuff links, pen or pencil, 
tie slide. 

Also available in 2- 


: Cross pens and pencils are mechanically guaran- . 
piece sets. 


teed for a lifetime! 


This attractive Cross coun- 
ter/window display is freel 
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No. 5 CRUSADE for Survival* 


These 
TWO-HEADED 
CANNIBALS 


feed on 


retail jewelers! 


Most gruesome of the monsters that stalk our trade are the 2-headed 
kind—the cannibals who devour their own kind. 


One head calls itself a wholesaler, and smiles winningly at the 
retail jeweler to lure his confidence and his business. The other 
head turns an avaricious grin toward the public, enticing them to 
“get it for you wholesale!” 


At least his comrade in malpractice, the discount house, js 
frank about its thievery. But these two-headed jobbers are fawn- 
ing “friends” of the retailer... take his money, fatten his inventory 
...and then suck his blood! 


Don’t feed your murderers! 


Worse than the discount house is this jackal who preys on his own 
kind. Honest distributors—staunch friends of jewelers and manu- 
facturers alike—abhor him. He gets his main support from the 
retail jeweler on whose body he feeds! 


You have the power to destroy instantly this menace to your 
existence. Without your orders, he starves! 


Join...and survive! 


Your struggle for survival faces many enemies besides this group 
of wholesalers. But what powerful friends you have! On your right 
hand are those embattled manufacturers who already are combat- 
ting piracy, bootlegging, price-chiseling and double-dealing right 
through the courts! 


On your left are your loyal distributors, upholding the strongest 
ethics and traditions of your business, often at personal sacrifice, 


Right smack in the center of the fight are you, the retail jeweler. 
But fight you must. 


Damn that 2-headed canniballing parasite for what he is. Reject 
brands the discount house uses to cut your throat. Deal with dis- 
tributors who want you to live. Promote brands who are fighting 
to keep you alive. 


ANSON makes this pledge... 


1. We will continue to Fair Trade 
our merchandise at the wholesale- 
distributor level. 


2. Wewill continue to refuse to sell 
« ” . 

to “cut-rate” houses and discount 

catalog operators. 


3. We will protect ourselves and 
our retailers against any attempts 
to bootleg Anson merchandise. 


4. There will be no up-priced retail 


tickets on Anson merchandise. 


5. We will continue to price our 
merchandise at a level that provides 
a just profit to you... and an excel- 
lent value to your customer. 


6. We will continue to maintain at 
every price level the exceptional 
standards of quality, materials, de- 
sign and packaging that have made 
Anson “the jeweler’s jewelry,” and 
the customer’s finest value. 


* This message is the fifth in a campaign that 
will continue. If you share our convictions, let 
us share your ideas. Write us. Call us. And if you 
want reprints, we'll send you all you can use! 
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638 DIANA 17 Jewel $19.95 _ 
eauty 10k yellow rolled gold plate 


steel back case—silk cord 
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JUST OFF THE PRESS 


Our 1955 Catalogue. TOW N F WA 


Write for it on your 


PANY, INC. 


letterhead. 29 EAST MADISON STREET * CHICAGO 2, ILLINOIS * RAndolph 6-3041 
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more than an alarm wrist watch 


VULCAIN 


cRIC KET 


proved one of the most accurate watches in the world 





The only alarm wrist watch that rings clearly, 
on or off the wrist! 


Still unsurpassed for accuracy —among all types of watches! 
World-famed for its precision movement. 


Still the watch worn and recommended by prominent men 
of business, government, professions, TV, radio! 
Preferred for its unusual versatility and accuracy. 


New: unbreakable alarm spring. Vibration-protected. 
Dustproof. Slimmer, handsomer styling than ever. 


Complete line of outstanding men’s and ladies’ watches. 


Gold-filled, stainless steel back........... $ 92.50 
PRETIOOS DODGE cccsecinccsececesssecccsvessssecseneese 92.50 
I initiate aii cinta iain 210.60 


(including Fed. tax) 


VULCAIN WATCH COMPANY, INC., 630 Fifth Avenue, New York 20, N.Y. 
WEST COAST: Herbert A. Wood, 649 South Olive St., Los Angeles 14, Cal. 
MIDWEST: Paul H. Samuels, 55 East Washington St., Chicago 2, III. 
SOUTHWEST: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas 
CANADA: Norlé Ltd., 637 Craig Street, Montreal, Quebec 


U. &. PATENTG: 29894402, 2566708, 2644204 
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WED-LOK rings 
keep diamonds always 
properly in view “ 
and eliminate ) 
; @ -- 
“ring-wear we° 





Other rings 

will turn, twist 
and separate into 
unsightly position 


} dea . 
and wear t/un 


WED-LOK’* 


THE ORIGINAL LOCKING RING ENSEMBLES BY GRANAT 





FASHION LEADERSHIP and 


confidence-building quality combine to 


keynote Wed-Lok diamond ring ensembles 
by Granat. A gentle “click” sets the rings 
‘in perfect alignment; as readily 
they may be separated. 


from $100 


at retail 


a: Vaniffuctering Cpuyriny 


114 GEARY STREET. SAN FRANCISCO 8. CALIFORNIA 
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ANOTHER BIG CHRISTMAS 
FOR OMEGA JEWELERS... 


Culmination of most powerful advertising program 
in Omega history, this heart-warming full-page ad on 
the right is the high point in a series of 83 ads running 
in The Saturday Evening Post and other leading pub- 

lications. Your customers will see it starting Decem- 

ber 8. Over and over again, Omega reaches the top- 
buying prospects in your community.... through 
a distinguished group of national maga- 
zines and Sunday supplements... pre- 
senting the exciting story of America’s 
largest-selling prestige watch. 


Norman M. Morris Corporation * 655 Madison Avenue * New York 21, N. Y. 











You Say a Thousand 
Unsaid ‘Things 


When you give an Omega, 

you say a thousand unsaid things. 

Or, rather, Omega says them for you, 
and far more eloquently. 


So it will continue to do over the years. 
For few gifts render such lifelong service 
and draw such universally favorable comment. 


Around the world, Omega is accepted 

as the standard of high-precision timekeeping. 

It has set records for accuracy at 

the leading British and Swiss observatories . . . 
been the official timepiece of the Olympic Games 
for the past 22 years... 

rated No. 1 in quality watch preference polls 
from Australia to Switzerland. 


The very name Omega speaks with 

tremendous authority. How much it will mean 
to someone close to you. 

And now that you’re making the step 

... isn’t it time you had an Omega of your own? 


OMEGA 


THE WATCH THE WORLD HAS LEARNED TO TRUST 




















14K gold, two flawless diamonds, 18K 
gold applied figure dial .............. $145 







14K gold, self-winding movement, 
sweep-second hand and 18K gold ap- 
plied figure dial ....0.....cccccscceseee 












Other fine Omega watches for men 
and women from $71.50; with pre- 
cious stones to $12,500, inc. Fed. tax. 


Sold and serviced by 
fine jewelers everywhere 











Official Watch of the Olympic Games... 
awarded the distinguished Olympic Cross 
for its outstanding contribution to Olympic 
- Games timing for the past twenty-two years. 





WIN 300 


y Plus FREE WEEKEND TRIP TO N.Y. 


Lock is invisible 
and works on 
either side of 
mounting. 









NOTHING ELSE TO DO...NOTHING TO BUY 


Insert lock-pin of engage- 
ment ring into slot on either 


side of wedding ring then = s READ THESE EASY RULES...ENTER NOW 


swing rings info wearing 


position. 
], This contest is open to all people in jewelry industry except employees of 
Goldstein-Gerson, their families and advertising agency personnel. 


2, Contestants are limited to one name only per letter. Send as many letters as 
desired. Mail to address below. Outstanding advantages of the new Goldstein- 
Gerson Lock-Set are: Locks on either side of both engagement and wedding 
rings, eliminates annoying ring twist, abrasive wear, keeps rings together in 
symmetrical beauty always. Lock is invisible. 


3, All names entered become the property of Goldstein-Gerson. No 
entries will be returned. Winning name will be selected by Goldstein- 
Gerson officials. Selection is final. In case of tie, entry postmarked 
earlier will be winner. 


4, Contest closes Nov. 30th, 1954. Winner will be announced shortly 
thereafter. 


DISTRIBUTION THRU WHOLESALE JEWELERS ONLY 


GOLDSTEIN + GERSON CO., Ine. 





Perfect alignment a 
forever. Also may be O° OR 
worn individually.  ‘ y 







The House of Fishtails 


MANUFACTURING JEWELERS e 130 WEST 46th-ST.. NEW YORK 36, N. ¥. 
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NOFMAa announces jor Fall... 


in time jor the Christmas rush! 


Y THE WORLD! 








THE MOST SENSATIONAL WRITING INSTRUMENT IN 


“norma 


-in-One 


This new Norma 4-in-1 
Pen-Pencil Combination is more 
than a marvel of engineering 
precision—the first and only writing 
instrument of its kind! It’s also a great 
new profit item for holiday and year 
round sales to executives, professional people, 
students. Puts 3 colors at their finger-tips . . . 
plus the convenience of a smooth-writing pen. 


"4 ¥ 
| Pen ~ Pencil d Mfg re f.’ And remember—there’s always steady demand for 























—* Norma 4-Color Pencils — famous for over 25 years. 
Gm... ei ome Order your supply of Norma Multicolor Products now! 
Click... writes blue! 


Click... writes red! 
Click... it's a pen! 


Ideal for Christmas executive gifts. Can be engraved with 
company or individual name. Inquire for quantity prices. 





| The New York Times | m4 } s a Ss. News 4 = Faas: 
AMauazime oa < . N ows 
Aa id RR: 1 ’ 


re pee 


ADVERTISED TO MILLIONS 
= IN AMERICA’S 
eS MOST INFLUENTIAL PUBLICATIONS 


cs Bll Nal 
: THE CHRISTIAN SCIENCE MONITOR. 


Entry val 


Norma Pen-Pencil Combination — 3 nov 


colored pencils and pen —in Chrome. =. B U S | N ~ S 


Retail $5.95 (F.T.I.). Introductory of- = 


fer — extra 49¢ ink refill free. : W E FE K 


Norma 4-Color Pencils, from $5 
(F.T.I.) to $100* —in Chrome, Monel, 
Rolled Gold Plate, Sterling Silver, 1/10 
14 Kt. Gold Filled and 14 Kt. Gold. 


*Plus Fed. Tax 


ae SSS Rass: = NBS : Seem : : >. . ; — \ i} neers 
Order jrom your jobber, or write: NORMA PENCIL CORPORATION * NORMA BLDG. ¢ 137 WEST 14TH STREET ¢ N.Y.C. 11 
Exclusive West Coast Distributors: The Geo. H. Eberhard Company, 182 Second St., San Francisco 5, Calif., and 3200 W. Washington Bivd., Los Angeles 18, Calif. 
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Lohengrin Rings also Portray: 


@ NEW GLO-BRITE MOUNTINGS — 
make the diamonds appear larger 


You'll be amazed at what you see. These unusual and more brilliant. A wonderful sales 
Lohengrin films capture true diamond brilliance and . moon ies aii acai 
have been made specially for television in your with traditional Lohengrin quality 
area. Here is your opportunity to use the power of means truly satisfied customers, 

television to increase diamond sales. Simply write ° ee ee 
or phone us for FREE information and we will ar- enables you to carry less inventory 
range to show them to you with no obligation. through our perpetual inventory sys- 


tem. This proven plan has been highly 
successful with largest jewelry chains. 







ohengrin America’s Most Famous Name in Diamonds 





engrin retailers— 


to Loh 
a inest 






*Reg. U.S. Pat. Office 


J. Fiddelman 4 Son, Inc. Manufacturing Jewelers 
DIAMONDS 126 W. 46th Street, New York 19, New York 


‘ Formerly of England, Kiein & Levy, incorporated 











Newspaper 


devoted entirely to 
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Auli accessor = andbags 






8 
@ ! ni CQUALITY MACHINE CHAIN THAT 1S) 





lissidien a sophisticated charm peculiar to 
itself... Chain accents the “out-look” for the 


smartest handbag fashions destined to 





lead in popularity during the coming 
season. As in the past there is no 


substitute for chain for this purpose. 





CHAIN is strong . . . Chain wears 
forever ... and good quality machine 
Chain has beauty and decorative 
features unattainable with any other 
medium. Always insist on good quality 


chain . . . especially in HANDBAGS. 


Toke pride in the chain YOU sell . . . select it for QUALITY and appeal 


MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASSACHUSETTS + P.O. BOX 623, PROVIDENCE, RHODE ISLAND * MAPLEWOOD, NEW JERSEY 
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pee OW. val the theme that rs 


selling more diamond rings 
for thousands of 


franchised dealers - 








GUARDIAN ANGEL 


=3'4- a @ 4 PRECIOUS 








: ; ~22a controlled 





diamond operation combined 


with a planned direction 





for your diamond merchandising! 


We invite your inquiry on the availability of a | 


franchised Columbia Tru-Fit agency in your community, 














DIAMOND RING 


SEE WHY COLUMBIA CAN'T TURN, TWIST, SLIP fj 
\) 


The Guardian Angel 
contracts to permit easy 
passage over knuckle.... 


then self-adjusts to j/ 
finger contour, holding ring 
safe, comfortable, perfectl 


DIAMOND RINGS 


a division of Axel Brothers, Inc. 
21-10 49th Avenue, Long Island City 1, N.Y. 














Manufacture de Montres 
DOXA 


Le LOCLE, Suisse 








WATCH FACTORY 


NEW YORK OFFICE 
Audemars Piguet & Co., Ine. 


665 FIFTH AVENUE 
NEW YORK 22, N. Y. 
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pair watches 








Naomi offers you 
savings to 40% on 
bracelet watch findings 








THE SPRING BAR 
#515 






THE GUARD CHAIN 
#742/3 







v 


THE SNAP 
#742 


THE SPRINGS 
#832 #833 















« fits all nationally advertised bracelet watches 





~ = now $3.50 dozen 
742/ 3 1/20-12k GF through- 
# available in white, yellow 
id pink 


E SNAP 


e snaps have positive holding action and long life 


@ white gold filled—finished in genuine RHODIUM (the 
durable and non-tarnishing precious metal) 





* special prices for limited time only at Naomi Certified 
Dealers 


a _— now $1. 25 dozen 
#742 1/20-12k GF available | 
. in white, yellow and pink 


rf THE i diged Se 


— now 65¢ dozen 
| #832 left #833 right 


bot pring steel 


e available in white, yellow and pink gold filled 





e NAOMI: The one complete source for fast moving 
Snap Band eee : 





Be OTHE Ne BAR If your local aca ie is not a Certified Naomi_ 


é — now 65c¢ dozen 
ess nickel plate 


fae rocseyon NAO MAL sisi 


THESE PRICES EFFECTIVE UP TO NOVEMBER 30th ONLY. PLACE YOUR ORDER NOW. 
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Dealer, send order direct. sty will be shipped immediately, 





apa Ny ti ald ah 


alan adil alba 
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“Gam with the 
Burning fleast” a 


romote | OPAL 


... The OCTOBER BIRTHSTONE 


This beautiful jewel 

available through your whole- 
saler in Gold-Filled, Sterling 
Silver (rhodium finished), 


and Solid Gold. 








‘Com Wah The 
Burning , =. ” @ 


. .. always first in quality and 
style. A natural and a must for 
increased sales and profits. Send 


for new catalogue and booklet. 


501 NORTH 19th STREET 


PHILADELPHIA 30, PA. PHILADELPHIA, PA. 
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( “UNIVE RSAL 


presents the 


AvutoMisien 


TRADE MARK 





* 





| & a 14 Kt. gold, $169) 


GO worth of automatic: watch! 


We call it AUTOVISION* because it isso _ Appearance and neninnaee have already 
easy to read at any distance. Well-propor- made this new Universal Automatic an 
tioned markers (18 Kt.) on a bombe dial — important basic item in the watch collec- 
give that extra vision. The harmoniously tions of many nationally famous jewelers. 
beveled bezel enhances the readability. The reason: It Sells! se 


Dust, moisture and shock-resistant, sweep second, 
17 jewels. In 14 Kt. gold-filled, $100. (In 14 Kt.-gold, $175) 


THE HENRI STERN WATCH AGENCY, INC., 587 Fifth Avenue, New York 17, N. Y. 





As appearing in full color in VOGUE, October 15th 


PAN 


REG. U.S PAT. OFF 


TRADE WINDS. ... fashion set in capricious swirls of golden-tone Trifanium. 
Necklace, 7.50; bracelet, 5.00; earrings, 4.00; pin, 5.00. Prices approximate plus tax. 


Not authentic unless stamped Trifari. Design patents pending. 
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WHAT MAKES I. D. WATERPROOF CASES 
THE NO. 1 CHOICE? 


It isn’t only because 








they’re waterproof... and 








will remain waterproof 








as long as the crystal 








is intact . 

















It isn’t just because 








they’re thin, hand polished, 








mirror-lapped and styled 








to meet the most 








discriminating standards 








of taste... 

















And it isn’t merely 
because of the hydraulic 
compression method 






































which we pioneered 








in this country. 




















But total up all these 
reasons. Add the 
acceptance of these 
American-made I.D. cases 
by leading importers, 





‘A 





























manufacturers, retailers - 
and consumers. Include 
our 43 years of experience 

















which is your guarantee 
that our cases are 
worry-proof. And then 
you'll know why I.D. 
waterproof cases are 
preferred over all others. 





CERTIFIED 
WATERPROOF! 


A famous independent testing 
laboratory (name on request), 
after putting the new improved 
1.D. Waterproof cases through 
the most exacting tests 
possible, certified 
these cases to be 
waterproof! 











1.D. Waterproof Cases — and Only I.D. Cases 
use NANCA Shatterproof and Craze-proof Crystal 


I. D. WATCH CASE CAA, INC. Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Office and Factory: 137-11 90th Avenue, Jamaica, L. I. © JAmaica 3-8700 








OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 * CHICAGO OFFICE: William Bart, 29 E. Madison St. * LOS ANGELES OFFICE: Leonard J. Ravve 


MORE IMPORTANT LEADERS 


ADVANTAGES OF ROLEX *! CHRONOMETERS THAN EVER BEFORE 


IN OUR HISTORY. THIS YEAR...AN EXPANDED LINE 


IMPORTANT be =FOURTH QUARTER ... THE HEAVY WATCH SALES 





... STILL DEPENDABLE 


y ... SELF-WINDING “OYSTER - PERPETUAL” 


ROLEX 


THE AMERICAN ROLEX WATCH CORP., 580 FIFTH AVE., NEW YORK 19, N.Y 


NOTE TO ROLEX JEWELERS: HAVE YOU ENTERED THE 1.Q. CONTEST? 
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... Crafted and designed by America’s fore- SAS fg 
most jewelry craftsmen. CATAMORE Sterling eines. am , 4 
#1255. . $4.50 Silver Medals are exquisitely designed and Sterling, miracu- 


Sterling, . H ‘ lous medal, hand- 
St. Christopher. perfect in every detail. weeds 


ee 


The two medals illustrated 
come in handsome antique 
gold picture frames which 
are perfect for that ‘’fav- 
orite picture’. All medals 
ore available in frames at 
slight additional cost. 





ok 


#500 one $4.50 
Sterling, 

St. Christopher, 

hond engraved. 



















Sterling, mirac- 
vlous medal, 


a 
~~ 


#510... $3.00 
Embossed Embossed 
plastic frame plastic frame 
with sterling with sterling 
2-way mirac- miraculous 
ulous medal, medal, hand- 
hand-engraved. gs! ; engraved. 





Sterling, 7 - way #1117-S . $3.60 


lary's Medals. ee * Mesare : ; \ #202-RL. $4.50 £ — . 7 
hand-engraved. ee aD Pi geni-5 Sterling, sil- 4m gerses Tag 
— : ver plated mi- engraved. 


raculous rosar 
locket. 


#505 ... $3.60 
Sterling, 3 - way ? 

slide, hand- 
engraved. 


#1182 . . $3.25 
4-woy hand-en- 
graved with 
rhinestone. 


#1286 . . $2.85 
Sterling, filigree 
enameled, mirac- 
vlous medal. 


Sterling, 4 - way 

slide, rose and 
reen enameled, 
nd-engraved. 










#304... $3.60 
Sterling, 4 - way. 
slide, hand- 

engraved, 


#501 .. . $3.30 
Sterling, 3 - way 
slide, hand- 

engraved. 


#499 .. . $3.30 
St. Christopher, 
slide, sterling, 
hand-engraved. 


PROVIDENCE, RHODE ISLAND 


r) #1514. . $3.60 
Sterling, filigree, 
miraculous medal. 


THE CATAMORE COMPANY ALL PRICES KEYSTONE 

























MEEKER’S STAR STUDDED | 
FALL AND WINTER =| 
ADVERTISING CAMPAIGN 


featuring 


LEX BARKER 
MALA POWERS 














Te ae 











These popular movie stars will reveal the contents of their a 
personal Meeker Handbags and Billfolds in this £8 

new series of ““Meeker Peeker”’ ads. Fe 

i 

WATCH FOR these ads appearing this fall and winter in LIFE, i 


SATURDAY EVENING POST, PHOTOPLAY, ESQUIRE; 
HOUSEHOLD, AMERICAN. 


WATCH FOR your copy of Meeker’s new Fall and Winter catalog 


Re 
PSE ae oe aS OM ens PET 


ae. 


of Billfolds and Handbags. Be 
WATCH FOR your copy of Meeker’s Fall and Winter Newspaper < 


Mat Service. 





WATCH FOR your package containing Meeker’s Big Bright q 


Christmas Promotion. 


ALL COMING SOON! 


meelier 


The Meeker Co., Joplin, Mo. New York Office: 347 Fifth Ave. 
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nee all yours with ‘‘Empire’’ by CORO 








BMERICA‘'S.BEST DRESS 8 




















-.,, Newest and most brilliant creation in fashion 
jewelry. Available in fiery white and gem colors. 
From $5 to $10 plus tax. Atall leading 


stores or write Coro, Inc., New York 1. 











MEN WEAR c 6 On DEWetry. 
; ee @ 1954 ope Pat. Pend. U.S. Pat. Off 





se 


“EMPIRE” by CORO... AS SEEN IN HARPER'S BAZAAR MAGAZINE 


One of a series of advertisements that is yg E and preng tone of your omtomets in a. page color ads in the country's leading fashion 
magazines. It will pay you to stock CORO ° 






aan ES TY) . = atte 














There's still time! 


€B) CLOCK CONTEST: 


Win a 17-day Caribbean Cruise 


with all expenses paid! 


IT’S EASY TO ENTER! 


MAIL THIS COUPON TODAY H U RRY | 






vs FOR YOUR ENTRY BLANK! 
~ 2 a 
General Electric Company (Small Appliance Division) 
. Clock Department 
Bridgeport 2, Conn. 

Please enter me in your G-E Clock Cruise Contest and send me full particulars immediately! | 
NG 65s ccc cencnnesannne danced ae Gaede dew Kees £6 SR Keewseeneeedheeaneewoeadns 
COTE CT OTT CCC TOOT TCC C CTT CCT ECCT TCO CCT CCRT CCE TCS : eeaweeenas | 
Ee Eee TE eee Ee Te Te TTT ere TTT TTT 
Ribs eied+onukeustus beknseeetnsdsasuebkeededassenreneul PE eT Tee eT Terry er rT Te | 
IND, 546000 0oveecenescdsarawnieewes ev eaneree PTET TT CTT TTT TT TTT ee TT TTT 


Ta eens emesis i is ness. Sd 
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HAVANA 





Contest closes December 31st! Boat sails February 24th! 


Don’t miss it! 


Any G-E Clock dealer can win—and the prizes 
are cruises to the Caribbean and South America 
for winning G-E Clock dealers and wives via the 
Furness Line’s luxury liner, “(Ocean Monarch.”’ 

And on the day of the cruise, winners assemble 
at the Waldorf, New York’s most glamorous 
hotel, for cocktails and dinner on the Starlight 
Roof! Best of all—it’s all free—from home town 
and back again! 


But time is moving on as fast as G-E Clocks 


are moving off dealers’ shelves! So hurry! Mail 
in this coupon now for uniform entry blank 
and contest rules! 


Remember—17 Caribbean days and nights 
in St. Thomas Island, Curacao, Cartagena, 
Cristobal, Havana and Nassau! Plus an unfor- 
gettable Bon Voyage Party at the Waldorf! So, 
if you’re a G-E Clock dealer, get your entry in 
now! The General Electric Company, Small Ap- 
pliance Division, Bridgeport 2, Connecticut. 


GENERAL @@ ELECTRI 
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NATIONALLY ADVERTISED 
) A 
DVR (OND \ ye LUM C otk 
4 5 | 


INTERLOCKING RINGS 


When two great promotional names such as Rhapsody 
Diamonds and Feature Lock Interlocking Rings (advertised 
and pre-sold in LIFE and 20 other consumer magazines) 
combine forces, it means a powerful selling attack. Write 
No. 8960 today for this profit-making Bible Display package. . 
retails of $125 available on 10 days’ approval. 





RETAIL VALUE 


(SIX ENGAGEMENT RINGS). . 2... 6 $825.00 
(SIX WEDDING RINGS) 


your cost ........ Bae 
owes Saree 





YOUR PROFIT .... 


Cash in on this promotion... backed by National 
Advertising . . . FREE bible display (As Illustrated). 
Size 5%'’ x 9’, Lifetime Diamond Guarantee 
Certificates, Stuffers, Newspaper Mats, Radio Script 
... Upon request. 





No. 8822 
No. 8963 retails at $200 


half a century of diamond superiority 


S. KORFF & SON 
Korff Building 


i 

4 
| 
a 
a 
oY 








914 WALNUT ST., PHILA. 7, PA. 
PHONE: WA 2-1255 
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PROUDLY 


The WINSTON 


Latest progeny of Chelsea's master craftsmen, the 
Winston and the Woodmere are outwardly contem- 
porary in design, but their attractive cases enclose 
the traditional fine Chelsea precision movements. 


The sturdy, solid brass case and pedestal of 
the Winston, with its polished brass finish, will 
appeal to the masculine trade. 


The Woodmere’s more delicate styling, in a 
hand-carved mahogany case and cradle with 


CLOCK 


PRESENTS 


The WOODMERE 





bright-finish brass trim, definitely has more femi- 
nine allure. 


Both clocks are equipped with Chelsea’s eight day 
11 jewelled non-striking lever movement and 
have micrometer regulators for close, accurate 
time-keeping. 


For complete details regarding these latest addi- 
tions to the famous Chelsea line of fine clocks, 
write to — 


COMPANY 


1094 Everett Avenue - Chelsea 50, Mass. 
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In radios, the prestige line 


If your store sells only the best, there are two important reasons for carrying the RCA Victor 


radio line. 





FIRST: For more than three generations, ‘““RCA Victor’ has meant quality and dependability. 
Millions of homes have never been without one or more products bearing the world’s most 
widely known trademark. At the earliest ages, children come to know and trust “the little dog 


listening to the phonograph.” 


SECOND: The acceptance of RCA Victor quality, by people at all age levels, accounts for the 
tremendous, continuous demand for RCA Victor instrurnents. This means continuing profits 
for the dealer, year in, year out .. . rapid turnover . . . up-to-date inventories. 

Prestige and profits go hand-in-hand with radios by ““RCA Victor.” 








Two magnificent portables— 
among the most-wanted gitts! 


SUPER “PERSONAL” PORTABLE! No bigger than 
a book—yet this new RCA Victor ‘‘Personal’’ 


. portable plays up to 10 times longer than the 


previous “‘Personal” model. Amazing Battery 
Life Saver Switch can extend battery life up to 
30 % more. Plays instantly—no warm-up! Built- 
in antenna. Unbelievable performance. In slate 
gray, raven black, antique ivory, $ 95 
laurel green, coffee tan, wine red. 29 

Model 2B400 Series. 


(less batteries) 


3-WAY “PERSONAL” PORTABLE—NEW! No big- 
ger than a lady’s handbag—yet this is a superb 
3-way portable by RCA Victor. Plays on bat- 
teries, AC or DC current! It features famous 
RCA Victor “Golden Throat” tone... a highly 
sensitive chassis . . . built-in antenna. . . long- 
life RCA tubes. Lid lifts, reveals dial that slants 
up for easy tuning. Brand-new, the $ 95 
3-way “‘Personal’’ is smartly styled 49 

in silvery gray. Model 5BX41. 


(less batteries) 


Your guide to the best 


Suggested list prices shown, subject to change without notice. Some models slightly higher far West and South. 


— 
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is the protit line, too! 





New! Especially developed 
for the jewelry trade 


With an extra touch of elegance in its design... 
an extra measure of power in its performance— 
this new table model radio, ‘“The Greenwich” 
by RCA Victor, rightfully takes its place with 
the finest merchandise in your store. It features 
a high-powered chassis with long-life RCA tubes 
. .. big sensitive speaker and extra-large built-in 
antenna. Automatic control assures uniform vol- 
ume on both weak and strong stations. Its 


neds, BCA ‘VICTOR @, 


exclusive “Golden Throat” tone system makes 
**The Greenwich” sound likean expensive console. 

And—its owner can plug a record-changer like 
the “Victrola” 45 or 3-speed attachment into 
the handy phono-jack, and enjoy a radio-phono- 
graph combination. Separate radio-phono switch 
on front, for extra convenience. In $ 95 
striking black, red or ivory cabinet. 39 
Model 5X560 Series. 





Tmks® * RADIO CORPORATION OF AMERICA “MIS MASTER'S VOICE” 
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are proud to present their exclusive importations of 


EXQUISITE 


costume jewelry, created 
1 QO Q QO years ago in the 
OLD WORLD, 
now the delight of 
the NEW 











COSTUME 
JEWELRY 


IMPORTED FROM 


SPAIN 


HEAVILY GOLD PLATED 











Originated by Arab craftsmen in the 
fabulous Land of 1001 Nights, these 
gems of Oriental glamor had been intro- 
duced in Spain during the years of the 
Moorish occupation . . . perfected by the 
goldsmiths of TOLEDO (Spain), who used 
their famous, tempered steel as a base, 
and encrusted it with gold threads — we 
now are introducing their faithful copies, 
made in Spain for the first time at 
popular prices. 

Heavily gold plated on solid brass to 
prevent tarnishing, all colored and 


enamelled by hand. 


“ww OW 


No. 5958 


ORDER your 
INTRODUCTORY SAMPLE 
ASSORTMENT one of each of 


seven different Bracelets, nine Pins and 


Send for our 
folders on 
various 


importations. No. 5905 


ten pairs of Earrings — all for $29.50 net, 
postage prepaid. 


SOLE AMERICAN AGENTS AND IMPORTERS OF SPANISH ARABESQUE JEWELRY 


J. F. BARD COMPANY, INC. 252%2.:0%.005 
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Get this 


700 handeomne velvet ned [ 


~~. «ee. fust mail the coupon below 
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we 


es, 


at 





This useful blue velvet pad is yours for the 
asking — and you’ll find that it is of the top quality 
that you would normally buy for your daily use. 


The pad’s quiet suggestion—ASK TO SEE OUR 
PALLADIUM JEWELRY — should stimulate 
interest and start profitable new business rolling. 











Display this metal-faced sign featuring palladium — > 

in your window or on your counter. It will 

effectively tie in your store with the consistent 

consumer advertising campaign on palladium in 

. Harper’s Bazaar, Charm, Glamour, Seventeen | 

and True, a a a a 
Platinum Metals Division K-10 


The International Nickel Company, Inc. 
67 Wall Street, New York 5, N. Y. 








I 
1 
This sign is included in your free Basic } 
| Merchandising Kit which also contains effective 
free consumer literature, newspaper mats, 
easel-mounted displays. We'll also send you a : pads for displaying jewelry. 
copy of the booklet, “Palladium Jewelry and ' C I'd also like to have the Basic Merchandising 
Where to Buy ‘ ; Kit on Palladium. 
I 
1 
I 
I 
I 
I 
I 
I 
1 


[] Please send me, free, one of your new velvet 


Name 





Platinum Metals Division 
THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 
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FROM THE WORLD LEADER IN CLOCK-RADIOS,,,. 


E Calendar 


CLOCK -RADIO 





In ivory (Model 578) or ma- 
hogany (Model 577) retails for 
$44.95. Slightly higher in 
West and South. 





Opens up whole new markets! \\) 


Everybody wants to know what day it ‘~ 
is...what time it is—now G.E. provides 
the answers. Here’s a new idea in clock- 
radios with calendar feature that opens 
up new markets. Its novelty makes 
it especially appealing as a gift item! 


8 features to demonstrate! 


...something customers can see, feel, 


Sales pepper-upper! Every dealer loves demo merchandise 


2 ( Gives your radio business a shot in the 

' arm. Stimulated by advertising in na- 
tional magazines and on television and 
radio, Calendar Clock-Radio customers 
walk into your store pre-sold. 


watch in action. G-E Calendar Clock- 
Radio gives you eight different features 
to demonstrate. Call or write your G-E 
Distributor now. Plan to stock and push 
this newest and best from G.E. 





General Electric Company, Radio & TV Dept., 
lectronics Park, Syracuse, N. Y. 


Anatural for store traffic! 


It’s something new to advertise. Somie- << 


a ar > 
thing to talk about. Something new to = eo — 
display. Build your promotions around = ,~_| Be i (: FE N f R A L E LE C T 2 i C 
this novel development of the world ~~ CaS hay y 

leader in clock-radios...G.E.! Sy 


Progress ts Our Most Important Product 
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Dine RING promotion 


$ 12 best selling styles combined into one sensational pro- 


? yy ¥ 
$ $$$$$ 
$ $ a: 
$ A: a: 
aa 

$ 


a 


$$$ 
$$$ 
$$$ 

$ 
$$$ 
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motion unit that will give you fastest turn-over of any 
other rings in your store! 


two-tone combinations. 


$ This eye-arresting 3-dimensional color- 


$ Hand-carved, faceted yellow and white 14K gold 


ful ear covered window displayer. 


price tage that guarantee a high, 
healthy mark-up. 


$ Established factory resale 


The famous Polishook serv- 
ice is always dependable.... 
24 hour delivery on “spe+ 
cials.” 


216: EAST 45th STREET, NEW YORK 17, VAnderbilt 6-166 


K.POLISHOOK & SON’ <oze| 


















A wonderful gift for any man’s office or bedroom is the Canton The Taylor Piedmont “Weather Bureau” is 3 instruments in one. 
Humipicurpe* Combination. It tells both humidity and room tem- StTorMocuipe* dial gives detailed local weather forecast. Two 
perature. Gleaming plastic dial with white numerals blends with other matching dials show temperature and relative humidity. 
any background. *5549 $3.95. *Reg. U.S. Pat. Off. # 2586, only $16. 
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ET you can’t count the number of 

times potential customers have 
said: “No, I don’t think [ll give them 
that for Christmas. I think they al- 
ready have something like it.”” The 
answer to that is—show them items 
that most people would like, don’t have, 
and ordinarily don’t buy for them- 
selves. Show them the Taylor instru- 


ments on this page! 


Make your store the headquarters for 


some unusual Sifts . - 


from small space. No returns, no mark- 
downs. Cash in on the fine old reputa- 
tion of the name Taylor. Tie-in with 
the full page color ad to appear in the 
December 10 issue of Collier’s by mak- 
ing sure you have an adequate stock 
of these wonderful Christmas gifts. 
We suggest that it’s none too early to 
order from your wholesaler now. Taylor 


Instrument Companies, Rochester, 


unusual gifts. You make big profits 


TAYLOR INSTRUMENTS MEAN ACCURACY FIRST 


Smart, new design Indoor-Out- 
door thermometer tells indoor 
and outdoor temperatures from 
inside the house. Moldéd Sand- 
alwood Grey, *5330 or Willow 
Green, *5329, now $6.95. 








This window thermometer can 
be read from a distance, thanks 
to translucent back, magnified 
column, and bold scale. Green 
Tenite case. Stainless steel brac- 
ket. *5328 $2.75. 


Larchmont Combination has hand rubbed solid walnut panel and 
satin grained brass pillars. SroRMOGUIDE detailed forecast dial has 
silvered background with gold highlights. 2nd dial tells temperature 
and relative humidity. #% 2587. A choice gift for $23.50. 
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N. Y., and Toronto, Canada. 











York Pendant weather forecaster 
and room thermometer styled by 
Walter Dorwin Teague. Copper 
case with black enameled frame, 
2479. (Also in 2 tone solid brass. 
% 2478). $19.50. 


Miniature Pendant Barometer 


looks twice its modest price of 
$21.50. Easy-reading Stormo- 
GUIDE dial and thermometer. 


Mahogany, brass trim. * 2494. 





Elmont Standing Stormoguide 
Barometer in rich hand-rubbed 
mahogany case with brass finished 
feet. A self-contained weather 
forecasting instrument 2485, 
retails at $12. 


Sporty Ship’s Wheel Barometer is built for desk or wall. Exclusive 
Taylor StorMoGUIDE dial predicts coming storms. Beautiful hand- 
rubbed walnut case with brass spokes and bezel. Both sailors 
and landlubbers will love it. #2512, only $13.50. 














OUTSTANDING ads like these 


help you sell more 


Artcarved 


DIAMOND AND WEDDING RINGS 





Here are just some of the beautiful Artcarved ads that will appear 
in leading national magazines every month. Here are just some of 
Artcarved’s fresh-looking bride-age beauties . . . beauties who will help 
convince ring-minded girls in your town that Artcarved* is a name they 


can trust for quality, for value, for fashion. 


OUTSTANDING Artcarved merchandising aids 





help you tie in for local profits 


rad 


MAT ADS a) TV PLAYLETS No 


DIAMOND RING GUARANTEE fo 
a 
MOVIE PLAYLETS (—:0) RING BOXES 
\ 7) —— 


BOOKLETS - LEAFLETS » BROCHURES lef 


a 
WINDOW DISPLAYS RADIO rises & 


AS t C ont i V eC 47 pr s best-selling rings since 1850 
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- These beautiful ads will be selling 


through these leading national magazines... 


LOOK AND LIFE. The 2 magazines read by more young ever brides—the youngest bridal market in history! 


men and women under 35...in more communities than 


any other magazine. BRIDE‘S MAGAZINE AND MODERN BRIDE. The 2 


magazines used as a buyer’s guide by over a million 
SEVENTEEN AND MADEMOISELLE. The 2 magazines future brides each year. 
read by your best customers — today’s younger-than- 





AS ALWAYS... Artcarved protects its legitimate retail jewelers from unfair competition on Artcarved rings by refus- 
ing to sell to discount houses or to jewelers who regularly sell jewelry merchandise at less than factory-suggested prices, 











tt ae 


*tRADE MARK 
REGISTERED ° . . . : 
Ask your Artcarved representative or write our home office for full details. HE 


J. R. WOoOoD & SONS, INC. 216 EAST 45TH STREET, NEW YORK, N. Y. 
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PYRAMID your sales with 


'@ 2” 


THE WATCH WITH A LIVELY FACE 








Merchants agree that getting customers into th2 store is half the battle. All over the world this 
battle is being won for jewelers (and only jewelers) by ERNEST BOREL/’S revolutionary 
“Cocktail”—the watch with a lively face. Featuring “motion-magic” that acts as a powerful 
magnet in your show windows, and is dramatically effective when featured in movie or tele- 
vision advertising, “Cocktail” never fails to set people talking—and buying! 


A variety of men’s and ladies’ models are now available, including the fabulous “Cocktail” 
SELF-WINDER (in custom stainless-steel wat2r-resistant case) which combines beauty with 
practicability in a new and exciting manner. 


To help you sell “Cocktail” a complete set of aids is available—including films in color or black 
and white, attractive window displays and cards, mats, and a beautiful four-color mailing piece. 
Start pyramiding your sales today! 


WATCHES AND CHRONOMETERS 


ERNEST BOREL 


SINCE 1859 


BOREL WATCH COMPANY e 1002 Walnut * Kansas City 6, Missouri 
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In Housewares This Fall... 


©WVestinghouse 











3 Exciting WVEAW Producrs in a Famous Line! 




















New Portable Mixer— Exclusive 
““Stop-N-Go” Switch for instant 
power. Heavy cookie dough won't 
stop this portable mixer! 


PLY... Tremendous 3-Way Advertising Drive 


New Roaster-Oven—America’s 
most popular roaster in a smart, 
all-new model. Cooks anything — 
automatically! Plugs in anywhere. 


New Coffee Maker—Fast jet action 
automatically makes 9 cups of per- 
fect coffee in just 9 minutes. Award- 
winning beauty. 




















Westinghouse Studio One—Dem- 
onstrations by Betty Furness every 
week on CBS-TV. America’s favorite 


Best of Broadway -— Sensational 
new TV show, in color and black 
and white, every fourth Wednesday 


National Magazines—One of the 
most unusual, distinctive campaigns 
in ad history, running in color on 









TV dramatic show. 


on CBS. Famous stars in top roles. facing pages in the POST. 








rful 25-Piece Christmas you CAN BE SURE...IF ITS 
Colo pisplay Package _— “or a 
andows OF counters A acre W estinghouse 
Multi-use disploy wat . tinghouse Di @ 
your Westin 


tion-getter! a 
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In All Qualities _ 
Including... . 
BASE METALS 
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Cahiers three-slice toaster 
Y _ for king-size families! 


WILE 


SUPER DE LUXE 3-SLICE 
WITH POWER-ACTION 


“Our 2-slice toaster simply isn’t large enough 
for our big family. Why don’t you produce a 
3-slice toaster?” One of your customers might 
have written that! It’s typical of many, many 
requests we've received. And it proves that 
this new 3-slice model is really wanted! 

No newness for newness sake here! This 
3-slice toaster fills a real gap in your sales 
picture. The good old-fashioned family is 
back. And with it a need for more toast— 
quicker service. Here, too, is a powerful 
new gift appeal. It’s that ‘something dif- 
ferent,” something extra special for some- 
one close. 

Like the new 2-slice Super De Luxe model, 
this toaster has Power-Action. It takes the 
bread right out of your fingers, starts it toast: 
ing, and brings it up perfectly toasted—all 
by itself! Here’s an entirely new toaster with’ 
the unique appeal it takes to stir up today’s 
gift market. Get your order in today! 






















SUPER DE LUXE, $27.50 NEW SUPER DE LUXE NEW DE LUXE DE LUXE, $23.00 
“TOAST 'N JAM” SET, $34.95 “TOAST 'N JAM" SET, $29.95 


With this wider selection, more customers make a choice! 


NOW, MORE THAN EVER, YOU CAN ASK: 
“Which TOASTMASTER Toaster do you prefer?" 


There’s not much room for a ‘‘no” answer in this selec- Remember, only ‘““Toastmaster”’ offers such a com- 
tion! Your chances of making a sale are so much greater, plete line of toasters. And there’s no more readily accept- 
because you meet more people’s exact needs. Customers able sales talk than to say: ‘‘It’s a “Toastmaster’* Toaster’’! 
begin to pick and choose. And once that far, the decision Use this power of selection to build your volume! Order 
to buy has already been made! the complete line from your distributor today. 


Only “Toastmaster” Offers Such a 


Complete Line of Toasters Yj), 


***TOASTMASTER"’ and ‘‘ToasT ‘nN JAM” are registered trademarks of eo 


McGraw Electric Company, Elgin, Ill. © 1954. Automatic Toasters 
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FRANK KNIGHT IS VERY BUSY THESE DAYS 


There are no days off for Frank Knight! Every day he is heard or seen 
on one or more Longines-Wittnauer coast-to-coast radio and television 
programs—Sunday, The Longines Symphonette, plus three Longines 
World News programs; Monday, Wednesday and Friday, The Longines 
Chronoscope; five nights weekly, Monday through Friday, The Longines- 
Wittnauer Choraliers; Saturday, three more Longines World News pres- 
entations—all over the national networks of CBS, the most powerful 
in the land. 


Already known to millions for his talks about Longines-Wittnauer 
watches these many years, the persuasive words of the voice of Longines- 
Wittnauer will convince millions that a Longines-Wittnauer is the watch 
to buy this Christmas. It looks like a GREAT year for Longines- 
Wittnauer watches. 


eines Weitrauer With Cas In 


84 


Since 1866, maker of watches of the highest. character 
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THE JEWELERS' 


T the recent ANRJA convention 

in New York, we were shown a 
very interesting memento of ithe 
1916 convention of that association 
by Elmer A. Collins of Collins & 
Co., Springfield, Illinois, jewelers. It 
was the official badge given those 
attending the convention, and was 
made of heavy, gold plated metal. 
Around its central ornament, the 
badge had a motto which today is 
particularly significant—when con- 
sidering the relationship of the 
ANRJA and the NJA in their Coor- 
dinating Committee. The motto was 
“Let’s Get Together.” 


© © 
\ in the Spanish Conquistadors, 


gold was just as common as table 
salt. According to the trade paper 
Food Topics, they often used gold 
dust to flavor their food. Of course, 
the internal taking of gold or jewels 
is not practiced any more. Or is it? 

In India you can buy “world 
famous” Navratna-Kalpa, “a com- 
pound of nine precious stones, dia- 
monds, rubies, pearls, corals, emer- 
alds, topazes, sapphires, amethysts 
and agates.” 

It is a specific remedy for many 
ills and in order that its claims can 
be imparted undiminished, we quote 
from the enthusiastic ad which ap- 
pears in a current issue of The 
Hindu Weekly Review. 

“A mind that is off its hinges is 
insane. Can any repair a mind dis- 
eased: Navratna-Kalpa is infallible 
remedy for insanity, strangeness in 
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dress and habits. Vacant looks, sad- 
ness and gloom, failure of memory, 
clouded judgment, lack of self-con- 
trol and illusions, obsessions, hallu- 
cinations are symptoms of insanity. 
Nip them all in the bud by taking the 
world famous Navratna-Kalpa.” 

The interested reader can obtain 
free literature from the manager, 
Navratna Kalpa Pharmacy, Jullun- 
dur City, India. In case you’re in a 
hurry, the telephone number is 401. 

Perhaps it’s just the remedy that 
distraught jewelers need! 


© © 
HETHER you believe in hand- 


writing analysis or not, the 
following incident, as reported in the 
New York Times, can _ not be 
shrugged off. The art buyer of 





Don’t miss out on your copy 
of JC-K! Allow four weeks for 
a change of address, and write 
to THE JEWELERS’ CIRCULAR- 
KEYSTONE, Subscription De- 
partment, 100 East 42nd St., 
New York 17, N. Y., giving the 
new address and the old ad- 
dress, as on the last wrapper. 

Also allow four weeks for a 
new subscription to become 


effective. 
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N. W. Ayer & Sons was asked to get 
a distinctive strong man’s _hand- 
writing for a slogan on a De Beers 
diamond ad reading “One Man’s 
World.” The art buyer disliked 
commercially drawn handwriting be- 
cause it looks posed and artificial, 
and asked secretaries in the Phila- 
delphia headquarters of Ayer’s to 
collect specimens by getting their 
bosses to write “One Man’s World.” 

The strongest hand turned out to 
be that of H. A. Batten, the board 


chairman of the company. 


© © 
_ jewelry business has its share 


of the unusual and has therefore 
frequently been represented in thal 
syndicated hall of fame, Ripley’s 
“Believe It or Not!” 


Jeweler Emmett Ruth of Ruth & 
Sons, Montgomery, Alabama, was 
mentioned in that unique feature in 
thousands of newspapers all over the 
country last July lst. The cartoon 
showed a man wiping a sparkling 
spec from his tear-stained eye, and 
the caption read, “A diamond chip 
lost by Emmett Ruth was found six 
hours later in his eye’—believe it 
or not! 


& 


N this country, the Roman clock 
face is no longer used as much as 
it once was. Modern public clocks 
invariably have Arabic numerals. In 
England, however, the Roman clock 
face is prevalent enough to stimulate 
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American business? 


WATERMAN PEN COMPANY says no 


and will refuse to do business with 


“DISCOUNT HOUSES” and other price-slashers 


Whenever a product attains stature and recogni- 
tion through superior quality soundly publicized 
by astute merchandising, it runs the danger of 
price-cutting by the so-called “Discount Houses.” 

Waterman’s Sapphire and Waterman’s C/F, 
the sensational new cartridge-filled fountain pen 
now being introduced through national advertis- 
ing, are two products that are sought after by 
discount houses, directly or through subterfuge. 

Waterman has not been selling to any dealer 
or distributor who fails to abide by his agreement 
to sell Waterman products at advertised prices. 
However, there have been cases where price- 
slashers have secured Waterman merchandise 
through subterfuge. This is being stopped through 
CONTROLLED DistRIBUTION. We are taking every 
possible step to stop price-slashing and our efforts 
are meeting with success. 


We'd like to state our case 


We believe in quality products, with the finest 
possible workmanship and materials at prices that 
are both equitable and competitive. No manufac- 
turer really names his own price. Price is deter- 
mined by the customer who sits as judge and 
jury on what he buys and what he pays. In other 
words, we couldn’t overcharge and stay in busi- 
ness, nor can we undercharge. 

Waterman believes in delivering customer satis- 
faction. For seventy years we have backed our 
products with an unlimited warranty. Waterman’s 


customers expect the best. It is our sacred trust 
to see that they get it. 

Waterman believes in a fair profit for the dealer, 
large or small. Through the dealer’s loyalty, 
Waterman’s name has become legend in the pen 
business. The dealer is Waterman’s sole repre- 
sentative at the retail level. He deserves a reason- 
able profit and full protection against unfair com- 
petition. 

The retail dealer’s business is built on knowl- 
edge of the product, courtesy, service and standing 
in his community. Only with this type of estab- 
lishment will Waterman do business. Waterman 
wants no part of the “Let the customer beware” 
boys. 

Waterman wants its products sold by mer- 
chants who hold uppermost their customers’ in- 
terest and will stand back of all merchandise they 
sell as we stand back of our products. 

CONTROLLED DisTRIBUTION is Waterman’s an- 
swer for Farr Trabe. It makes possible wide dis- 
tribution at a fair profit for all. It makes possible 
the effective use of national advertising in estab- 
lishing brand name and acceptance. Price-cutting 
cheapens the product, labels manufacturers and 
franchised dealers as profiteers. 

Waterman pledges its franchised dealers a rigid 
policy of quality products at reasonable profits, 
strong advertising support, and full protection 
against unfair competition. That’s the American 
way of doing business. 





WATERMAN PEN COMPANY, INC., Seymour, Connecticut » NEW YORK » LONDON - PARIS « MONTREAL 
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an article in Punch, the famous 
British magazine of humor and wit. 

The Punch writer was delving into 
the Authors’ and Printers’ Diction- 
ary and came across the entry, “IIIT, 
use IV, except on clock-face.” And 
this, it seems, is traditional good 
practice. 

We looked out the window to 
check on the Roman face of the big 
clock atop Grand Central Terminal, 
and, sure enough, four was “IIIT.” 

After discussing Roman clock face 
practice, the writer in Punch at- 
tacked the London Times for bad 
usage with a Roman clock face 
printed daily on its editorial page. 
The Times, a symbol of correctness 
and tradition, prints “IV” on_ its 
clock instead of “IIIT.” 

One can now see an additional rea- 
son for using Arabic numerals on 
clock faces. 


© © 


XPERIENCE has shown that the 

word “shock-proof” applied to 
watches can mean almost anything 
to customers. In this story, told by 
Gayle’s Jewelers, Bogalusa, La., the 
customer insisted that the shock- 
proof feature was designed to pro- 
tect him as well as the watch. 


He complained that everytime he 
touched the dash board of his car 
he got shocked. His watch failed to 
be shock-proof! 

The owner of Gayle’s, Andy Over- 
ton, questioned him at length and 
found that the man had just in- 
stalled new plastic seat covers for 
his car. The friction between his 
wool trousers and the plastic was 
creating static electricity which 
shocked him everytime he touched 
the metal dash. 

But even with this logical expla- 
nation, that man left the store un- 
convinced that the watch was living 
up to its representation as “shock- 
proof.” 

The derision of the ladies, who 
usually have difficulty §understand- 
ing watch mechanisms, would not 
be out of place if directed at this 
male customer. 


© 
SOME’ people prefer to shop dur- 


ing the more quiet hours of the 
lanienie day. Other customers will 
avoid the irritation of rush hour 
shopping if it is suggested to them. 
Recognizing these human traits, a 
Denver retailer decided to promote 
his slack business hours. He put a 
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“It's easy to find, Madame—it's the only hole in the wall on Third Ave." 


FOR OCTOBER, 1954 


green light outside his store and 
turned it on during the quiet hours 
of nine to eleven in the morning and 
one to three in the afternoon. He 
also offered a small discount on pur- 
chases made at these hours. 


© © 
tl ager of the most unusual pieces 


of jewelry publicity we’ve seen 
in some time is that by Creighton 
and Alan Shoor of Shoor Jewelers, 
Manchester, Connecticut. They have 
automobile marker plates with the 
letters “JWLR,” the abbreviation 
most people use to indicate “jew- 
eler.” 

The Shoor’s believe they are the 
only jewelers in the country who use 
automobile plates that designate 
their business. 

As the car travels around the city 
of Manchester, roving publicity trav- 
els with it. 


© 


ARRYING a brief case, a man 

arrived at the safe deposit de- 
partment of a big New York bank 
the moment the staid institution 
opened in the morning. Not until 
closing time did he depart, having 
spent the entire day in a secluded 
corner of the safe deposit room. 
This went on for sometime and bank 
officials finally decided to invade the 
privacy of their customer and check 
on his mysterious activity. 

To their amazement, the officials 
discovered the man was using the 
safe deposit room to repair watches. 
He kept his tools in the safe deposit 
box, and his overhead was the box’s 
rental—only $6 a year. 

What was in the watchmaker’s 
brief case? The watches to be re- 
paired and—his lunch! 


© © 
_ jeweler is a merchant who 


backs up his goods with service. 
A Sacramento, California, jewelry 
store used this tradition to capture 
favorable publicity on a distressing 
situation by advertising as follows. 

“To the person or persons who re- 
moved the watches from our win- 
dows on Sunday: 

“The watches are guaranteed for 
a lifetime and if they should prove 
unsatisfactory at any time, please 
bring them in for servicing at no cost 
to you.” 
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A Half Century Ago 
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The Latest in Show Cards 


“Showy and fantastic cards in display windows are passing away, 
but cards of simple workmanship, telling a fact, or making. sugges- 
tion prevail. A case much like the cover of a book, having two rings 
...as to make a hinge, make a convenient form of bookbinding. The 
leaves for this book have the dealer’s name... printed on them. On 
this page, in blue pencil, write: ‘Those who buy in haste repent in 
leisure. Come in, take your time and ours’ .. . and other suggestions. 
Every few days a leaf can be turned.” 

(December 16, 1903) 


Souvenir Coins in Demand at World’s Fair 


“It is reported from St. Louis that the souvenir coin department 
of the World’s Fair has been unusually active because of the holidays. 
There was a large demand for the Louisiana gold dollar for gift pur- 
poses, particularly from jewelers, who agreed that the souvenir coin 
is a gem of numismatic excellence, and particularly adapted to various 
mountings in forms for personal adornment.” 


(December 30, 1903) 


Elgin Ad 


“Wherever time is valued, there is a demand for Elgin Watches. 
And as time becomes more valued the demand grows.” 


(January 6, 1904) 


Opals from Idaho 


“Samples of Idaho opals have reached (Kansas City). The opal 
mines of the State are said to be the richest in the world. One county 
will exhibit in the Mines and Metallurgy Palace at the World’s Fair 
in St. Louis, 200,000 opals. These will be shown in all stages, just 
as they come from the ground in Idaho, and later in every stage of 
cutting and polishing.” 

(January 6, 1904) 


Modern Window Lighting 


“The illumination of a store window on Broadway, New York, by 
the new mercury vapor light is nightly drawing crowds of curious 
spectators. Two of these lamps hang in the window, and when lighted 
each shows a bar of what appears to be intense white light—four feet 
long and about two inches in diameter.” 

(January 6, 1904) 
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Lancaster Notes 


“The Hamilton Watch Co. is g 
rushed with orders that every effort is 
being made to get the big new annex 
in shape to begin operations as soon as 
possible.” 

(December 2, 1903) 


Attleboro Notes 


“Major Everett S. Horton, of the 
Horton, Angell Co., is busily engaged 
in an elaborate search to find how At- 
tleboro came to get its name, a thing 
which is not related in any known pub- 
lic or private record.” 


(December 16, 1903) 


Nashville Notes 


“The B. H. Stief Jewelry Co., Nash- 
ville, Tenn., has just completed exten- 
sive improvements in the interior of its 
store. A steel ceiling has been erected, 
and electric chandeliers have been 
added.” 

(December 23, 1903) 


Pacific Northwest Notes 


“Talcott Bros., pioneer jewelers and 
opticians, Olympia, Wash., recently 
celebrated the 31st anniversary of their 
business career.” 

(December 23, 1903) 


Connecticut Notes 


“A sign of the affection which the 
many employes of the Sessions Clock 
Co., Forestville, have for the president 
of the concern, William E. Sessions, 
was manifested Wednesday afternoon, 
when they presented to him a hand- 
some loving cup. An informal recep- 
tion was held after the presentation.” 


(December 23, 1903) 
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hristmas comes 
but once a Year.. 


To turn the tide of Christmas shoppers your way, 
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voter the Diamond, 
of Hor Dreams 


FROM STOWELL’S MAGNIFICENT SELECTION 


Is this the Christmas to give HER the lovely 
diamond ring che has always dreathed of weer- 
ing? In anticipation of your desires, we have 
@ fine selection of larger size diamonds, set in 
rings of platinum... 
valwes both in price and quality. We bought 
the gems and mounted them in these new styles. 


Shop Early for Convenience 
and the best selection 


ALL GIFTS WRAPPED FREE OF CHARGE 
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If an ad doesn’t command attention, even copy 
that sings as it sells won’t produce results because 
people will not hear its message. An ad that misses | 
out in the attention department misses out alto. 
gether. 

One effective method of getting reader attention 
for your ads is through the headline. A_ good 
headline will tell its story in the fewest possible 
words. However, if 12 words are needed, a 12. 
word head in better than a four-word one that 
does not tell the full story. Abraham Lincolp, 
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“ SMALL FRY SHOPPERS 
3 THIS FRIDAY NIGHT 

‘ ; BETWEEN 4:30 and 6:00 P.M. 


CHILDREN ONLY WILL 
BE ALLOWED TO SHOP 
AT KRAUSS JEWELERS 


A wide selection of wonderful Christmas gifts for everyone on 
your list... priced to fit a piggy bank budget. 


PRICES START AT +} 00 


Adults admitted only if accompanied by 
children. FREE ENGRAVING — FREE GIFT 
WRAPPING, 
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bristmas Advertising 


asked how long a man’s legs should be, said, “Long 


enough to reach the ground.” 


to headline length. 


Here’s one way to develop headlines: twist a 
cliche. With this technique you take a well-known 
saying and change a word. | 
men Prefer Blondes” could be twisted to “Gentle- Modern 
men Prefer Brown’s . . . for jewelry.” 

Whatever method you use, remember that a 
headline has a function to fulfill: it should attract Bs. 


reader interest. 


For example, “Gentle- 
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Until Christmas 
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$ Diamond Engagement Rings, $200 * 
6 Diamond Ensemble Rings, pr. $200 
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At Melaberg’s you need 


This Christmas spend 
your dollers wisely. 
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2. 


9 
ment’s value. 


Just as color, cut and clarity contribute to 
diamond’s value, in a similar way the headline, 
illustrations and layout contribute to an advertise. 


instances the nature of the illustration itself may 
determine the attention-getting value of the ad. _ 

An excellent example of a clever headline com. 
bined with an attention-producing illustration jg | 
the Helzberg ad which appears on the lower left 





ILLUSTRATIONS 


All are important, although in most 
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to : : ; $ 
1k ‘ hand page. Here the headline and illustration are 4 
llin : ; ; : a : 
an adroitly linked. Being placed in perfect relation C 
le . > ‘ 
to one another—layout-wise—they add to each’s ae 
most ; : 5 
‘ii effectiveness. a) Gifts a man 
. It is often prudent to learn what illustrations are oS] admires most! 
obtainable from vour own newspaper. Of course, “4 
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vices which provide professional material. 


2 
ery 


£ Ve 
ee: 


- 
s 

wy 
way 


4 
"ets oe 


Se 
Sat LV ake? 












OPEN THURSDAY TO 9 P. Mm. 
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3. SIGNATURE 


If the headline, illustration, or subject matter of 
an advertisement has captured the interest of a 
reader, the next thing the prospect does is look for 
the store name. 

The store signature should be designed so that 
it will be effective when used in all forms of printed 
advertising. It should be easy to read, be styled 
to make a lasting impression and reflect the per- 
sonality of the business. 












Santa Was 
In Our Store... 


(THE THIRD ONE, LEFT HAND) 


Christmastime - time of rejowing - time to symbolize your future 
together with a diamond. Wheiher you plan to spend a little or 
alot on the all-important engagement ring. you will find just the 
one for her in our wide and varied collection 















a.. S475 c $300 E $275 ” 
8 $325 Q $400 ‘ $125 4 


Prices Include Fed. Tax Easy Terms At No Extra Cost 
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LEADING JEWELERS IN JOHNSTOWN SINCE 1889 
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AND sprinkled our 
i windows with wondrous 
5 3 assortment of delightful 
gifts for the whole family! 







You are cordially invited to see our windows 
.. ever 100 square feet of displayed gift suggestions. 
This represents only o small portion of our large 
and varied selections . . So won't you visit us soon? 


De MOSS 


i JEWELERS SINCE 1913 
L 90 No. PEARL Con. SHERIDAN 
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er of 

of a As repetition of a well-designed signature results 

k for in customer recognition, it has important institu- 
tional value. For, if the customer should wish to 

that accept the offering in the ad he must be impressed 

inted with the source; and even if the particular items 

tyled shown have no present appeal, the store name 





per- should be so impressed upon the prospect that the 
retail source comes to his mind when he has need 
for such items in the future. 
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MY STARS, IT’S 
* ALMOST Christmas! 


¥ \ Time for you to select cherished gifts for each name 
on your list from brother Tom on down to dear Aunt 
Minnie... and our lovely Christmas wrap lends add- 
ed enchantment to your package. 
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THE DAZZLING GIFT TO LAST FOREVER... 
MAKE YOUR CHOICE OF THE IM>ORTANT 
GIFT AT RELIABLE OLD E. B. HORN 












In the sale of flawless diamonds there are authenti- 
cated-retail price ranges season in and out. Therefore, 
. ridiculous low sale price regarding a good diamond 

ion. Reliable old E. B Horn advises 
being taker in by misleading 
sale prices.” Diamonds are not 
seasonable merchandise, neither subject to clearance 
prices or distress selling prices. Price are constant 
throughout the year and through the years, and in 
many cases sale advertising to the contrary is mis- 
leading and generally untruthful. Theorefore it is to 
your advantage to choose your diamond from an 
old. reliable jeweler to your advantage tp 
consider 1 14-year-old E. B. Horn. 


PRICES INCLUDE TAX 
Open Monday and Wednesday nights till 8:30 
MAIL ORDERS FILLED 

‘YOU MAY BUDGET—NO CARRYING CHARGE—NO INTEREST 
©. B. HORN, 429 WASHINGTON ST. opp. SUMMER 
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Outstanding in the interior decoration at Jerome 
Margulis, Portland, Ore., was a large pink and 
white fairy suspended from the store's ceiling 
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One of a series of eight small windows each featuring a 
tree, this display showed gift-wrapped packages on window 
floor with a copy card reading, "Christmas gifts to make 
happy a feminine heart." Eaton Co., of Toronto, Canada. 









"Holiday hospitality" provided the theme of this silver win- 
dow display designed and executed by Hudson Co. of Detroit. 
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Plastic wheels in various sizes combined 
with plastic snowflakes were used in all 
the display windows at Zell Bros., Port- 
land, Ore. In this particular display a 
vide assortment of binoculars were showr 


Create the Buying Mood with Sparkling Displays 


This unusual interior display was devised by Burt's Credit Jewelers, "The legend of the Christmas gift was dramatically depicted in this 
Seattle. Small tree in chimney prop was decorated with spun glass. unusual window display created by Henry Birks & Sons, of Toronto. 


























Dignified and effective, this Christmas window display of 
Smith Patterson's, Boston, featured religious jewelry items. 
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with Window Displays that Sel 


"Inspirations for Christmas Giving’ was the 
theme of this window of Henry Birks & Son, 
featuring sterling hollowware and crystal. 
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The central prop in this window display of religious jewelry 
created by Smith Patterson's, Boston, was a large holy book. 





loward 


A fawn placed on a slowly revolving stand was util- 
ized by Clime's Jewelry, Seattle. The fawn was ap- 
propriately decorated with costume jewelry items. 


Since the Christmas season is a very popular 
engagement time of the year, Sears Jewelers, 
Independence, Kansas, devoted an entire win- 
dow to diamond wedding and engagement rings. 













“ The folds of mannekin's skirt served as background for 
display of gift suggestions at Jacobs, Minneapolis, Minn. 
Copy card read, "A Jacobs gift for a glorious Christmas." 





Check Tour WINDOW 


Before the Shopping Parade Begins 


Sprite and gay ceramic figurines were dramatically used in Imported clocks—a gift that will fill the future moments with 
this Christmas window display created by Stowell's, Boston. beauty" was the theme of this display at Eaton's, Toronto. 





















This window by Bloedel's, Milwaukee, gave prominence 
e tablewares. A copy card on the right corner of 


ie d, "The best gifts come in a Bloedel box." 


the table rea 


A large, mechanical Santa Claus in the window 
helped to stop the passing parade for George 
Peters jewelry store in Milwaukee, Wisconsin. 


Costume jewelry for milady was suggested as a 
suitable gift by Goodman's Jewelers, St. Paul. 
Copy card read, "Make it a jewelry Christmas." 


WARDRODE 


The power of simplicity was manifested in this 
display by Robert Simpson, Toronto. Merchandise 
shown included perfume, gold beads and brooches. 


A large star and white-frosted foilage helped create the holiday mood 
in this watch display created by Arthur A. Everts Co., Dallas, Texas. 
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About the Performance 





Be sure your extra holiday help is of the greatest 


possible service to customers and a profit to you, 


Rie is only one experience worse for a 
retailer than seeing a customer walk away from him un 
sold; and that is to see a customer walk away from one 
of his clerks, unsold. 

It isn’t so difficult for him to be philosophical, if the 
time is June and the unsold customer walks out on a 
competent, seasoned clerk. But, if it is during the 
Christmas season and the watch or silver prospect walks 
out on one of his extra holiday help, then he is inclined 
to blame the lost sale on incompetence, inexperience and 
merchandise-ignorance. For a store owner, such an in- 
cident adds frustration to an already hectic season of 
frustrations. 

What can he do? Certainly he can’t hope to tell the 
beginner all the essentials pertaining to diamonds and 
colored stones, and jewelry and watches and clocks and 
silverware and china and glass and the myriad other 
lines in the modern jewelry store. Even if he were 
equipped as a teacher, if he had the skills of a writer, 
still he would have no time to spend on such work in the 
midst of his busiest season. 

So, what does the average jeweler do? He tries to 
keep his eyes on all the clerks in the store during a rush 
period, while he perhaps works with a customer at the 
diamond counter. If he loses the diamond sale because 
of his divided interest, he is really frustrated. 

Recognizing this sales-training problem with which 
the average retail jeweler is faced every fall, the edi- 
torial department of JC-K set about preparing material 
for the retailer—and his extra holiday help—which 
would enable the newcomer to direct his activities with 
greater success. 
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Here’s a Quick, Easy 





Way to Train-Fhemt 


This material had to be designed to inform the new- 
comer on the practices of the jewelry store, the psychol- 
ogy of jewelry store customers and the essential facts 
on jewelry store merchandise. 

Its presentation and scope had to be limited to the 
conditions of the task as opposed to the natural inclina- 
tion of the jeweler to jam a confusion of facts into the 
beginner’s mind. 

The average jeweler in trying to explain to a new 
clerk the quality factors of his various lines of mer- 
chandise is either too superficial or too detailed in his 
“teaching.” He usually ends up with the feeling of re- 
gret at having “wasted his time.” 

With such limitations in mind the editors of JC-K set 
upon the task of supplying the thousands of “extra help” 
employees in America’s jewelry stores with just the in- 
formation they need to really get pleasure and profit out 
of their limited stays in jewelry stores. 

The result is a 24-page (7” x 10’) booklet that 
the jeweler can put into the hands of his extra Christmas 
help. Whether they be school teachers, erstwhile un- 
employed widows, bank clerks, college students or poten- 
tial full-time employees, your “beginner” clerks will find 
this “capsule course” fascinating, easy to read and ab- 
sorb. This booklet presents its material on the assump- 
tion that the newcomer knows nothing about jewelry 
store items and has only average intelligence. It is pre- 
pared by a group of men with a total of over 60 years’ 
experience in writing about jewelry stores and jewelry 
store operation and selling. 

For example, they know the psychological reason of 
the layman coming into a jewelry store and stepping 
behind a jewelry counter. You, as a jeweler never could 
understand that feeling, for your store grew up and 
around you as you grew in experience and wisdom. 
You are not awed as is the average beginner placed be- 
hind a jewelry counter. They must be made at ease, 
made to feel important—they must be made to feel they 
are needed. This booklet does that. It says on its open- 
ing page to the beginner, “You are now one of us.” It 
goes on to welcome them as a fortunate “person apart.” 
It continues, “You are now part of one of the world’s 

(Please turn to page 160) 
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Only 50c a Copy 






24 pages of "capsule courses" on * Diamonds 
* Watches * Clocks * Silver + Colored Stones 
* China & Glass * Giftware Items—plus 2-page 












glossary and 2 pages of test questions. 
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Through his life’s work, and his affections, a man constantly pushes 
back the boundaries of himself—and traveling in an ever-widening 
world discovers new interests, beauties and satisfactions. How natu- 
rally it follows, then, that he may wish to make permanent notation 
of his life and times, express his love for those who love him, in the 
boundless lights of diamonds. Given to celebrate his great moments 
- +» « of love, of birth, of anniversary... they radiantly reflect, for 
endless generations, the joys that give his life rich meaning. He seeks, 
of course, the counsel of a trusted jeweler in making his selection. 

The value of a diamond is determined by color, cutting, and clarity, as well as carat weight. 


A two-carat diamond, for instance, ranges from $1365 to $3315, plus tax, at representative jewelers. 
Exceptionally fine stones are higher priced. 





Most treasured gift— 
the diamond ring that 
marks an anniversary, 
or other great occasion. — 


New advertising 
to increase 

your sales of 
larger diamonds 


promotes the Diamond Gift Tradition 


in Time... The New Yorker... Town and Country 


In addition to the national advertising promoting the engagement diamond tradition... 
this distinctive new two-color advertising is promoting your diamonds for anniversaries, 
days-of-birth, and other family gift occasions. Stressing the emotional significance of 
diamond gifts, it is addressed to men and women of substantial means... men and 
women past engagemeni age, who comprise a big market for diamonds. It features the 
most popular jewel-piece for gift occasions, the diamond ring...it spotlights, and helps 


you sell, larger diamonds. Tie in to increase your diamond sales. 


The advertisement shown opposite appears in The New Yorker, November 13; 


Time, October 4; and Town and Country, November. 


Advertising promoting the Engagement Diamond Tradition is working for you 


in leading national weeklies . . . Life, Look, The Saturday Evening Post, 


De Beers Consolidated Mines, Ltd. 





























A. A pair of colorfully dressed carolers serenade the passer-by in this Christmas window. 


Christmas comes but once a year... 


Do Your Display Shopping karl 


C6 

D. youR Christmas Shopping Early” 
means YOU as well as your customers—shopping not 
only for merchandise but for props and fixtures—and 
ideas—for the display of that merchandise. Every shop 
in town will shortly be participating in the annual 
Christmas spectacle—and nearly everyone will be out 
window shopping! Christmas itself does not need pro- 
motion—but your store does need it, if you are to wrap 

up a good share of Christmas business for yourself. 
Your. displays should be as eye-filling and gay with 


by VIRGINIA DIXON 


Christmas cheer as you can make them. The spirit of / 
your store will be judged largely by its expression in 
your windows and show cases. Your store should say ~ 
“Merry Christmas” gayly and beautifully from every 
corner. In addition, your displays should be specific 
in their selling story. Jewelry merchandise has more 
gift appeal than almost any other merchandise. The 
jeweler’s name on the box adds special prestige to the 
gift. The jeweler has a wonderful Christmas selling story 
to tell—but he needs to tell it loudly and forcefully! 
Use window copy cards to tell a specific selling story 
about your merchandise. Describe the special features 
of your merchandise and appeal to basic buying motives. 
Group merchandise according to the type of recipient— 
there are many possible elaborations on the “For Him” 
and “For Her” theme—your particular type of customers 
will suggest the best variations for you to use. Stress 
the style, service and quality features from the point of 


C. Stars of sparkling foil hang from the ceiling; cone displayers carry 
merchandise while the flat star cut-outs serve as colorful floor pads. 
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B. New display fixture, "The Perch," provides a means to attach shelves to trees for displaying merchandise. 


view of the pleasure these will give the recipient. The 
pride which the giver can feel in a gift of jewelry can- 
not be over-emphasized. 

If the appeal to affection and pride is strong enough, 
a preconceived idea of price limit may be overlooked, 
so that price is rarely a first consideration in a gift pur- 
chase. But at Christmas time there are many people to 
be remembered so that price becomes a greater consider- 
ation in some cases than at other times. For this reason, 
prices should be featured in Christmas windows. Since 
some people have an exaggerated idea of the price levels 
in jewelry stores, it might be a sound idea to build one 
window around the price story—grouping gift sugges- 
tions according to price range. 

If at all possible, do not depend on just one Christmas 
“trim” to see you through this most important selling 
season. A complete change of background at least once 
or twice is necessary to hold attention to your store. 
Remember many of your prospective customers will pass 
your store frequently during the holiday buying period. 
Once into the hustle and bustle of Christmas business, 


it is easy to neglect displays in favor of more pressing 
matters. To avoid this, have your window program 
well planned ahead of time—all materials on hand and 
all details thought out. The extra effort will be found 
well repaid. 

As usual the display market is full of beautiful and 
exciting Christmas props and materials. If you possibly © 
can, visit whatever display showrooms are near you. If 
you can’t visit them in person, write for Christmas 
catalogs. The sketches with this article illustrate possible 
uses for some of the Christmas materials available this 
year, both for window and interior use. Some of these 
items may be available through your local display supply © 
house. Write to the sources listed for further information 7 
on those not locally available. 

A pair of colorfully dressed carolers serenade the ~ 
passer-by in Sketch A. Silver and jewelry gift sugges: - 
tions are displayed on shelves against the background © 
and around a dainty gold and white sleigh heaped with 
tiny gift packages. The papier mache figures of the | 
carol singers are available from the Garrison-Wagner 
Company, 2018 Washington Avenue, St. Louis 3, Mis- 
souri. They are available in three sizes (48 inch, 24 inch / 
and 15 inch), the larger sizes are a bit expensive, but 
the fifteen inch size for about $25-for the pair would 
fit into most jewelry displays. Mrs. Caroler wears 4 
choice of red, blue or green velvet trimmed with simu- 
lated white fur complete to tiny muff. Mr. Caroler 1s 

(Please turn to page 139) 


D. Chubby, cheerful snowmen lend charm to this wintry scene. Frosty 
branches in the background are decked with gift wrapped merchandise. 








, ETL EL LE TOES IE 
Selected and Serviced by Leading Wholesalers 


ANOTHER 1 &R ORIGINAL! 


GOLD PLATED —BLUE ENAMEL 
TIE BAR AND LINKS 


Smartly styled and pop- 
ularly priced, this new 
I & R Alligator Grip Tie 
Bar and Cuff Link Set 
is available with a choice 
of 15 different emblems. 
Attractively gift boxed. 

TIE BAR $3.50 

LINKS 5.00 

SET 8.50 

Prices Keystone Each. 


IRONS & RUSSELL COMPANY 
PROVIDENCE, RHODE ISLAND 
Emblems Since 1861 through 
your wholesaler 


CHEEVER-TWEEDY 
QUALITY 


A gorgeous new line of brooch- 
neck and earring combinations in 
Cheever-T weedy quality to retail 
at $6.00, handsomely boxed. 
Summer and winter finishes, 2 
and 3-tone, imitation crystals. 


CHEEVER, TWEEDY & CO., INC., North Attleboro, Mass. 
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A beautiful ex- 
ample of the skill 
and art of jewelry 


AN AUTOMADE cHAIN FoR EVERY PURPOSE 


designing is shown ie ) Prana Ta) la | 
in this handsome LG? ral tare ilver ie | 
la Mode ober _~ $ __ 1/20-12K Gold Filled 

carefully execute je ¢, fC) 10) an an t:) eee 

fine engraved and oO ‘* y yi 8 CO 

diamond tooled a ee ee Y or 

lines on brightly (SY Sop’ wet 


polished sterling 
silver with a heavy 
Rhodium finish. La 
Mode sets like this 
one retail for 


$15.00 
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AUTOMATIC CHAIN CO. © PROVIDENCE, R. |. 
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PHOTO LINKS 
by PITMAN & KEELER 


Be a leader in your community. Show photo-links to the ladies, 
advertise them, and they‘Il thank you for the idea. Men, too, Jike 
this novel way of carrying, and showing, pictures of their loved 
ones. Sterling Silver — $11.50 F.T.1. At wholesalers. 


PITMAN & KEELER INC., Attleboro, Mass. 


Six new baby lockets in attractive new designs. Three each 
in sterling and 1/20-12K gold filled. Beautifully hand en- 
graved three-color pattern. Gift boxed. Ask your wholesaler. 


H. F. BARROWS CO. 
NORTH ATTLEBORO, MASS. 





Advice, instruction and material for a 
prestige building gift wrapping service 
is offered by Chicago Printed String Co, 





The box the gift comes in... 


Wrapped in Beauty—Presented with Pride 


A GIFT from a jewelry store has usually mond in a brass setting. A precious stone merits a 
been selected to express one of life’s more precious precious setting. By the same token, a gift from the 
emotions. Through this object of art the gift-givers’ jeweler merits an appropriate gift wrapping. 
expressions of sentiment take form and substance. Thus, The importance of handing a customer merchandise 
jewelry store merchandise represents gifts that are to gift wrapped in beauty, particularly at Christmas time, 
be given with pride. cannot be overestimated. It is more than being thought- 

Now, nobody would ever dream of presenting a dia- ful—it is a duty, an obligation the jeweler fulfills as the 


One of the Orchard Paper Co.'s 
contributions to beautiful gift 
wrappings is illustrated below. 





If you can't tie a bow, the Chicago Printed 
String Co. has solved the problem with its 
recently introduced bow producing machine. 





Further evidence of the wide variety of 
wrapping papers available can be seen 
here. Paper from Chicago Printed String. 
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profit on 12 popular 





band, Pilliod Chests 
e 
ng Co, 
Profit Special No. 300 
Order some of these attractive Pilliod Chests 
today. (Model #300 ) They're easy to display... 
easier to sell. And you make $45 profit on every 
dozen! 
Your customers will know they’re buying qual- 
ity, too, when you tell them about these exciting 
Pilliod features: 
®@ Solid wood construction, beautiful mahogany finish. 
© Holds service for twelve. 
@ Lined throughout with PACIFIC SILVER CLOTH. 
Your cost: $3.00 per chest. Retail value: $6.75 
(available only in full cases of 12 chests) 
ie 
i $7.00 profit 
\ the on one luxurious 
ilies Pilliod Chest 
time, 
ight- Profit Special No. 337 


s the Here’s another Pilliod special offer that means 
real profits for you: A handsomely designed silver 
chest that you get for less than half its retail value. 
Look at these sales-getting Pilliod features: 

© Solid wood construction. 

¢ Fine mahogany grain finish, polished brass hardware. 
© Holds complete service for 12, including fancy pieces. 
© Powder blue anti-tarnish lining, with white satin trim. 


Your cost: $5.95 Retail value: $12.95 


(order any amount you wish) ; 


tee a 





Ne ea wales 






* 





ty of All orders shipped F.O.B. Swanton, Ohio 
seen 
tring. 
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community's gift merchant. Certainly, the customer 
expects and deserves such consideration. 

in today’s highly competitive buyer’s market, it is the 
little extras—call it service, if you will—that count. 
There is no denying the possibility that the store which 
offers attractive gift wrapping has a slight edge over one 
neglecting this small but essential service. For, during 
the holiday season gift wraps serve many a role: they 
are important as display pieces, do a suggestive selling 
job and perform a valuable service for the busy cus- 
tomer. They are a most effective way for the jeweler to 
say, “I appreciate your patronage.” 

In truth, if the customer is to believe “For gifts you'll 
give with pride, let your jeweler be your guide,” the 
jeweler, too, must demonstrate his belief in this motto. 
He can do so most properly by delivering his merchan- 
dise handsomely gift wrapped. 


A MINOR INVESTMENT 


With a minor investment, the jeweler can set up a 
completely adequate gift wrapping station in his store. 
Modern gift wrapping requires no tremendous expense. 
Nor do beautiful packages require difficult to acquire 
skills. The various manufacturers of wrapping materials 
have devised new material and techniques that are easy 
for any one to employ. 

For example, one leading manufacturer, Chicago 
Printed String Co., has devised a “Wrapped in Beauty” 
program that is a coordinated year round plan built 
about a selection of 24 pre-styled, wrapped packages. 
The styling is designed for the year’s 12 major gift- 
giving occasions. 

This firm also has available blueprints for the con- 
struction of a gift wrapping station for the small as well 
as the large retail store. It offers advice as to depart- 
ment location and information on forms and procedures 
for handling gift wrapping traffic and routing of pack- 
ages. Available, too, are new gift wrapping instruction 
folders for store personnel. 

Chicago Printed String recently introduced a bow 
machine, which combines the advantages of speed, econ- 
omy and safety to the winding of bows for gift wrap- 
ping packages. Designed for the exclusive use of its 


HY-Sit 


‘Wrapping A 


A complete, compact gift wrapping department that 
includes various paper and ribbon designs is of- 
fered by Hy-Sil Manufacturing Corp., Revere, Mass. 


*“Satintone Ribbonette,” this new bow machine is the 
result of several years of engineering and development 
work. Time studies reveal an average production of over 
two hanks per minute after a relatively short training 
period. The bow machine is currently being offered to 
retail stores for $19.50 with an order of 48 bolts of 
Satintone Ribbonette. 

The Hy-Sil Mfg. Co., Revere, Mass., is offering a com- 
plete and compact gift wrapping department for $49.50. 
Taking the form of a sturdy dispenser rack, it contains 
an assortment of papers, ribbons, seals and cards. Mate- 
rial is designed for such occasions as Christmas, wed- 

(Please turn to page 160) 


Pictorial Paper Package Corp. offers retailers a complete 
packaging service, from set-up boxes to seals and labels. 


Shown at the left are some of the Christmas packaging de- 
signs created by the Pictorial Paper Package Corporation. 
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A 24-page supplement shows... 


The Best Gifts of All 


Come in Jewelry Boxes 


During the Christmas season last year, 
the jewelers of Hammond, Ind., ran an 
impressive 24-page supplement in their 
local newspaper. It was designed to 


make people talk, think and buy jewelry. 


QO, Sunday, December 6, 1953, readers of 
The Hammond Times opened their newspapers and were 
greeted by an attractive and impressive 24-page supple- 
ment of “gift ideas.” Titled “Christmas Memories Last 
With Jewelry,” the supplement itself represented the con- 
certed advertising efforts of 17 jewelers of Hammond, 
Indiana, and nearby Indian Harbor to make people think, 
talk and buy jewelry. 

This supplement, comprising roughly 14 pages of ad- 
vertising and 10 pages of editorial, was aimed at directing 
the Christmas tide of shoppers toward jewelry. Acting 
alone, no individual jeweler could have afforded to pro- 
duce such an impressive piece of advertising. But working 
together toward a common goal—“for gifts you'll give 
with pride, let your jeweler be your guide”—these co- 
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Above is the attractive cover of the 24-page supple- 
ment that was run by retail jewelers of Hammond, Ind. 


operative but competing retail jewelers created an impact 
on the local populace. 

Interesting reading matter, supplied by the Jewelry 
Industry Council and The Watchmakers of Switzerland, 
was judiciously dispersed throughout the 24-page section. 
On the second page, for example, there appeared a story 
entitled, ““Daintier, Dressier Watches in New Colors Pre- 
viewed.” The story read, “The latest watch fashions are 


Because of their concerted advertising 
effort, these friendly but competitive 
jewelers were able to create an impres- 
sive supplement in their local paper. 
Shown at left are a few of their ads. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 






























608 FIFTH AVENUE 
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full of surprises. During the coming seasons you'll see 
watches in new, unexpected colors; watches with ‘ani- 
mated’ color patterns swirling on the dial; watches with 
detachable covers converting cleverly into matching clips, 
and petite diamond watches that are self-winding, water 
and shock-resistant. . . .” 

Another story, on the same page, illustrated by a two- 
column cut, suggested that readers “Pay your Christmas 
compliments in sterling silver, such as a 6-piece sterling 
dresser set which includes mirror, brush, sterling-backed 
comb, magnifying mirror, nail file and powder jar with 
silver top.” 

Not all the editorial reading matter pertained to jewelry 
gift suggestions. Some stories were primarily institutional 
in nature, endeavoring to publicize the skill and knowl- 


Reading and illustrative material was supplied 
by the Jewelry Industry Council. Above are some 
of the JIC photographs used in the supplement, 


. 


edge of the jeweler and thus create consumer confidence, 
One story, for instance, related the “romance of rings.” 
Copy read, “The first betrothal rings were introduced in 
Europe when men of the Roman legions gave them to 
English girls as a promise to return. And like an echo 
bounding from the hills of time, the legions of American 
soldiers, a couple of thousand years later, during the 
recent war, again left rings on the fingers of girls in the 
British Isles as a promise to return.” 

This is all very interesting, you might say. “But what 
can I do in my own community?” 

Well, let us return to Hammond, Indiana, about thirteen 
months ago. At that time a field merchandising represen- 
tative of The Watchmakers of Switzerland brought the 

(Please turn to page 143) 





The Watchmakers of Switzerland also contributed 
interesting reading and _ illustrative material. 
Shown are some photographs which they supplied. 
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ave artistry 


... for those who desire the finest. 
Each piece a masterpiece of the jeweler’s art. 
Available on consignment for your 
special requirements. 


Please specify price range desired. 


Raymond Abrahams 


551 Fifth Avenue, New York, 17, N. Y. 


Phones: VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-22. 
FOR OCTOBER, 1954 











by EDWARD LUCAS 


This jeweler used his windows to portray main events of the Cinderella story; above is Scene |. 


Windows Can Stop the Holiday Parade! 


Bonn factors gave the windows of Harry 
Morris Jewelers, Seattle, Wash., a compelling fascination 
for shoppers during the last Christmas shopping season. 
They were: (1) an attention-getting subject; (2) a com- 
mon theme; (3) continuity of a story line; and (4) 
fantasy. 





Scene 2—Cinderella leaves for the ball in the pumpkin coach. 
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As shown in the illustration, the subject was the story 
of Cinderella, a theme that was carried through in each 
of the five windows by scenes in miniature depicting the 
major incidents of the Cinderella story. As a result, the 
store’s windows competed on an equal footing with the 
much more elaborate and costly windows of Seattle’s two 


Scene 3—Depicted in this window is Cinderella at the ball. 
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} WIN MORE PLUS - PROFITS — SELL 


LE (OULTRE 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


Make the countless pre-sold customers in your 



























community recognize your store as an Author- 
ized LeCoultre Jeweler Agency. For more sales 


and profits during this Fall and Christmas season 
—advertise, display and sell these, ‘the Most Ex- 
ceptional Watches and Clocks in All the World”. 


7 


ATMOS — THE PERPETUAL MOTION CLOCK. The 
ultimate gift for Christmas, or for any exceptional 
gift occasion, an ATMOS Clock affords the supreme 
satisfaction of giving, or owning, the World’s Most 


Exceptional timepiece. For plus-profits the whole 
year “round, sell ATMOS. $150. Plus Federal Tax. 


LE COULTRE COUTURIER WATCHES. In fashion cen- 
ters throughout the world, LeCoultre creations are 
in greatest demand for their exquisite beauty in ex- 
clusive design, for superior timekeeping. “Marsha,” 
gold-filled, $71.50. “Lady Bette,’ 14K gold, $120. 
“Marquise,” 14K gold, $115. Federal Tax Included. 


ate, 











THE WORLD’S MOST EXCEPTIONAL AUTOMATICS. Manufac- 
tured to the highest standards in all watchmaking. LeCoultre 
“Powermatic,” Reserve Power Indicator, gold-filled, $82.50. 
LeCoultre “Futurematic,” 100% self-winding, it has no winding 
stem, gold-filled, $92.50. LeCoultre “Royale Automatic,” hand- 
crafted in 18K gold, waterproof, shock-resistant, $275. Federal 
Tax Included. 
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Scene 4—As clock strikes midnight, 
Cinderella leaves the castle and re- 
turns to her coach. At the top rear 
of the window appears a clock tower. 





main nearby department stores. At times, the numbers of 
spectators made it difficult to get near the windows, 
Arthur H. Hart reported, manager and co-owner with 
Morris Plotkin of this jewelry firm. 

Characters of the story were depicted by figures in 
miniature made by Bernie Mankertz, the talented window 
decorator who made up all the window sets as well. A 
feature of all five windows was the small glass crystal 
slippers that were suspended in the air. 

As interesting as the windows themselves is manager 
Hart’s reasoning on the promotional values of effective 
window decoration. 
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“Like many other downtown jewelers, we operate a 
small store in a high traffic location,” he observes. “In 
part, because of our small size, we do not have the ability 
to capitalize on an aggressive program of newspaper, 
radio, or television promotion. What we can do is to 
capitalize on the foot traffic brought into the downtown 
district by department stores and others. The best way 
to do that is through our windows. 

“We have a special problem in that our store is located 
on a small triangular ‘island’ instead of the usual city 
block. The island is about mid-way between Seattle’s two 

(Please turn to page 142) 


Scene 5—The happy ending, the prince 
finds Cinderella. As in all windows, a 
facsimile of a book is suspended from 
window ceiling with inscription on the 
book cover reading, "Your dreams come 
true with a gift from Harry Morris." 
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This Month up to... 


30,000,000 
Readers will see Full Page Ads 
in Collier’s & Cosmopolitan 


on the sensational 








IMPERIAL PEARL SYNDICATE 
$500,000 


NATIONAL CONTEST 


ALL EXPENSES PAID 


Grand : : TRIP TO JAPAN 
P pize : | (FOR TWO) 


(Via Northwest Orient Airlines ) 


S > $00 apprrona 
plus : PRIZES 


of Imperial Cultured Pearl Jewelry 


Every Entry a Winner of a Prize 








Imperial Cultured Pearl Valued at $5.00 








Extra for the Jeweler... 
ALL EXPENSES PAID TRIP TO JAPAN for TWO 


Every jeweler wins thousands of dollars in extra business and some lucky jeweler is going to win a duplicate 2 
week all expense paid vacation to Japan for the most outstanding success with this phenomenal promotion. 
Tie in with this outstanding promotion. 


Get Complete Details Now... 
WRITE DIRECT TO: 


Imperial Pearl Syndicate 


New York Chicago Detroit Los Angeles 
607 Fifth Ave. 5 N. Wabash 914 Michigan Theatre Bidg. 607 S. Hill St. 
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PROMOTION | 


Retailers Still Believe in Santa Claus 


Every year, merchants throughout the country organize in order to plan 
festive holiday events in their communities. Such activities are designed 
to stir people to shop early and at the stores of participating retailers. 


A, THE Christmas season approaches vari- 
ous groups of merchants in towns and cities throughout 
the country organize and plan festive activities to arouse 
the holiday spirit in their communities. Such action is 
designed not only to build goodwill but to stir people 
to shop early and at the stores of the participating mer- 
chants. 

For example, last year a “Gift Wrapping Clinic” was 
staged in the city auditorium of Wausau, Wis., sponsored 
by local merchants. This event, attracting more than 3,000 
women, promoted interest in gift buying and wrapping. 
Because of its success, the merchants plan to stage a 
similar event this year. 


RETAILERS SPONSOR ‘COURTESY CONTEST‘ 


Retailers in Rockford, IIl., held a “Courtesy Contest” 
last December, awarding $50 weekly for three weeks to 
those clerks whom the public voted the most courteous. 
This was, of course, an appropriate time for a courtesy 
contest since last minute holiday shopping taxes the 
patience of salespeople. The participating stores posted 
signs pertaining to the contest and invited the public to 
vote. It is reported that the contest provided courtesy- 
incentive for both clerks and customers. 

A “Christmas Card Kiddie Parade” was held at Jack- 
son, Miss., with thousands of children participating; they 
carried large, colorful and gay Christmas cards. Jack- 
son’s principal downtown street was brightly decorated 
during the holiday season. The PTA took an active part 
in planning the parade and was aided by the Chamber of 
Commerce. 

They always do it differently in California, especially 
near Hollywood. While in other sections of the country 
Santa Claus makes his appearance by reindeer, at El 
Centro he arrived in a brightly decorated stagecoach. At 
Long Beach he came in on a canal boat; at Borrego 
Springs he arrived via airplane. At Newport Beach he 
got swanky and came in a yacht, but at Inglewood he 
arrived by donkey. But everyone loves Santa—no matter 
which means of transportation he uses. 

While the people of Ypsilanti, Mich., have a community 
song fest around a big lighted Christmas tree on the post 
office lawn, Santa comes to the city, makes his appear- 
ance and passes out candy to the children. Then he visits 
the various stores, talking to children and counseling them. 

More than 60 rural schools were visited in the Roch- 
ester, Minn., area last Christmas by Santa Claus, who 
appeared by courtesy of the Chamber of Commerce. 
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by A. P. NELSON 


Children received bags of candy and were told they could — 
see him again if they visited Rochester stores with their 
parents. E 
At Port Washington, Wis. (population 6,000), the re 
tailers offered to pay transportation costs every Friday — 
night in December for people who wished to shop down. — 
town. This resulted in considerable extra store traffic 
for the merchants between the hours of 6 and 9 p.m, | 
And there were no complaints from the bus company! 
Last year the Chamber of Commerce in Petoskey, Mich, ~ 
sponsored a “Return Christmas to the Churches” cam. ~ 
paign. The program for opening the Christmas season © 
was held in the latter part of November, and included the ~ 
arrival of Santa by sled, a parade and a mass choral © 
procession in the evening. Through the cooperation of — 
the clergy and the Chamber, this observation of Christmas © 
pleased many people. 


MAIL BOX FOR SANTA CLAUS 


Children in the La Porte, Indiana, area who wish to © 
write to Santa Claus find a big mail box in the square © 
each year. The letters are dutifully answered by a Santa — 
hired by the Chamber of Commerce. Santa also appears © 
in a kiddie parade and passes out candy and peanuts. | 

Merchants arrange to give Christmas gifts to holders © 
of winning numbers in the Big Rapids, Mich., area each © 
year. School children are given free tickets; then a lucky © 
number is drawn from each school. The winner from ~ 
each of the schools must find his corresponding number 
in a downtown merchant’s window—then he gets his 
prize. 

Waukesha, Wis., retailers maintain a special hut for © 
Santa on a downtown square during three weeks in Decem- © 
ber. Santa is inside and the small fry are invited to step 
in and chat with him. The city decorates streets and 
lamp posts, and holds a parade. 

More than 800 cars came into McCook, Neb., to see — 
that town’s annual Christmas parade. People from 14 ~ 
counties and five states were registered, and more than 
15,000 people lined the streets. Ten bands, plus the 
cooperation of the weather, made this an outstanding 
event of the year. After the parade many thousands of — 
people visited local stores, 

The ways and means of arousing the holiday spirit in 
the community are many. But, every merchant must 
jingle his own bell. 
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The reputation of Borrelli has been achieved by consistently 


maintaining complete assortments of Cultured Peorls — both in necklaces 


and loose —in all sizes, colors and prices to meet every requirement. 


Sold through Wholesalers 
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1'M P eee oe RR OS 


665 Fifth Avenue, New York 22, N.Y. * Telephone MUrray Hill 8-0648 
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* illustrated above, in actual size, is our world-famous cultured necklace, ‘The Princess of Polynesia” 
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Merchandising Increase Sales 189%” 


GENUINE REGISTERED 


.! DIAMOND RINGS 








Dramatic window display demonstrates Jeweler Furches’ effective use of 
Keepsake merchandising materials: (1) neon sign, (2) the Ring-of-the- 
Week display, (3) display card, (4) Bride-and-Frame Motion display, 
(5) Wide Filigree display and (6) Crescent card. 


The experience of Bill Furches and countless other successful jewelers consistently under- 
scores Keepsake’s three powerful selling advantages that insure increased profits and patronage 
for franchised dealers everywhere: 


Consistently the biggest campaign in the industry, creating public 
ADVERTISING consciousness and demand, pre-selling customers in America’s leading 
magazines. 


The most complete line of sales-proven dealer helps for prominent 

MERCHANDISING Keepsake identification, to build store traffic and insure point-of-sale 
results. 

._OuAKIEG) a World-famous perfect quality makes Keepsake most wanted of all 


QUALITY diamond rings, makes Keepsake easier to sell and makes satisfied cus- 
tomers return with confidence for valuable repeat business. 





Put them all together, they spell more diamond business, more store- 
wide profit and prestige for the jeweler with a valuable franchise for 
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. H. POND CO., INC., SYRACUSE 2, NEW YORK 
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The store interior, above, is attractive and up-to-date. 


Constant Remodeling 
Keeps Store Modern 
And Expenses Down 


Mopernization conceived of as being 
on a continuing basis and a mature merchandising pro- 
gram have produced good business for Talcott Brothers, 
the oldest jewelry store in the state of Washington. 

Founded in the state capital, Olympia, by Charles R. 
Talcott in 1872, the firm is among the most progressive 
jewelers in the state. Its continued growth in modern 
times has been under the joint management of G. Noyes 
Talcott, son of the founder, and Richard N. Talcott, his 
son. 

During the past 16 years, the Talcotts have gradually 
changed their store’s interior and front to always keep 
pace with modern store design. While this moderniza- 
tion program was going on, they received unexpected 
assistance from the 1949 western Washington earthquake. 
Plans were under consideration to build a new and mod- 
ern store front when the quake struck. The building in 
which Talcotts is located was shaken severely. Though 
no damage to fixtures or merchandise within the store 
was found, later examination of the face of the building 
revealed structural damage. Plans were accelerated and 
a new store front was installed. 

Today the Talcott store is thoroughly modern in fix- 
tures, displays, and interior decorating and lighting. The 
new, wide glass front, of conservative modern design, 

(Please turn to page 150) 
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MODERNIZATION 





by EDWARD LUCAS 





Jewelers 


if , 


The new Talcott store front provides adequate window display space, 
permitting passers-by to easily view the interior of the store. 





A unique store service, usually provided by banks, is the safety 
deposit vault system. Vault is located at the rear of the store. 
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#19—$35 Keystone 

Finest quality Cultured 
Pearl Ring, 2 flawless gee 
and perfectly cut dia- gee 
monds. 14K white or yel 
low gold. 






















#8-T—$35 Keystone 
Twin Ring, finest quality 
cultured pearls, 2 flawless 
and perfectly cut dia- 
monds: 14K white or yel- 
low gold. 


ALL WAYS RIGHT 


PRICE—RIGHT 
STYLE—RIGHT 
QUALITY—RIGHT 


#93—$35 Keystone 
Finest quality Cultured 
Pearl Ring, 2 flawless and 
perfectly cut diamonds. 
14K white or yellow gold. 







FROM $35 


KEYSTONE 


LEVKOV JEWELS are outstanding because 
of their exquisite beauty, meticulous craftsman- 
ship. Each one is adorned with cultured pearls 
and finest, perfectly cut and flawless diamonds... 
enhanced with magnificent settings of 14K Gold. 
Priced to give you profitable mark-up . . . and to 
re. give your customers the finest quality jewelry at 
prices they want to pay. 





Illustrated are a few of the popular and fast sell- 
ing LEVKOV JEWELS which we’ll be happy to 


send you on memorandum — immediate delivery. 


WRITE FOR FREE MATS and illustrated folder 
containing a large assortment of cultured pearl 
rings, necklaces, earrings and drop earrings from 
$35 to $3000 Keystone. Also cultured pearl and 
14K Gold tie tacks from $5 Keystone. 


ILLUSTRATIONS ENLARGED FOR REPRODUCTION. 









From $190 Keystone 
Earrings with 4 lustrous 
cultured pearls, 10 flaw- 
less, perfectly cut dia- 
monds. 14K white gold. 


#B-500—From $190 Keystone 


Earrings with 4 lustrous cultured 
pearls, 8 flawless, perfectly cut dia- 
monds. 14K white gold. 


Z. l.. LEVKOV 


oty 365 FIFTH AVENUE, NEW YORK 17, N.Y. * PL. 3-9727 
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1. Irving Kernis writes up ring order on a numbered sales slip. 


COST CONTROL 


By BENEDICT KRUSE 


Inventory Control Removes Guesswork 


—_ are so many different ways in which 
a jeweler can make fatal mistakes that he just cannot 
afford to leave any phase of his business management to 
chance. This is the opinion of Norman Kernis, president 
of Norman Jewelers, Chicago. 

Management risks become even more critical when an 
operation hits the seven figure category, as has happened 
with Norman’s five-store overall operation. 

In order to maintain the same strict controls over 
today’s mammoth operation as he did when all of his 
worries were contained within an 18-foot wide store, 
Norman has worked out a single record-keeping system 


ee ee 
2. Norman Kernis, the company president, studies inven- 
tory control sheets which are kept in a loose leaf binder. 
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which controls every phase of merchandise handled by 
the firm. 

“Broadly speaking,” Norman begins his explanation of 
the system, “nearly all of our merchandise, both jewelry 
and appliances, is on perpetual inventory. We enter 
articles as they are received and they are checked out of 
inventory records daily as they are sold. We can ascertain 
on any day exactly what our inventory is. Items like 
diamonds, watches and rings are checked monthly for 
physical control. Every six months we check all other mer- 
chandise for exact tallies. 


(Please turn to page 155) 


3. The final step in recording takes place when firm's 
bookkeeper enters items in a visible accounting file. 
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Diamond Quality and Value that Win On-Sieht Approval 


DIAMONDS ENLARGED FOR DETAIL 








Confidence is the keynote of diamond-selling .. . 


ee Retailers have discovered they can place their 
Ber ts confidence in Courtney Rings. These exquisite 
ve ~~ : 3 olTonutolalo me tol ii tolla-x Molaro Mn, A-1eLel late Mm ole lilel Molai-Tamial= 
% : 
elegance and fiery beauty your customers dream 
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Courtney quality is assured by the care with which 
(YorelaMealsvomiMneld-1oli-1o mmm Mal-mmeollolaalolavok mult s mecolnil-me] >) 


to rigid standards of cut and brilliance... . 





oe THe 14 Kt. Gold Mountings must be distinguished for 
i: exceptional design and craftsmanship .. . 
LE ih. 
Ms Ry © w, imolarelKolutolale ml olgehsic te taolmolgolol(-tuik troll al meolam @Xollaial-m 
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LACE YOUR CONFIDENCE IN () fj 


DIAMOND SOLITAIRES and WEDDING RINGS 


Address Inquiries to 
JOHN J. COURTNEY & CO. 
432 FIFTH AVENUE, New York 































Costume Jewelry Fashions Npark 


a jewelry is having a fashion hey- 
day! Women are wearing so much of it, in such masses 
of quantity and color, it has become the most important 
by WINIFRED PARKER, fashion accessory of the season. Whether waistlines drop 
JC-K Fashion Consultant to hip level and bustlines rise to new heights of elevation 
(a la Dior!) for an elongated torso look, or whether 
the form divine with natural contour remains in favor, 
women will continue to decorate their chosen silhouette 
with lavish amounts of jewelry. This is a trend they 
have accepted. 

Retail jewelers can use the popularity of this trend to 
step-up the tempo of sales in costume jewelry depart- 
ments and also to spark holiday selling in other depart- 
ments. Fashion promotions of costume jewelry that are 
started, right now, in October, will hold the following 
advantages: fashion promotions will bring immediate 





Gold filled chandelier earrings of colorful 
assorted scarabs feature important "Egyptian 
feeling’ in jewelry design. By Admark, Phila. 





Interesting spiky motif by Imperial Pearl Syndicate 
contrasts glow of cultured pearls with shimmering 
gold filled textured pattern. Necklace is $21.00; 
earrings, $21.50; pin, $17.50 at retail, plus tax. 


Shirtwaist fashions glamorized by two-tone jewelry by Volupte 
and featuring shining silver and gold-toned metal. Earrings 
are $4.00; cuff links, $4.00; pin, $4.00; at retail plus tax. 





ey- 
ses 
int 


ler 





Holiday Nelling ies 


traffic into jewelry stores—diverting it from department 
store competitors. Once customers are in the store they 
are subjected to selling pressure on all kinds of mer- 
chandise, and we should remember that department 
stores sell watches and diamonds, too. (Where would 
we rather have customers view these high ticket items? ) 
Fashion promotions will bring immediate sales of cos- 
tume jewelry from women who are filling their personal 
fall fashion needs, and bring follow-up sales of gift 
jewelry for friends, relatives and business associates. 

Multiple sales should be the goal of all costume 
jewelry selling this season, and multiple sales will make 
the final sales ticket comparable to higher priced jewelry 
store merchandise. It is time for jewelers to look with 
new awareness at the profit potentialities of their cos- 
tume jewelry departments. Multiple sales are a natural 
goal because massed bulk is an important part of the 
current jewelry craze. 

Bracelets worn by armfuls are more popular than 
ever. Several necklaces are worn at one time and are 
strung about throats with abandon. It is considered 
smart to combine chokers with long necklaces and to mix, 
match, drape and color blend ropes of beads, crystal, 
jet, pearls, and chains according to individual taste. 

Groupings of pins and brooches are importantly used 
to decorate large collars and emphasize waistlines. 
(Empire, Natural, Dropped.) 

Whole wardrobes of earrings are necessary—eye- 
catching, dramatic! 

There is wonderful variety to the styling of fall and 
winter jewelry. Manufacturers have co-ordinated it so 
perfectly with clothing styles that every “featured look” 






















Colorful "jewel tones" by Coro in oversize cabochon cuts for 
bracelet and earrings, matched to a 10-strand bead bib create 
colorful ensemble. Two bracelets shown are about $2.00 each. 
Earrings, about $1.00; necklace, about $3.00; all plus tax. 





Pierced earrings in 10K gold by JMS feature 
circle-contoured motif; it is priced at $8. Dou- 
ble-heart design earrings in 10K gold are 
priced at $6.00. These prices are Keystone. 


Egyptian feeling is expressed in this delicately contoured 
ensemble by Ralph Singer Co. Gold-colored metal is laced 
with the sparkle of colored stones. Necklace is $8.00; the 
earrings, $3.00; bracelet, $6.00; brooch, $3.00, Keystone. 


Continued on Following Page 








Clips called ““Winged-Flight" are designed by Marcel Boucher Earring and necklace set, reproductions of Emperor 
in a new series of movable eye-catchers. Tapered baguettes Napoleon's diamond collection, have _imported 
with Montana sapphires, imitation rubies or emeralds or all Austrian stones in rhodium finished settings. The 
rhinestones. Clips, $20 each; earrings, $12.50, plus tax. necklace, $12; earrings, $10, retail. Ledo Jewelry. 


Costume Jewelry Fashions 


has been covered. While “real” looking pieces, designed 
to simulate fine jewelry are still prevalent, there is a 
whole new movement toward frankly “costume” pieces. 
This nicely takes care of the two faces of fashion, the 
elegant and the casual, and means that every woman 
can satisfy her individual fashion taste. Promotions, de- 
signed to stimulate the desire for new jewelry can be 
built around the following fashion points. 

(1) The elegant fashion look of The Complete Cos- 
tume—requires related jewelry. 

(2) The “casual air” of fashion, expressed in easy 
lines and casual tweeds—needs dress-up jewelry to give 
it dash. 

(3) The important color story in clothing—vividly 
dramatized by matching or contrasting colors in jewelry. 

(4) The “Egyptian” influence with fascinating inter- 

(Please turn to page 147) 





Easy look of tweeds given dash by 
Trifari with two 60" ropes; ear- 
rings give pretty and proper pro- 
portion to head. Rope $7.50 each. 
Earrings $4.00 a pair, plus tax. 


Spider-web fineness is executed in this imported German 
filigree jewelry by Ernest Burg. Comes in sterling silver 
and sterling gold plated. Bracelet, $15.00; earrings are 
$10.00 a pair; pins, same size as earrings, $5. Keystone. 
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A Letter from the 


Dear Fellow Jeweler: 


We hear from time to time that there is a misunderstanding by jewelers — retail, dis- 
tributor and manufacturer — as to the objectives of the AMERICAN Gem Society and the qualifi- 
cations expected of an applicant and member-jeweler. 


« 


Taken from the Constitution of the Society, its objectives are “. . . to promote among its 
members and the public an interest in the study of — and distribution of information concern- 
ing the sale of — gems, precious metals, and jewelry; and to promote the highest possible 
standards of ethics in the jewelry industry.” True, our Admissions Board judges the membership 
applications according to a comprehensive list of standards, but basically the qualifications ex- 


pected of an applicant and member-jeweler are soundness and stability of ethical performance. 


We want to emphasize that the Society is not an exclusive organization. Personal 
feelings of present Society members are not allowed to influence the decision of the Admissions 
Board. Likewise, no member has an exclusive franchise for any city. Furthermore, once a small 
new store has been in operation long enough so its standards of ethical performance are estab- 
lished it is as eligible for membership as is a one-hundred year old firm. Finally, eligibility for 
membership does not depend on whether a store sells for cash or credit, as long as it meets the 
standards of the Society for ethical dealings with the public. 


The AMERICAN Gem Society is eager to add qualified members and hopes you will 
make inquiry. After membership we also hope you will accomplish the educational work necessary 
for our titles of Registered Jeweler, Graduate Member (Wholesale), or Certified Gemologist. Write 


for “THE Story OF THE AMERICAN Gem Society” which gives a complete account of our 
activities. 


The jewelry industry is a respected profession and we feel that, during its twenty-year 
history, the American Gem Society has contributed much in building the confidence of the 
buying public in the jewelers of America. 


AMERICAN GEM SOCIETY 
OF UNITED STATES AND CANADA 
3142 Wilshire Boulevard, Los Angeles 5, California 


A NON-PROFIT PROFESSIONAL SOCIETY COMPOSED OF JEWELERS, PLEDGED TO THE VIGILANT PROTECTION OF THE BUYING PUBLIC 
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= the two recent jewelry conventions 
and shows at Chicago and New York, I was privileged 
to meet and speak to hundreds of dealers in all sections 
of the country, also to many of the important suppliers 
of our industry. 


Our company has exhibited at and covered jewelry 
shows since 1921, and I have observed the constant 
changes in our industry. In the early years, the con- 
ventions were just a meeting place for a business vaca- 
tion and swapping of local stories—no serious business 
meetings. 

During the depression years, attendance was off. Those 
that came lacked the spirit of good fellowship or good 
business prospects. 


THE WAR YEARS—EASY SELLING 


Then came the war years—easy selling. Dealers came, 
trying to get greater allotments from their suppliers. 
Suppliers came to explain to their dealers why their 
salesmen were not covering territories. Sales were easy 
... too easy ... the result? Many have forgotten to 
look ahead and plan ahead. 


Now we must have a realistic approach to present day 
business problems. Selling methods and selling ideas of 
the last decade are now obsolete. So dealers came to the 
conventions seeking solutions to some real . . . some 
imaginary problems. 


Competition for the consumer dollar is extremely 
great. It will continue to be so—not necessarily from 
fellow jewelers in your community. All have exactly 
the same problems. Judging from the various conversa- 
tions with many dealers, the problem of one is the prob- 
lem of all. Many are perplexed . . . bewildered .. . what 
happened? Above all, what is going to happen? 

Where do we go from here? 
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Looking Ahead- 


by HYMAN J. COHEN 
President, A. Cohen & Sons Corp. 


That is up to you. One can sit out, wait for an upturn. 
Yes, one can wait. But the overhead . . that never waits, 
It keeps going up. From all indications, it will con- 
tinue to rise. 

Aggressive dealers will look ahead and plan ahead, 
study their local markets and make changes to meet the 
economic and fashion trends to help themselves to more 
and better business. 

Style changes take place slowly, but constantly. Let 
me cite a few examples to you. 

In 1921, our company—under my _ supervision—ex- 
hibited at the jewelers show and convention in Buffalo, 
New York, a line of electric and alcohol nickel and cop- 
per appliances. (No one heard of chrome in those early 
days.) 

I well remember that a group of dealers came to me. 
Yes, they were shocked to see nickel and copper at a 
jewelry show. They failed to see a trend, nor did they 
know that the goods were made by a subsidiary of a 
leading silver company. 

That incident, of course, is ancient history. Some of 
the dealers that were shocked have today large depart- 
ments of appliances and gifts. Most of the others, I dare 
say, are no longer among the roster of active dealers. 
They are among the vanished or forgotten merchants. 

Are there visible changes today? Yes, many—lI shall 
try to name a few that have taken place within the few 
years just passed and are taking place today. In naming 
them, I want to make it clear that I speak only of those 
lines on which I am informed. I am positive the same 
changes have taken place and are taking place in each 
and every line dealers carry. 

(1) SILVERWARE: The manufacturers of leading 
brands of plated flatware are promotional minded. For 
two years, they ran promotions on large sets at savings 
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Planning Ahead Will Start Sales Rolling 


Let’s Get to Work! 


Whenever Hyman Cohen talks about the jewelry business, people listen—whether 
the subject of his message be the past, present or future of the industry. In 
this exclusive JC-K article, Mr. Cohen speaks of all, to show jewelers how realis- 
tic, sound planning can remove many of the present difficulties in the trade. 


to the consumers. The sales were profitable to dealers 
who participated. Those who were still trying to sell small 
sets or open stock found their silver sales unsatisfactory 
and dwindling. They are wondering what happened to 
the silverware business. 

This spring a leading silverware company was pro- 
moting a fill-in sale of ten old patterns. What happened? 
Some dealers picked up the promotion and sold to the 
older home owners the pieces they were missing and 
wanted. Deliveries are made now (early August) .. . 
no investment by them in goods. Upon delivery, it is 
reported that many sales are made to those same cus- 
tomers of complete sets in new patterns. Those dealers 
who made no effort to serve their customers with replace- 
ments, lost them to active dealers. 


STAINLESS ON THE MARCH 


Sales of intermediate brands of silverware are down 
. way down. Do not conflict this statement with 
famous branded names. Does it mean less flatware 
(spoons, forks, knives, etc.) is used in the American 
home? If that is your thought, forget it. More pieces 
are sold and used, but the sales of intermediate lines are 
being augmented by stainless steel in the lines of all the 
leading flatware manufacturers. Sales of stainless steel 
flatware are rapidly growing. I know it, for our company 
is sharing the increased business with our dealers on our 
exclusive patterns. 

Many years ago, when | was but a youngster, the wise 
pioneer in the silverware industry, Geo. H. Wilcox, told 
me: ‘Remember that in this day and age when many 
substitutes are taking place, no substitute has been found 
for spoons, forks and knives. So flatware is a healthy 
and steady business. If you carry the patterns, the 
quality, the price lines best suited in your shopping 
area, you need never worry for flatware sales.” This 
still holds good today. 

(2) CLOCKS: The leading American clock manu- 
facturers have discontinued striking and 8-day clocks. 
Are clock sales down? No! 

The sales of novelty clocks are higher. So are travel 
clocks . . . clock radios. In fact, in 1953, the electrical 
clock sales at retail value was $52,993,730. Please read 
that figure again . , . $52,993,730 . . . an increase over 
1952 by 13.80 per cent units. 
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(3) ELECTRICAL HOME APPLIANCES: Many 
dealers said they were dead ducks. They are right, if 
they follow the pattern of yester-year. The most staple 
item in home appliances is the electric iron. Yes, the 
sale of the non-automatic iron, the sales leader of the 
past, is down ... way down. So is its twin brother, the 
dry automatic iron. They were replaced by steam irons, 
whose consumer acceptance is mounting to such an ex- 
tent that for 1953, the total sales volume of irons in- 
creased 20.16 per cent. Currently, the figures are going 
higher. 

FOOD MIXERS: Sales of large food mixers are down. 
But their total unit volume is higher because of the in- 
creased sale in hand mixers. 

Here are a few items that were not even known a few 
years ago and now their sales run in the millions of 
units: Rotisseries—Deep Fat Fryers—Roasters—and 
now a brand NEW ITEM presented to the industry—an 
Automatic Frying Pan. Its sales are phenomenal for a 
new item. 

Many dealers spoke about discount problems on elec- 
trical appliances. That problem involves more than just 
appliances. It is another subject. 


GIFT ITEMS TREND 


GIFT ITEMS: Informal living has replaced the trend 
in gift items. It would have been shocking to think only 
a few years ago that wrought iron would come to a jew- 
elry store. But, it has. It is augmenting glass and some 
silver items. The sales of wrought iron gift items are 
growing. One can shout, criticize, but cannot stop a 
trend, 

That reminds me of an actual story. Many years ago, 
I was shown the introduction of chromium plate and 
what it could do to industry in the future. I thought 
the information was so important that I called on the 
manager of a very large supplier in the metal industry 
(a natural for his company) and told him what I saw 
_.. how important it was for his company. He listened, 
then a few days later I received a polite and short reply: 
“Chrome is not for our company. It is not a precious 
metal.” Needless to say, a few years later, he was re- 
tired from the company. (Big men are never fired.) 

JEWELRY: For a while, costume jewelry was mostly 

(Please turn to page 149) 
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Color as a Guide to Gemstones 


Apart from contributing to a stone’s value, color is of profound importance 
to the gem expert. For, the real gemologist can often identify a stone by its 
color alone, or at worst, he can usually propose one or two alternatives. 


Part I 


Reine to the average jeweler’s reluctance 
to impart to his customers any facts about colored stones, 
identification of gemstones is a very simple matter for 
the layman who knows nothing about stones. If the gem- 
stone is red, it is a ruby; if it is a dark blue, it is a 
sapphire; and if the gem is green, it is an emerald! 
What could be simpler? 

However, when those people do see a mineral or gem- 
stone display, they learn what the average jeweler 
already knows: life among the gems is a little more com- 
plicated than that. The observant student is promptly 
surprised to find that sapphires come in lots of colors 
besides blue and, to make things more difficult, that lots 
of stones besides sapphire are blue. So, the color of the 
stone is no longer all-important to the average person, and 
he leaves the display shaking his head in despair as he 
says that all stones seem to come in all colors and why 
study such a hopeless mess anyway. If he ever goes into 
the jewelry business he is likely to decide to stick to 
diamonds, for he knows they are white. (Too bad the 
museums can’t afford adequate displays of diamonds to 
complete his befuddlement! ) 

To the gem expert, color is of profound significance. 
The real gemologist can often identify a stone by its 


by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


color alone and, at the worst, he can usually propose 
one or two alternatives, one of which can be eliminated 
by a simple test. 

Till now, the writer has avoided any attempt to list 
stones by color and has resisted the temptation to make 
a key for gemstone identification based on color. He has 
known that color, as usually indicated in charts and 
tables, may be more confusing than helpful. Now, how- 
ever, it is hoped that the “Short Course in Gemology” 
and other writings have educated the readers of JC-K to 
the point where a summary and breakdown according 
to color will prove more helpful than not. Consequently, 
we are now ready to make an attempt to see if a clear 
presentation can be phrased that will help and not 
confuse. 

Let us first agree on several principles in our approach. 
To begin with, we will discuss only the transparent 
facetted (or facettable) stones. In the tables we must 
distinguish between the common jewelry stones, the less 
common colors of common jewelry stones, the less com- 
mon connoisseur’s stones, and the rare collector’s stones 





TABLE 1. RED STONES 


(Light bright red to dark red, excluding pinks ) 








NAME REFR. INDEX HARDNESS 
Diamond 2.41 10 
Zircon 1.95 714 
GARNET 

Almandine 1.80 714 

Pyrope 1.75 714 
CORUNDUM (RUBY) 1.77 9 
SPINEL 1.72 8 
TOURMALINE 1.634 714 
Topaz 1.62 8 
Amber 1.54 21, 
Opal 1.45 514-6 
Synthetics and imitations: 

CORUNDUM 1.77 9 
Spinel Tove 8 
GLASS 1.50-1 .68 6-51, 


REFRACTION SPECIFIC GRAVITY NOTE 
single 3.42 Vs 
double 4.6 y 2 
single 4.1 ae 
single “BY = 
double 3.99 4. 
single 3.60 §. 1. 
double 3.05 6. 
double 3.53 Ws 
single 1.08 8. 
single 2.1 9. 
double 3.99 10. 
single 3.60 11. 
single 2.36-4.15 
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Here Is A "Gem" Of A Sales Tool 
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a i, ~~ PLAN A CUSTOMER'S BALANCE IS 
Our credit Life Insurance Plan can help you increase your ance paid in full in case of death, this Society paying the 
a volume. In a recent speech before the American balance of the payments. 
ational Retail Jewelers Association, Mr. William J. Cheyney, 
executive vice president of the National Foundation for Con- This Protected Purchase Plan can add impetus to your sales, 
sumer Credit, Inc., predicted that retail jewelers could increase and provide a powerful local promotion for your store. Your 
their volume many millions of dollars, merely by offering store is linked with an old line legal reserve life insurance 
their customers a plan which would overcome the fear of company. This plan, created by our Society, has helped many 
death while the installment contract is in force. With our other types of sas organizations. Write for complete details 
Protected Purchase Plan you simply mark the customer's bal- now. 
peeseees: MAIL THIS COUPON TODAY ======== ‘ 
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of no commercial value. The last group will be omitted 
from this section of the discussion; perhaps we will put 
them in a series of appendices. The first three will be 
separated by listing them respectively in caps, ordinary 
type, and italics or underlined. 

In the tables they will be listed according to the 
descending order of their mean refractive indices, since 
this is the most easily determinable property of mounted 
stones. However, in using this. or any, table, there are 
two cautions that must be observed, two types of stones 
which must ever be kept in mind. The first is that glass 
is a remarkably variable substance, it lends itself to the 
imitation of any stone, and it has a great range of 
refractive indices, all the way from 1.68 down to 1.50. 
Secondly, we have the assembled stones, doublets, whose 
face may give the refractive index of one material, yet 
whose pavillion would show up very differently, could 
we but make a reading on it. Garnet-topped, glass- 
backed doublets are the commonest stones of this type. 
but we will occasionally encounter a quartz doublet 
imitating emerald or even a synthetic spinel sandwich. 





Fig. |. Ruby crystal in marble matrix from Burma. 


The tables will also indicate whether the stones are 
singly or doubly refracting; another easily determinable 
property, even with mounted stones. In the case of the 
colored stones this property is generally recognizable 
with a simple dichroscope as well as with the polariscope. 
The polariscope alone will give this answer for the 
colorless stones, since there is no color difference to be 
revealed by a dickroscope. 

Following the stone listings in the tables there will be 
found a reference number which will identify a para- 
graph in the succeeding text. There, the pertinent facts 
and aids to the recognition of the somewhat similar 
species will be found. One does not confuse the blue of 
an aquamarine with the blue of a spinel nor the blue 
of a sapphire when one is thoroughly familiar with all 
of these stones; those blues are confusing only to those 
who have learned from books. The descriptive para- 
graphs will attempt to tell, as best as one can in words, 
the characteristics of the different blues and reds and 
yellows, and how each is distinctive in the eye of the 
true expert. 

(1) Red is the rarest color in diamonds and few 
people have even seen stones of this color. All that are 
found seem to be exceedingly small. A New York dealer 
reports having sold one of about a carat; the writer has 
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seen, in Brazil, a flawed stone of about 65 points. The 
red of the latter stone was close to a ruby red. From 
the accounts, other red stones seem to be a wine or 
purple red. 

Most “red” diamonds are actually browns; with the 
one exception noted, every diamond supposedly req 
that has been shown the author was actually a deep red. 
brown. The only important red stone that has got into 
the literature is not red at all. It is a 10-carat stone of 
the Russian Diamond Treasury, Prince Paul I’s diamond, 
This has been shown to be a pink stone, rather flat in 
cut and backed by red foil. 

(2) Red zircon is rather uncommon. Crystals come 
from Ceylon and Australia and are deep brownish red 
with a fairly strong double refraction. resembling some 





Fig. 2. Synthetic red spinel showing relations of the large 
octahedron to the crystal encrusted metallic dise and loop. 
(Photo is from the Gemological Institute of America.) 


garnets in their color. Even though their dichroism is 
negligible, the double refraction distinguishes them from 
garnet. Red zircons will rarely be encountered in odd 
pieces of jewelry, for both seller and buyer will usually 
know what stone is being traded and any buyer is likely 
to be a connoisseur who is interested in the unusual 
color of the specimen. It shares the faults of zircons, 
being easily damaged by wear. Large stones, weighing 
up to 20 carats or so are possible, but little brilliants are 
more usual. 

(3) The garnet group is a large one, with almandine 
and pyrope the two most important members. The com- 
mon “Indian” garnet is predominantly an almandine, 
they often come very large and show a deep purplish-red 
cast. The big ones are usually cut cabochon, and some- 
times they show 4 or 6-rayed stars. In most almandines 
there is a mixture of more or less pyrope so their densities 
and refractive indices vary. The rich red garnets that 
have become so familiar in Bohemian garnet jewelry are 
relatively pure pyropes, as are the red Kimberley and 
Arizona stones. Some might be confused with spinel, but 
even pure pyropes are higher in refractive index. The 
double refraction of the Siam ruby eliminates that stone. 
Under the microscope almandines often show needle-like 
inclusions, coarser, but similar to the silk in star rubies. 
The needles can often be seen in the tops of garnet- 
topped doublets. 

(4) Ruby corundum (Fig. 1) is, of course, one of 

(Please turn to page 144) 
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Included in the advertising budget of B. C. Clark 
jewelry firm—“Oklahoma’s Oldest Sewelie’” —are impres- 
sive outdoor boards like the one shown above. 

“We have found that our most effective advertising mes- 
sage is my picture and the words ‘Oklahoma’s Oldest 
Jeweler,’ ” B. C. Clark, Sr., stated. “This reminder of our 
many years in business is assurance of our integrity. Peo- 

ple realize that a store must be honest in all its dealings, 
i it is to remain in business and grow with the com- 
munity.” 

Outdoor locations on heavy traffic streets were chosen 
as one of the best media for hammering across this mes- 
sage at a low cost per thousand basis. The large cut of 
B. C. Clark, Sr., on the board illustrated has become a new 
landmark in Oklahoma City. It is situated across from a 
new department store. 

The firm is spending approximately 8 to 10 per cent of 
its advertising budget on billboards. 


Do Your Display Shopping 
(From page 108) 


more sedate in gray, brown or black caracul cloth, but 
sports a gay contrasting scarf and mittens. The sleigh 
comes from Ferro-Craft, Morganfield, Kentucky, and is 
most dainty and delicate and useful for holding both 
packages and merchandise in any number of display 
groupings. The 25-inch sleigh is under $10—also avail- 


able in 33-inch length. 


A NEW DISPLAY FIXTURE 


Sketch B features a new display fixture called “The 
Perch” which provides a means for attaching shelves to 
real Christmas trees for displaying merchandise. An 
ingenious “hairpin” and “crutch” of metal fasten around 
the tree trunk and support a nine-inch diameter shelf in 
good display position. A gala Christmas tree is always 
an eye-catcher and with this fixture it can be utilized for 
merchandise display of all kinds. The perches are avail- 
able in various sizes for all sizes of trees, in white and 
foliage green finish. For catalog and prices write to 
James H. Jacobson, 219 West Seventh Street, Los 
Angeles 14, California. 

Twenty-pointed stars of sparkling foil hang from the 
ceiling for a festive effect in Sketch C. Cone displayers 
carry merchandise and flat star cut-outs serve as floor 
pads. These very decorative three-dimensional stars are 
collapsible, folding for compact storage so that they can 
be used again and again. There is a giant forty-inch 
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HOW 
MANY CARATS 
DOES A 

“WORRY” 
WEIGH 











Probably no one has ever attempted to 
““weigh a worry.” But worries can weigh 
heavily on your mind when inadequate pro- 
tection against the loss of merchandise or 


property can mean financial] ruin. 


If holdups, burglary, theft, fire or explosion 
happen to you, you’ll have the peace of 
mind ef knowing your Saint Paul Jewelers’ 


Block Policy takes care of everything. 


This simple, tailored-to-fit-your-needs 
policy gives you virtually all risk protection 
on your merchandise either on or away 
from your premises. This unique, single 
policy provides dozens of separate 
coverages for only one premium. 


SEE YOUR SAINT PAUL AGENT OR BROKER 





, Re: Sees 
(0, 


ST, PAUL c 
EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
90 John Street 111 W. Fifth St. Mills Building 
New York 38, WN. Y. St. Paul 2, Minn. San Francisco 6 
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size and the sixteen and eight-inch sizes suggested in the 
sketch. All come in a choice of red, green, gold or 
variegated foil. 

Fat and cheerful snowmen give personality to the 
wintry scene of Sketch D. Frosty branches decked with 
gift wrapped packages make the background with jewelry 
displayed on snowy white velvet plaques in the fore. 
ground. The snowmen sketched come twenty inches high 
of latex rubber, heavily flocked, with the figures trimmed 
with lacquered holly leaves, glass balls and sequinned 
cloth, each about $16 from Art R. Cohen Co., 810 Penn 
Ave., Pittsburgh 22, Pa. The frosted branches are avail. 
able from almost any display house and the display 
plaques covered in white velvet or satin can be made 
in the store. 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material 
Sketch A 
Papier mache Christmas carol 
figures 


Source 


Garrison-Wagner Co, 
2018 Washington 





Ave., St. Louis 3, Mo, 


Ferro-Craft, Morgan- 
field, Ky., or local 
display supply house 


Miniature sleigh 


Sketch B 
The Perch—unit for Christmas 
tree display 


James H. Jacobson, 
219 West Seventh St., 
Los Angeles 14, Calif, 


Cherubs Southern Importers 
& Exporters, 200 
Fannin Bldg., Hous- 
ton 12, Texas 
Sketch C 


20 Point Foil Stars Garrison-Wagner Co., 
2018 Washington 


Ave., St, Louis 3, Mo. 


Cones and star pads Make in store 


Sketch D 

Flocked rubber snowmen Art R. Cohen Co., 810 
Penn. Ave., Pitts- 
burgh 22, Pa. 

Frosted branches Local display supply 
house 





Readers desiring information about available display 
materials, catalogs, boxes, etc., should write directly to 
manufacturers. They are listed here for your con- 
venience: 

Allied Display Materials, Inc., 65 Madison Ave., N. Y. C. 
Alsten Co., 715 Broadway, N. A. ree 
American Package Co., 402 Lafayette St., N. Y. C.. ere 
Arrow Mfg. Co., 567 52nd St., West New York, N. J... 
Arden Jewelry one Co., T= S, 3rd, Mt. Vernon, N. Y... 
Austen Display, Inc., 133 W. 19th St., N. Y. C......... 
Buffalo Jewelry Case Co., 329 Broadway, Buffalo, N. Y. 
Cadillac Jewelry Display, 37 Franklin, Buffale, N. Y... 
Caplen Jewelry Display, 19 Carroll St., Buffalo, N. Y... 
Coronet Displays, 14 W. 23rd St., N. Y. C......... nae 
Dennison Mfg. Co., F veudnaean, Mass. . pis Ons 
Display Novelties Co., 114 E. 25th St., N. Y. é. Be te thd 
Electric City Box Co., 795 esd, Buffalo, N. Y.... 
Edwin Freed, Inc., 14 W. 23rd St., N. Y. C.. 

Hanick’s Display Center, 138 S. 3rd Run Phila., Pa. 
Jo-Mart Displays, 549 W. 52nd St., N. Y. G.. 
William Korn Co., 17 Elm St., Buffalo, N. Y.. 
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Leonard Displays, 6804 River Road, Saylor Park, O.... 
Mahan Display Co., 320 W. South, Indianapolis, Ind... 
Maryland Paper Box Co., Baltimore, Md.............. 
Mautner Co., 580 Fifth Ave., N. Y.C................ 
Morel Jewelry Displays, Inc., 38 W. 32nd St., N. Y. C... 
Quaker City Paper Box Co., 12th & Brown, Phila. Pa... 

Royal Pioneer Paper Box Mfg. Co., 1147 N. 4th St., Phils. 
Standard Novelty Box Co., 385 Gawd Ave., N. Y ve 
Stensgaard & Associates, 346 N. Justine, Chtengn, Ill... 
Western Art Co., 1596 York Ave., N. Y. C............ 





Calendar Reminds Customers of Store 
Hours During Christmas Season 


Jeweler Henry E. Blummer, Hazleton, Pa., believes 
everything possible should be done to avoid confusion as 
to store hours during the Christmas shopping period. So, 
when. the local newspaper proposed a special calendar 
that would show graphically the store hours of all the 
community’s merchants, he quickly entered into the agree- 
ment. 











When the calendars were printed, he posted one in his 
door and kept it there throughout the Christmas selling 
season. Others were displayed inside the store and he feels 
certain they were appreciated by his customrs. 

Actually, the calendar fulfilled a need. It was of unique 
design and quite readable. The calendar (as shown above) 
began with November 22, which was a Sunday last year. 
Each day for the rest of the month was included along 
with the hours the store would be open printed beneath 
the date. These numbers appeared in green. On days when 
the store was open late in the evening, the numbers were 
printed in red. 

The plan was worked out by the local newspaper two 
years ago. It has proved so successful that it will probably 
be continued indefinitely. The merchants ran a series of 
newspaper ads, paid for cooperatively, featuring the cal- 
endar. Also included was a list of the participating stores. 
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Ever hear of 
Packaged Profits ? 


House 


delivers ’em 
to your 


If you want to make more money 
call on this magazine. 


Editorial leadership: House Beautiful’s four-color place 
settings each month for years have set the pace in smart use 
of china, glassware and sterling silver. 


Advertising linage leadership: For the past 10 years, 
House Beautiful has led all national consumer magazines 
in China, Silver and Glassware advertising linage! 


Carefully selected market: 85% of House Beautiful sub- 
scribers own their own homes. Their median income is 


$10,000. What they buy influences others. 
MR. RETAILER! 


Here’s how House Beautiful helps you sell... 
+ Pre-sells your best prospects. 
* Offers you FREE attractive counter cards to iden- 
tify your store with the products advertised in House 
Beautiful. 
* Offers you, in advance, “What’s Ahead in House 
Beautiful,” a monthly pre-merchandising package 


containing editorial and advertising phrases plus 
brief product descriptions and selling information. 


MR. ADVERTISER! 


House Beautiful offers you one of the most complete pack- 
ages of merchandising aids available, (from simple post 
cards to elaborate brochures). Complete digest on request. 
If you are not already giving your retailers (and your 
product) the extra sales impetus of HOUSE BEAUTIFUL 
advertising, see your HOUSE BEAUTIFUL representative 


now. Write, wire or phone: 


House Beautiful 


MAGAZINE 
572 MADISON AVENUE, NEW YORK 22, N. Y. + PLaza 1-2100 
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For Over 64 Years... 
the Largest Selections of 


TIMERS 


for Sports and Technical Uses 


AVAILABLE THROUGH YOUR WHOLESALER 





Write for the Latest RACINE 
CATALOG Just Off Press... 
Featuring Fine Timers and 


Chronographs for Every Purpose. 


*® GUINAND and GALLET TIMERS 
*& GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 36, N. Y. 














Gift Suggestions for Christmas 





A large green wreath set the holiday theme for this Christ- 

mas window display of Krasnow's, Providence, R. |. Featured 

in this display was fashionable costume jewelry, which tied-in 

with a proof of a manufacturer's four-color ad in a natienal 
consumer magazine. 


Stop the Holiday Parade 


(From page 120) 


leading department stores. While the few stores on the 
island benefit from the foot traffic between the two de- 
partment stores, we also find it difficult to attract the 
attention of shoppers walking hurriedly to one depart- 
ment store or the other. 

“Our windows are therefore our principle promotional 
medium. And since shoppers in our area are mostly 
women of the upper middle class category, we have 
adapted our windows and our entire merchandising pro- 
gram to meet their needs and shopping preferences. Our 
fantasy windows have been effective as that type of dis- 
play particularly appeals to that group. 

“Our merchandise has also been adapted with that 
group in mind. While we do place special emphasis on 
costume jewelry, it is top quality merchandise with items 
selling up to $50. 


PRICE IS NOT STRESSED 


“We do not cut prices and we do not stress price in 
any of our promotion work. Instead, we try to create a 
desire for the merchandise and to stress the romance of 
the item. Since jewelry is virtually by definition a 
‘romantic’ item, the romantic approach in selling is effec- 
tive. A window that conveys that romance will often 
‘soften up’ the customer and put him in a more receptive 
buying mood. 

‘A rather unusual example of that process was the 
retired college professor who was interested in buying a 
diamond but who had not yet definitely decided to buy. 
Then, last fall, we put in our ‘concert’ window which 
featured miniature figures of a concert performer and his 
accompanist on the stage, with appropriate evening dress 
costume jewelry. The professor studied the window for 
several minutes, then came into the store and purchased 
the diamond he had been considering. 

“He specifically mentioned our window, but it was 
only later that we found he has been a professor of 
music. We also got a letter of commendation from the 
Seattle symphony orchestra association upon that window. 

“Perhaps our most unusual window promotion was 
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our give-away of a dog last October. I conceived this 
idea as a means of getting the attention of the fast-moving 
traffic in front of our store. Putting a dog in a window 
was a bit obvious, perhaps, but what was not so obvious 
was to devise a method of doing so in a manner suf- 
ficiently dignified for our store and trade. 

“We solved that problem by getting a $300 French 
poodle, which we placed in a comfortable cage in our 
corner window. Around the cage was laid out a typical 
park setting, again done in miniature. A ticket on the 
dog was given to every one who made a purchase in our 
store of $2 or higher during the contest. 

“By the time of the drawing at the end of the month 
we found we had given out some 5,000 tickets during the 
month of October. The interest in the promotion ex- 
ceeded anything we had done prior to it, yet it was 
managed in a wholly dignified manner that did not re- 


quire the store to take even one step ‘out of character’.” 


The Best Gifts Of All 


(From page 116) 


local jewelers together and suggested the idea of a jewelry 
supplement in the local newspaper. All recognized the 
wisdom of working together to make the plan a reality. 
The jewelers set up a steering committee to work closely 
with The Hammond Times advertising department. 

Early in October the newspaper was given space com- 
mitments from the retailers. The Jewelry Industry Council 
and The Watchmakers of Switzerland were called upon 
for assistance by the jewelers in supplying interesting 


reading material to round out the supplement. The second 
week in November was the deadline for advertising copy. 











Shown above are some of the editorial pages that were 
used in the 24-page supplement by the Hammond jewelers. 


According to the newspaper’s advertising manager, 
Kenneth V. Peterson, “The Hammond Times runs annual 
Spring and Fall sections on men’s and women’s fashions, 
home building and repairs, back-to-school, etc. The 
jewelry business, we feel, is entitled to the same treatment 
as other business or industries. 
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The modern trend is toward simplicity.. 


oday more and more men are demanding rings of 


simple beauty . . . there is a decided preference for 


perfectly plain mountings that reflect this masculine ideal. 


Church & Company offers a complete selection of 


such rings in 10K and 14K gold, with a wide variety 


of shapes and sizes and many different stones from. 


which to choose—all beautifully simple and 


in excellent taste. 





No. 5116—14K yellow gold ring with onyx stone 
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Watermelon table clock. Choice of colors 
or walnut finish. Retail price $19.50. 
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Spider Web clock. White or black cord, contrast- 
ing hands, birch center. Retail price $25. 





Kite clock. Choice of color combinations. 
Retail price $25. 
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designed by George Nelson, produced by Howard Miller 


@ 


HOWARD MILLER CLOCK CO., ZEELAND, MICH. 
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“Here at The Hammond Times, we feel that by giving 
our readers interesting and detailed information relating 
to the history, tradition, correctiveness of style and wear. 
ing of jewelry, plus other interesting facts of the industry, 
is performing a service. That the jewelers support, with 
their advertising, this special supplement adds to jts 
worthwhileness.” 

In the opinion of Irving Chayken, owner of one of the 
participating Hammond retail jewelry stores, Armstrong’s, 
and Chairman of the Jewelry Industry Council, “There js 
no reason why every small town in America, as well as 
every big city, could not run a similar supplement. Only 
through cooperation on a friendly basis will the retail 
jewelers of America survive. Of course, we retailers can 
be competitive—but in a friendly manner we develop a 
spirit that the average consumer admires.” 








Can You Top This? 


A soldier who visited the jewelry store of A. H. 
Stauffer, Scranton, Pa., was a triple-threat man in 
the use of idents as aids in his love affairs. He had 
identification bracelets from three girls. After re- 
questing that his name and serial number be en- 
graved on the fronts of the three plates, one of the 
following inscriptions was to be engraved on the 
backs of each: Love, Veronica; Love, Irene; and 
Love, Rosemary. 

He was very particular about which bracelet had 
which name because he was currently dating all 
three. When he saw one of the girls, he simply 
changed bracelets! 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Color as a Guide to Gemstones 
(From page 138) 


the common red stones, and red is one of the important 
colors of this mineral. Since it is a standard color, so to 
speak, there is great variation in the shades of red. The 
so-called “pigeon-blood” color of the finest Burma rubies 
is a rich red, intense but not too dark. It has a slight 
bluish cast, when compared with Siamese rubies, which 
are also likely to be darker in hue and yellower in tint. 
Ceylon rubies are often quite a light blue-red, and grade 
into pink sapphires. Since rubies crystallize in the 
hexagonal system, they are all dichroic, but have one 
direction (looking down the long axis of the crystal) 
in which dichroism cannot be seen. In a genuine stone 
this is likely to be looking in the table toward the culet, 
so no dichroism would show on such a table facet. Siam 
rubies, being yellower red, are less dichroic than the 
others, which show a blue-red and a yellow-red in the 
dichroscope. Large rubies are unusual and large or small 
unflawed stones are likely to be synthetic. 

(5) Red spinel is the most valuable shade of this 
mineral, though it is not the commonest even if it is the 
best known. It crystallizes in the cubic system, so it is 
singly refracting and shows no dichroism. The red has & 
characteristic yellow cast which makes it fairly easy to 
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distinguish by inspection alone from corundum ruby. 
Large stones are not common, but large red spinels are 
much more frequent than large rubies. Ruby colored 
spinel is usually freer from flaws than real ruby. 


FEW ARE PROPERLY CUT 


Few ruby spinels are properly cut and are seldom 
made deep enough to bring out their real beauty. The 
natural shape of the waterworn Ceylon crystals lends 
itself best to flat cutting (when maximum recovery is 
the goal) with the result that we do not often see a really 
fine red spinel. The best stones are expensive. In color, 
spinel reds grade imperceptibly into the orange-brown 
group at one end and into the orange pink and pinkish 
amethyst groups at the other. Pyrope and almandine 
garnets are also singly refracting and red, but they are 
usually darker and are always higher in refractive index. 
(See note 11.) 

(6) Rubellite, one of the important colors of gem 
tourmaline, derives its name from the characteristic 
color. Red-tinted tourmalines range all the way from a 
clear pink down to a deep ruby-red and then over to a 
brown-red. It is strongly dichroic, as would be expected, 
with the color in one direction considerably deeper than 
the color in the other. The darker direction is usually 
a bluer red, while the lighter direction is a much lighter, 
yellower (flesh colored) red. It is not, in other words, 
just lighter and darker, there is also a real difference in 
the color. Fine ruby-red rubellites are not common; the 
most likely tint has a touch of brown in the red (Mada- 


gascar) or a strong hint of violet (Brazil and Africa). 
Flaws are usually present in stones of any size. The 
term rubellite was originally applied to the raspberry-red 
Siberian tourmalines and should be restricted to the 
really red examples. 

(7) Topaz will usually be found in a listing of red 
stones, but a real red is so rare that its inclusion here, 
without this note, would be likely to be misleading. The 
writer has seen but one really red topaz, an oval stone of 
unknown provenance, weighing about 71 cts. It is spinel- 
red in hue, but, unlike spinel, shows yellow-red and 
violet-red dichroism. Its greater density is the best 
means of distinguishing it from tourmaline (though the 
specific stone of which the writer speaks also has a 
distinct incipient cleavage crack that would not be found 
in tourmaline). 


SO-CALLED 'RED' TOPAZ 


Most so called “red” topaz, and the gemstones which 
other writers must mean when they group topaz with 
red stones, are either light to deep purplish pink. 

(8) Amber is seldom really red, the chances are that 
anything like a deep red amber is really a plastic imita- 
tion of amber, perhaps Bakelite. We do see an occa- 
sional necklace of such beads, and we also see bright 
red spangles in what appears to be genuine amber. The 
former have always proved, in the writer’s experience, 
to be plastic imitations; the latter may be genuine amber, 
but the red flecks are a later introduction, said to be 
created by heating the beads in colored oil, so that 
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they can crack and let the dye sink in. 

(9) Fire opal is usually more on the red-brown side 
than really red, though opaque, brick-red Mexican opals 
have been found. Fire opals are singly refracting and 
are not completely transparent, always showing a little 
haziness which reduces still more any brilliance that 
careful cutting might impart. The low refractive index 
(immersion in carbon tetrachloride practically eliminates 
all the margins of the stone and makes the outlines nearly 
invisible) makes opal easy to identify, for even glass 
would not disappear so completely in the carbon tetra- 
chloride test. 


CUTTING SYNTHETIC RUBIES 


(10) Synthetic rubies are usually cut with the singly 
refracting axis cutting across the table of the stone, so 
dichroism will be visible in the table facet of such a stone. 
It is not a definite test, but dichroism on the table of a 
ruby suggests synthetic. 

(11) In recent years we have seen repeated reports 
of synthetic red spinel. One such specimen was a perfect 
crystal (Fig. 2) and while not a commercial item at 
present it is interesting to know that it can be made (and 
would be practically indistinguishable from natural 
stones). The challenge of the impossible seems also to 
have stimulated the manufacture of Verneuil-type boules 
of chromium oxide-colored, spinel material. The index 
of refraction of this material is lower than is customary 
with synthetic spinels, and is actually about that of the 
natural material. In color, the described stones range 


from purplish red to red. It is singly refracting, and thus 
distinguishable from the doubly refracting synthetic ruby 
corundums. Synthetic red spinel shows the curving striae 
and the round bubbles of the Verneuil furnace-grown 
boules. However, if it should appear on the market jn 
quantity, it should present no special identification prob- 
lem as long as it has been included in identification liter. 
ature as a possible stone, as it is here. 





Can You Top This? 


After bewildering experiences with lady customers, 
who are notoriously disinterested in mechanical 
things, there is littke wonder that most jewelers con- 
clude that women and watch repairs just don’t mix, 

M. L. Britt of Elizabeth City, N. C., accepted a 
watch from a young lady for repair. It needed quite 
a bit of work to make it run properly again. He knew 
his charge was reasonable but to the young lady it 
was otherwise. 

She said, “But the price is terrible! It didn’t need 
much fixing—it would run a little bit.” 

The watchmaker explained all the repairs he had 
to make. 

Then she asked, “‘Wel!, can’t you undo your work 
and give me back the watch the way it was?” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Window Ties-in with Local Campaign 


During the 1953 Christmas season a committee of citizens 

in Portland, Oregon, conducted a "Put Christ Back into 

Christmas" campaign. They distributed display posters car- 

rying this slogan to some 2,000 business firms. Gene Gayer, 

Portlond jeweler, gave the poster prominent place in a 
window of his store. 








Costume Jewelry Fashions 
(From page 132) 


pretations—expressed in jewelry with colorful scarabs, 
encrusted glitter, rigidly contoured designs, full collar 
necklaces, wide cuff bracelets, dramatic dangling ear- 
rings. 

(5) The popularity of clothing “separates’—matched 
by wave of “jewelry separates”—gives impetus to idea 
of combining bibs, chokers and ropes together for casual 
mix-match effects. 


SHIRTWAIST FASHIONS 


(6) Shirtwaist fashions—clamor for glamorous jewelry 
treatments. Big, bold designs in cuff-links, bracelets, ear- 
rings, pins. Look best worn with lots and lots of neck- 
laces. 

(7) Nudity of necklines—(low, wide, scooped) need 
fill-in bibs, collars and necklaces of every variety. Also 
provide setting for dramatically dimensioned earrings. 

(8) Big collars—call for groupings of glittery pins. 

(9) Simple slender sleeves—help maintain popularity 
of massed bracelets. 

(10) Longer, softer hair-do’s—stimulate new interest 
in earrings of every variety. 

This is a season when women cannot own too much 
costume jewelry and we should let men customers know 
all about its fashion importance with plenty of pre- 
Christmas selling! There is also one more point to 
which we call your attention, and it has to do with your 
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reputation. Fashion promotions of costume jewelry will 
greatly enhance the reputations of retail jewtlon 
women customers. Women place their dollars (for al] 
kinds of merchandise) with those merchants in who 
they have the greatest confidence, and confidence ri 
woman, means being sure she is getting wry 
minute fashion! 





Hoboken Jeweler Opens New Store 


In spite of a diversity of lines, including leather goods 
luggage, electrical appliances and television sets, ens 
is an open and uncluttered appearance at the new store 
of Marcus Jewelers, Hoboken, N. J., shown in the photo, 
The design of the store was centered around simplicity 
and practical merchandising. One of the advantages of 
the design is that all of the various types of merchandise 
are readily seen as the customer enters the store. 





The wrapping unit and the store office are placed at 
the rear and built in such a way that the entire store can 
be viewed, thus permitting sales personnel to pay atten- 
tion to customers at all times. The office for installment 
accounts is also placed at the rear, and customers are 
exposed to all the merchandise on display as they pass 
to the back of the store. 

The store is air-conditioned throughout. The interior 
is done in oak with a light gray and black texture and 
also in pink, which gives the store a warm atmosphere 
and furnishes an attractive background for the many’ 
lines of merchandise. 





Can You Top This? 


A young lady in St. Louis was wearing the first 
watch she had ever owned, but—alas!—it had the 
most peculiar fault. As she explained to Krisman- 
Frey Jewelers, the watch kept wonderful time, but it 
would wind tight in only one direction. When she 
attempted to wind it “backwards” to a tight posi- 
tion, it simply went on winding and winding! It 
never stopped! 

All she wanted to know was “Why?” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit Ut. 
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Looking Ahead—Planning Ahead 


(From page 135) 


confined to the specialty shops. (In most cases, it still 
is.) It is now being gift packaged. Their sales are high. 
It is unfortunate that many dealers are not fashion 
minded, or have such high markups on their novelty 
lines that they do not share this increased volume. 

MEN’S JEWELRY: I can think of no better recom- 
mendation in connection with this than suggest the read- 
ing of the excellent article in the August issue of THE 
JeweLERS’ CIRCULAR-KEysTONE, which I understand is 
available in reprint booklet form upon request to that 
publication. 


LIGHTERS DOWN, SHAVERS UP 
LIGHTERS: Sales of lighters are down, particularly 


in the higher priced lines. At one time, it was one of 
the best gift items for men. But its decline is more than 
made up for by electric shavers. This is one of the fast- 
est growing industries. It will reach over 100 million 
dollars this year. More money is being spent by this 
industry per unit to bring customers to your store than 
anything you carry. Are you sharing in its growth? 
Are you benefitting by the additional traffic? 

I heard a great deal about new trends, super markets, 
discount houses, club plans and many other trade diversi- 
fications. The discount house is the one that is getting 
the most publicity. Their activities are discussed by the 
daily press, trade publications and most recently by the 
leading magazines. Let’s face it. 





It’s true. They exist and will continue to exist. Every 
one is looking to by-pass one another. 

Almost every one is seeking an angle. Some retail 
dealers claim to be wholesalers, and organize a simulated 
wholesale house in order to get a wholesaler franchise 
from some suppliers. Some wholesalers try to by-pass 
the dealers and become a discount house. Some manu- 
facturers play both sides . . . also pick up an occasional 
direct sale, if it is profitable. 

I wish you would check the mortality rate among the 
discount houses. Yes, there are some that are thriving. 
Their number is limited, however. Will they change our 
national form of distribution? I, for one, don’t think so. 
It is very very likely that some mark ups by the regular 
retail channels will come down. And the mark ups of 
discount houses will go up. They must go up, for the 
consumer will not accept the limited service most of them 
now give. 

I believe diversification and confusion existed in one 
form or another in all periods. Dealers—wholesalers— 
manufacturers—and even some trade associations in ours 
and other industries, look for a magic formula. 

It is not my contention that each effort has the magic 
formula for inevitable success, because there is no such 
formula . . . unfortunately. 

Success is a combination of talent, experience, pains- 
taking skill, enthusiasm and proper timing. It will go, 
and only exclusively, to those who seriously work—look 
ahead—plan ahead. 

It can be you. 
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‘World’s Largest Wrist Watch’ Constant Remodeling 


(From page 126) 





allows window displays to carry their sparkle to the 





> Harry still leads street and attract potential customers. There jis ample 
eeeore the TIME Parade! window display space both directly across the front and 


alongside the recessed entrance. The entrance way jg 
wide, permitting a number of shoppers to view the dis. 













if It’s Watch or Clock plays near the door. Through wide, all-glass doors, the 
Service Time window shopper gains a full view of the well-lighted jp. 
SEE terior and is encouraged to enter. 


INTERIOR BRIGHT AND ATTRACTIVE 


The store’s interior is bright and attractive, with light, 
natural finish wall and service cases. All fixtures have 
interior illumination to high-light the merchandise. The 
bright and cheerful lighting is also carried out in the 
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OME iN! See the world’s i i i 
COME INI See the world attractive crystal and china ware department, which js 
largest wrist watch set off by itself at the rear of the store. 

now on display in our 


The painting and decorating that was done following 
the earthquake introduced a new method to change and 
improve the appearance of a high ceiling over the main 
section of the selling area. The high ceiling was effec. 
tively “lowered” by a decorating device which consisted 
a of painting about the upper three feet of the walls and 
| Reon | also the entire ceiling in deep purple. The light fixtures 
were then suspended at a height approximately equal to 
Jeweler Harry W. Yaseen, Chicago Heights, Illinois, ran this th height of the purple border, and a circular collar of 
unusual newspaper ad last August. Planned as a traffic- wall board material was mounted above each light. 
builder, he arranged to have on display “the world's largest Painted in a light color, these collars seem to extend the 


watch." The ad als ted the Yaseen firm's watch a : 
aan: donates. ceiling across the store at that lower height. The deep 
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purple of the ceiling effectively conceals the pipes across 
the ceiling and the old-fashioned ceiling material. 


NO HIGH-PRESSURE SELLING 


A basic idea in the Talcott merchandising program is 
to impress upon all employees that they do not sell the 
customer anything that he does not want and need. That 
still leaves plenty of room for salesmanship, Richard 
Talcott emphasizes, as it is the job of the salesman to 
create a desire for merchandise. 

To enable him to do this, however, the salesman must 
first find out the background information that will enable 
him to suggest the most suitable merchandise. If a cus- 
tomer is shopping for a wedding gift, for example, a 
routine question determines the client’s relationship with 
the bride or bridegroom. If he is closely related or is 
a very close friend, the customer will probably want to 
buy a nicer present than otherwise. The salesperson may 
suggest an item that the customer will be more pleased to 
purchase at $25 than one which he had originally con- 
sidered at $10. In this way the sale is built up, and the 
customer leaves the store in a happier frame of mind 
than he would have if he had taken the $10 gift and not 
satisfied his gift intentions. 

Training its employees for better customer relations 
has brought good results for Talcott Brothers. The firm 
employs 13 people, not including the two Talcotts. Once 
a week staff meetings are held in an upstairs room; coffee 
and doughnuts are served to lighten the formality of 
these gatherings. Sales techniques and problems of cus- 
tomer relations are discussed, and formal courses of in- 


struction have been given at these sessions. Richard Tal- 
cott believes that the meetings have improved the selling 
abilities of most of his employees, and, equally important, 
they increase mutual understanding between the owners 
and the staff. 

One of the leading aspects of the Talcott merchandising 
program is a complete approach to gift wrapping. Rich- 
ard Talcott believes that virtually all merchandise sold in 
a jewelry store is purchased as a gift. Since it is a gift, 
it should be wrapped as one. Therefore, Talcott’s does 
not just make a gesture of gift wrapping, but takes pains 
to use wrapping that the customer will be proud of when 
he presents his gift. Gift wrapping is one of Talcott’s 
principal promotional expenditures and averages a full 
two per cent of gross sales. 


GIFT WRAPPING COSTS 


However, gift wrapping costs are watched closely to 
make sure that they do not get out of hand. Average 
costs for wrapping materials at Talcott’s are seven cents 
for the box, two cents for the ribbon and two cents for 
paper. The percentage cost is higher for the lower priced 
items, such as a cup and saucer selling for $2.50, than 
for a $150 ring. With lower priced merchandise, the 
employees are instructed to use common sense in their 
choice of wrapping materials. 

A unique and additional Talcott service is one which 
is normally provided by banks, but is also one which fits 
in very well with jewelry store operation. This is the 
safety deposit vault system, started in 1882 at the sugges- 
tion of friends of the founder. The present system is a 
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3500 box vault that was installed 25 years ago. The 
vault is located at the rear of the store, with a desk for 
the vault clerk placed in front of it. Small booths are 
provided at the side where clients may examine the cop. 
tents of their boxes in privacy. 

The safety deposit vault is a definite sales-building fea. 
ture, since it is located at the rear and gets customers 
in and around the store, which stimulates them to buy 
more easily and quickly. The vault client is also singled 
out as a prospect “who has something,” enabling Talcott’s 
to get an idea of his potential as a customer. Though the 
investment in the vault is quite costly, the annual rentals 
provide a welcome and steady income over a long period 
of time. This was particularly appreciated during de. 
pression years. 

Thinking of their store as benefiting from a practice 
of continuing improvement and offering special merchan. 
dising services that the customer appreciates have greatly 
helped the Talcotts produce a 80 year record of profitable 
operation. 


The Book Shel 


The Jewelry Engraver’s Manual, by John J. Bowman, 
Published by D. Van Nostrand Co., Inc., New York. 139 pages; 
88 illustrations. Sent postpaid anywhere in U.S.A. by Book 
Department, Jewelers’ Circular-Keystone, 100 E. 42 St, New 
York 17, N. Y., for $4.00. 


A careful examination of this book (the material in 
which was originally published in THE JEWELERS’ 
CIRCULAR-KEYSTONE) shows it to be an unusual among 
books on its subject, in the principle evidently followed in 
its writing. This principle seems to give it the character 
of systematic personal instruction by a good teacher, in- 
stead of it being merely a random collection of practical 
notes on details of the subject. 

Step by step, the learning of engraving is explained— 
first things first, working gradually toward the accom- 
plishment of the reader’s aim to become a competent 
artistic engraver. For, the writing of the book has been 
based strictly upon the course of instruction in engraving 
in use at the Bowman Technical School—a course that has 
been gradually developed out of the experience of noted 
teachers of the art at the school during more than 60 
years. 

Throughout the book, the reader is taught not only the 
“how” but the “why” of each detail of the artistic engrav- 
er’s work. Instead of merely presenting plates of the vari- 
ous alphabets to be copied, this book goes to the creative 
roots of the matter of designing letters, including inscrip- 
tions and monograms. It reveals the “secrets” of designing 
work that has that touch of beauty that is superior to 
ordinary work. 

Not only will this book be helpful to the reader who is 
learning engraving, but it should also help professional 
engravers to improve their work. 

Besides teaching analytically the drawing of the alpha- 
bets in the best varieties of Script, Roman, Block, Gothic, 
Old English, Ribbon, Egyptian, etc., and designing mono- 
grams and ornamental forms of lettering, the book goes 
very thoroughly into the subject of tools. 
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a Apart from the great volume of instruction and infor- full use of the text, the author’s own illustrations demon- 
bt mation in the contents of the book, some details of its strate manipulative positions, tools and equipment. 
“ subject that are of relatively minor importance are ex- Henry B. Fried has taken in account that some watch- 
: plained in the form of a chapter of 118 questions and makers prefer to use a wide assortment of equipment in 
Si answers. performing a particular job at the bench, while others rely 
iene All told, this new book offers a unique opportunity for on simple methods and use as few tools as possible. In 
bu learning engraving by a method that has proven success- showing more than one way to do a job, he makes it pos- 
re ful during many years—a method that has trained many sible for the watchmaker to choose the method most suited 
t's masters of the art who occupy today some of the highest for his individual style of working. 
the positions in the craft. 
tals 
ps Bench Frsetione for bh med ony ag by Henry B. Fried. 
C Published by Roberts ishing Co., Box 7127, Capitol Hill ° 
Station, Denver, Colorado. 272 pages; 300 illustrations. Sent Can You Top This? 
tice postpaid anywhere in U.S.A. by Book Department, Jewelers’ 
we Circular-Keystone, 100 E. 42 St., New York 17, N. Y., for $4.95. The developments in the world of fashion take a 
atly This new book follows the author’s widely-read first ~ a - sho ubcens erage : 
sake : ast Hampton, N. Y., a young lady as jew- 
ble book, The Watch Repairer “ Manual, and was written to eler Ross M. Fanning to "examine a pair of large 
meet the demand for additional information on more rhinestone earrings that she had received as a gift. 
specialized operations in watch repairing. Profusely illus- She complained that they hurt her ears and pointed 
trated and designed specifically for study and reference at to some little sharp points on them as the possible 
the bench, this excellent technical manual covers the fol- ~ ain . saan siesta inca eae 
: ‘ - : : : : r. Fanning examined the jewelry and then ha 
oo subjects: complete a replacing on sullen Ale iia oeemn-aninintin,: Clie anaes 
regulator pins, varlous types of watch screws and how to he informed her, dress clips! 
make them, uses of staking stumps, complete treatise on 
jeweling, uprighting, replacing a barrel hook, repivoting, Write us a note about your unusual business experience 
dial repairs, etc (Literary style is unimportant). $5 will be paid for each 
lan, eee : story published. Address JC-K Editorial Dept., 100 E. 
ses; The book will serve as an up-to-date guide to accepted 42 St., New York 17, N. Y. No manuscripts returned; 
_ and efficient trade practices for the watchmaker, and the all 7 property of a Scag Jeweler’s name and town 
wi incorporation of summary and test questions will enable ES ESS Se OE or a ae ae 
students and apprentices to use it as a text book. To aid in 
, In 
uRS’ 
ong 
. AND N igh quali ice fi 
in OW !. .A high quality WRIST ALARM has Invaded the Low price field 
am 
ical For simplicity in operation of Alarm Watches see the 
66 . 
Better Than a String New Merit TonArist. It's 17 Jewels, Full Lever Movement. 
1 Around Your Finger” 
om- 
tent AVAILABLE IN TWO MODELS: 
_ White Top —S.S. Back #800 $5750 
in 
rth Yellow Top—S.S. Back #801 °595° 
ted PRICES 
60 KEYSTONE 
the . ‘i y © 
“ ; G, Ton Arist 
a _ MERIT £On Aris 
tive 
rip- 
ing 
* to Shock Proof — Unbreakable Mainspring — Non Magnetic 
Adjustable easel stand for desk or night table 
oO 1S e e e 
er Runs 42 Hours With One Winding 
Duo-Tone alarm feature adjusts to loud or soft 
yha- 
Ne MERIT WATCH CO., INC 
yno- ad e 
0es 
630 FIFTH AVE. (Rockefeller Center) NEW YORK 20, N. Y. 
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BUILD PROFITS 


with 


Football Charms 


Disher 


Selling football charms in 
team lots is fine business, in 
Gold Filled, Sterling, or 
Karat Gold. Fisher service 
offers 4 sizes. Orders for 
special engraving can be 
handled easily. Catalog 
available. Sold through 
wholesalers. J. M. Fisher 
Company, Attleboro, Mass. 











LEO THE LION 
IS NOW A LAMB 


Not long ago | accepted an invitation to 
address @ Trade Association. Not being a 
professional speaker, (1 did the best | could) : 
| was pleasantly surprised when | finished, F 
by many people who rushed up to me, congratulated me and told me what 
a fine talk it was. In fact, | was pretty happy about the whole thing. 


But one little woman edged her way forward, stood directly in front 
of me, looked me straight in the eye, and said ‘Mister, | don’t like 
you, | don’t like what you said, and | don’t like the way you said it.’ 
The Chairman of the meeting was obviously shocked and in an effort to 
make me feel better called me aside and said: 


“Look here, Leo, don’t pay any attention to that ignorant woman; 
she has no mind of her own. All she does is repeat what everybody 
tells her.”’ 


Well, | was just thinking, if that woman were a Jeweler and if | 
offered her a 1 carat Diamond worth $500.00 for $400.00, she'd probably 
say, Mister, | like you, | like what you said and etc. So | guess | better 
stick to Diamonds. ; 


Do you need a Marquise, an Emerald Cut; a 2 carat Round Stone, 
carat stones, halves, quarters, any sizes or shapes? Well if you do just 
write me. {| can save you up to 20 per cent. Tell me what price ranges 
you want. I'll send them to you on Memo for your inspection. If you 
like what | send and if you find | can make a substantial savings for you, 
you can buy. If not, you can return the memo. But | believe it will be 
worth your while (and mine) to try me. 


LEO PEVSNER & CO. 
DIAMONDS 


5 So. Wabash, Chicago 3, Ill. 
Phone FRanklin 2-2928 
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‘Feminine Futures’ Display Program 
Promotes Costume Jewelry 


A year ’round merchandising program, which revolves 
around the slogan “Feminine Futures,” has proved an 
effective means of building better-priced costume jewelry 
sales at Slaughter-Straub Jewelers, Belleville, Ilinois, 


my rw Ti, 


Postaire 





The program developed by Mrs. John Straub, whose 
husband is in partnership with baseball star Enos 
Slaughter, is aimed at creating enthusiasm for better. 
priced costume jewelry featured by the store. The leading 
“sales tool” is a display window (above) at the left of the 
store entrance, in which a few carefully selected costume 
jewelry pieces are shown and identified under the slogan 
“Feminine Futures.” 

Mrs. Straub, a graduate of the Chicago Art Institute, is 
much sought after as an expert on table setting, interior 
decorating, etc., and thus her choice of costume jewelry 
is honored by the average customer. In a typical window 
may be displayed four or five pairs of earrings on a velvet 
tree, bracelets, pins and clips. The choice is deliberately 
kept limited, to the extent that the usual window shopper 
will carefully scan every item and respond to the invitation 
“Come in and try it on” which appears on price cards. 

Color photographs are mounted on a placard which 
carries the slogan “Feminine Futures.” Cut from maga- 
zines, manufacturers’ aids, etc., the photographs display 
one piece of costume jewelry, which is duplicated with the 
actual piece on the window floor. 

As a result of this program and rotating displays from 
one to another of a series of small windows, the firm has 
moved the bulk of costume jewelry sales into the better- 
price brackets. 


Watch Repairs Promoted with 
Skilful Signs, Folders and Cards 


Harry Rosenzweig of Rosenzweig’s Jewelers, Phoenix, 
Ariz., believes there are many ways to increase watch 
repair volume. One of his most effective methods of 
supplying the store’s staff of five watchmakers with 
business is a sign on the service counter at the front 
of the watchmaking department. It is often minutely 
read by watch owners because it outlines to their satis 
faction the steps that will be taken to repair their watches. 
The sign states: “What we do in overhauling your 
watch—disassemble and completely check movement; 
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replace worn OF damaged parts; clean thoroughly with 
special solution; clean and polish case and band; re- 
assemble and carefully oil; check accuracy on electric 
timing machine; and guarantee service for nine months.” 
Rosenzweig has found satisfied customers are so im- 
pressed with the sign that they pass along its points to 
potential customers. 


ADVICE ON WATCH CARE 


When each repaired watch is picked up, the watch- 
maker or service manager on duty hands the customer 
a neatly-printed booklet, written by Rosenzweig’s watch 
repair department manager Donald White. Entitled “How 
to Treat Your Watch for Better Service,” the little four- 
page folder points out “Your watch . . . Its life is in 
your hands.” Copy includes a list of do’s and don’ts 
in watch care. Listed under the do’s are “Do wind your 
watch fully every day. (It cannot be wound too tight.) 
Morning is the best time to wind it. Do replace cracked 
or broken crystals immediately to keep out harmful 
dust. Do have your watch cleaned, re-oiled and serviced 
at least once a year. You change the oil of your car 
every 1,000 miles; your watch needs service too.” 

Under don’ts are: “Don’t open the back of the case, 
ever. Don’t wind your watch every few minutes. Once 
a day is enough. Don’t forget to remove your wrist- 
watch before putting your hands in water unless it is 
moisture-proof. If any water touches your watch, take 
to your jeweler at once. Don’t, ladies, keep your watch 
in a drawer with face powder. ‘Powder can filter into 


the movement and stop or injure it.” 

These same points are reproduced on the back of a 
wallet card which has been the most productive of good- 
will of any watch repair department promotion. This is 
a printed card on durable quality gloss cardboard, which 
provides space for listing the movement number, the 
case number of the watch, its make and the Rosenzweig 
store number. The card says, “Keep this card in your 
wallet . . . in the event your watch is lost or stolen, it is 
important that you have the information below for police 
and insurance purposes.” The card is filled in by Rosen- 
zweig’s and is greatly appreciated by their customers. 





Inventory Control... 
(From page 128) 


“The principal thing in any system of this type is to 
tailor it to the exact needs of your operation.” 

In keeping with this advice, Norman’s actually uses two 
separate types of records to control the merchandise in 
the firm’s main store, located in the busy Englewood sec- 
tion of Chicago’s South side. In broad terms, one of these 
methods, using loose leaf binders, covers jewelry mer- 
chandise. The other, kept in a post-index visible record 
system, is used for appliances and other fast-moving allied 
items. 

In the jewelry records, each article stocked is assigned 
a separate control sheet containing 20 lines on each side 
for the listing of pertinent transactions connected with this 
merchandise. 











HERE'S HOW PROFITS LOOK 
10 THE SMART RETAILER! 





FINE JEWELRY 


DIAMONDS 


TOILET WARE 
SILVERWARE 


A COMPLETE LINE 
OF FINE STONE RINGS 
Electrical Appliances 
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Wholesale Distributors 


112-14 Sansom St. ¢ Phila. 6, Pa 
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Toastmaster 1B16 
Super Deluxe Toaster 


You'll see everything you need for profits in the 
A & G catalog . . . because this famous book of 
value has been a source of satisfaction to profit- 
wise jewelers since 1895. For America’s most 
profitable lines . . . backed by over 59 years of 
dependable service . . . rely on Aisenstein & 
Gordon, wholesale distributors of over 50 famous 


lines. 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 














CASH IN on the BIG SWING to 
College-Type HIGH SCHOOL RINGS 


FULL PROFIT * NO INVENTORY 


High school students 
everywhere are switching 
to COLLEGE-TYPE 
RINGS! They want some- 
thing better and differ- 
ent! You can offer this 
great, new market all the 
latest, most modern styles 
- . - shown in our new 
illustrated catalogue, You 
can even order one ring 
at a time! We give the 
fastest service in the 
trade with guaranteed 
customer satisfaction! Be 
ready to CASH IN on 
these BIGGER RING 
PROFITS! 





by 
College Seal 


FREE! 
Send TODAY for complete information PLUS 
free selling catalogue and free counter display. 


COLLEGE SEAL & CREST COMPANY 


Dept. J10 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 
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These ruled forms are divided into columns in which 
Norman’s staff covers each transaction with listings of th 
source of the merchandise; its serial number; the aa 
facturer’s invoice date; a description of the article: is 
stock number; its cost; the selling price; and the annouss 
number of the customer purchasing it. Space is also pro- 
vided for entries of information on periodic jny 
checks. 

The “key number,” listed at the top of each invento 
control sheet is Norman’s index to his extremely sal 
classification system. This coding system has been set up 
to cover at least a thousand separate categories. 

A good example of how this system works can he seen 
in the coding of one manufacturer’s men’s wrist watches, 
The code symbol is BS (B for the first letter of manufac. 
turer’s name, S for strap). Watches selling for less than 
$27.50 would be classed BS/1. A $29.75 watch is keyed 
BS/2, and so on up to BS/8 for watches of that make 
selling for $75 or more. 

All general jewelry merchandise is accounted for in this 
manner, with a separate control form assigned for each 
make of watches and for items ranging all the way 
through cigarette lighters, earrings and including a sepa. 
rate sheet for birthstone rings of every month for both 
men and women. 

As a special precaution which makes for the greatest 
possible control, Norman has set up his system with sepa. 
rate loose leaf binders for general jewelry merchandise 
and for diamonds. 


entory 


CONTROL FOR TRAFFIC, ITEMS 


A completely different system has been worked out to 
control the fast moving traffic merchandise in Norman’s 
appliance department. Here a separate clerk is assigned to 
keep records which are housed in a post-index visible 
record cabinet. 

For merchandise in this department, a separate visible 
record pocket is assigned to control each item stocked. 
With these records kept up to date, Norman, or his 
brother, Alvin Kernis, who manages the appliance depart- 
ment, have a factual picture of the sales potential for each 
piece of merchandise within fingertip reach at all times. 

The best way to keep all of these records up to date, 
Norman believes, is to base information entered on them 
on actual sales tickets. Under the system in use at the 
Norman stores, the owner has a thorough cross check of 
all sales records and also a complete set of information 
for handling any possible customer inquiries or com- 
plaints. 

Norman insists, first and foremost, that all sales be 
written up on a pre-numbered sales slip. Then, as a copy 
of this slip is given to the cashier, an entry for each sale 
is made on a customer account ledger card, posted on a 
National Cash Register bookkeeping machine. This book- 
keeping machine retains a daily total which must balance 
against an adding machine tally of sales slips and also, of 
course, checks with cash on hand. 

With each entry on a customer aécount card, Norman's 
staff enters the key number and stock number of the 
merchandise sold. This forms a definite linkup between 
customer and inventory control records for any future 
question involving the sale. 

The final use of the original sales slips is as a reference 
in posting information on merchandise sold to the proper 
loose leaf books or post-index records. 
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Probably the biggest single advantage of being so thor- 

h about inventory records, according to Kernis, is that 
ye 2 of the guesswork is taken out of buying. Before 
iad out any order, Norman or the responsible depart- 
ment manager makes it a point to check the master record 
for the item involved. On this record he has all sales for 
the merchandise summarized month by month for at least 
two years, with older data available if he feels he needs it. 

It is a standing practice before placing an order to 
examine the sales record for the same period during the 
previous year and also to compare the sales trend of the 
year to date with last year’s. 

For example, in placing a pre-Christmas order, the 
buyer might note that there were 50 sales in a given line 
of watches between October and December of the previous 
year. After noting this fact, he would compare the January 
through September sales for last year and the current 
year. If this comparison established a general upward 
trend of, for instance, 20 per cent, an order would be 
placed for 60 watches. If there was a downward trend of 
10 per cent, only 45 would be ordered, etc. 

The value of this guidance alone, Kernis has found, 
more than offsets the cost of keeping the inventory records. 
However, he emphasizes, there are several other impor- 
tant advantages. 

Norman’s thorough record keeping system forms a 
positive check against pilferage, misplacement or loss of 
merchandise. It is especially valuable for the firm’s out- 
of-town operations, where it makes possible a central con- 
trol which is almost as effective as personal supervision. 

If ever a question comes up regarding the settlement of 


an insurance claim for fire, disaster, theft or damage to 
merchandise, thorough records like these leave no room 
for doubt as to the validity of a jeweler’s statement. In 
Kernis’ career, these records have been important in in- 
surance settlements in at least one major case. 

Finally, this type of record enables the jeweler to sail 
effortlessly through government-imposed red tape. For 
example, when price controls were reinstated a few years 
back, many jewelers were greatly inconvenienced by the 
newly-created paperwork. At Norman’s, it was merely a 
matter of copying figures from records which have always 
been available and in good working order. 





Sign Listing All Repair Services 
Increases Repair Business 


Putting up a neatly-lettered sign in the main display 
window of the store, which lists all of the services that 
the company offers, has built service and repair volume 
by more than 50 per cent in the space of one year at 
K & K Jewelers, Denver, Colo. 

With a sidestreet location, but only a few steps away 
from the busiest downtown Denver shopping area, 
George Kucharik, head of the store, formerly did not 
count too heavily on repair volume. However, he 
noticed that there were more and more requests for 
specialized services. 

He devised a sign, two feet high by 10 inches wide, 
which, in column form, tells even the most casual passer- 
by what services the store operates. Listed are engraving, 











An important innovation by Admarx that is getting an enthusiastic reception 
in all parts of the country! Capitalize on this new fashion vogue by buying — 
promoting — displaying these original scarab watch attachments now! 












“MINEA” — Order No. 283 — $8.50 Key. 





“AMURRA” — Order No. 284 — $9.50 Key. 


| ALL JEWELRY SHOWN ACTUAL SIZE 





‘CHANDELIER’ EARRINGS 
Order No. 2/36 — A smart new 
creation featured at the 
ANRJA Show at the 
Waldorf. $30.00 Key. 


1/20 12K Gold Filled 
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RING SALESMEN 


for our well known better em- 
blem rings, stone rings, and 
mountings for East, Midwest 
and West Coast; non-conflicting 
side line not objectionable, re- 


plies confidential. 


GOODMAN & CO. 


42 W. WASHINGTON ST. 
INDIANAPOLIS 4, IND. 
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and copyrighted 


Ts Za Illustrations: Actual Size 
PS y : ee 
This delightful charm will increase 


your unit sales. Grandmother or 
disc bracelets are not complete 
without this exclusive disc. Family 
names are important. 





Sterling $350 Keystone 
(bracelet included) 
also 14 Kt. and 1/20-12 Kt. G.F. 


SOLD ONLY TO RETAIL JEWELERS 


Walter H. McKenna & Co., Inc. 


PROVIDENCE ® RHODE ISLAND 
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SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 
JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 








jewelry repair, pearl and bead restringing, lighter repair 
optical frame repair, silver and gold plating, small appli. 
ance repair, resetting of rings, general jewelry remount. 
ing, new mountings, diamond settings, compacts repaired 
(including the installation of new mirrors), watch brace. 
let repair, electric shaver repairs, and watch and clock 
repair. 

Results have been surprising, according to the Denver 
jeweler, and the repair department now represents 4 
good part of the store’s profits. 





Dramatic Display and Vivid Sign 
Promotes Watch Bands and Repairs 


A dramatic and extensive display of watch attach. 
ments rises over the watch repair department at Gart. 
ner’s Jewelers, Dallas, Texas. As shown in the photo, 
the customer cannot but help examine the many watch 
bands spread out before him, as he has his watch ger. 
viced. At that time he is open to suggestions and more 
receptive to buying a new watch attachment, either to 
replace the one on his repaired watch or to take advan. 
tage of the latest styles. 





Another watch repair promotion at Gartner’s is the 
sign in the photo. One-day service on watch repairs is 
by no means a novelty. But putting emphasis on it with 
an unusual sign suspended from the ceiling over the 
watch repair department has substantially boosted repait 
volume at Gartner’s. 


Located on one of Dallas’ busiest downtown streels 
and across from the famous Adolphus Hotel, Gartner's 
was not doing the volume which owner Charles Gartner 
felt should be accomplished. 

He realized many of his customers were downtown 
employees who depend upon their watches to make tight 
schedules and could not afford to be without them long. 
Perhaps a larger percentage of the public than had been 
suspected was unaware that one-day watch repairs were 
available at the store. The result of this thinking was 
the sign, made up of silhouette, luminescent plastic 
letters, suspended directly over the watch repair depart: 
ment. Reading simply “One day watch repairs,” the 
sign appears to glow with an inner source of illumina- 
tion of its own. The acetate plastic used picks up light 
from overhead incandescent spotlights, causing not only 
the letters to glow but also the clear plastic strips on 
which they are mounted. Since the repair department 
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directly faces the store entrance, the sign is almost 
always the first thing to be noticed by an entering cus- 
tomer and by passers-by on the street. 

Results have been an average of 25 watch repairs per 
day, representing a sharp increase from the seven or 
eight per day during the period before the sign. 





‘Pennies from Heaven’ 


“Something with which every jeweler has to contend,” 
said Walter J. Grunning, president of the jewelry firm of 
Bernard & Grunning, New Orleans, “‘is the drifting away 
of regular customers. 

“To retain customers on our active list, we recently used 
an unusual direct mail piece. A card enclosed in an en- 
velope carried the heading, ‘Pennies from Heaven.’ In a 
slit at the top was placed a new penny. The copy on the 
card read, “This penny from Bernard & Grunning is now 
worth one dollar. We have not had the pleasure of charg- 
ing your account for a long time. Present this card and 
penny at our store. It will be accepted as $1 on any pur- 
chase of $10 or more. Cannot be applied on payment of 
past purchases.’ 

“Some thrifty people came in to take advantage of this 
offer, but the majority dropped in to comment on our 
unique reminder and to assure us they would call on us 
when in the market for jewelry merchandise.” 





Jeweler Believes Watch Repairs 
Should Be Up Front by the Door 


Watch repairing belongs in the front of the jewelry 
store, according to Joe E. Weaver, owner of Globe 
Jewelry, Durham, N. C. When he remodeled his store, 
Weaver built an attractive watch repair department and 
located it just inside the front door, as shown in the 
photo. He utilized space left between the entrance to 
the display window and the built-out showcases. 





Since the entire store is done in dark-stained plywood 
paneling, the watch repair department has this same 
paneling carried across the front with matching wood 
columns for support. It is open at the top for customer 
service, and ample space has been left at the bottom to 
permit air circulation in hot weather. An attractive 
colonial light is suspended from the ceiling in this area 
for decoration. 
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ODD SIZE MOVEMENTS 
All Steel Water Resistant Men's and Ladies’ Watches 


Watch Importers 
PLaza 7-7586 


580 FIFTH AVENUE NEW YORK 19, N. Y. 























JEWELERS’ INSURANCE 





1954 = 
Newly Reduced Rates for the 
JEWELERS’ BLOCK POLICY 


bring this comprehensive insurance pro- 
tection for jewelers into sharp focus as a 
necessity for the financial security of your 


business. ~ nro . 
: Standa de 
. ° OVC 
It is available through the =. 


local insurance agent and broker of your choice. 





Inquiries to us for complete information are 
welcome. 


COMMERCIAL UNION - OCEAN GROUP 


INSURANCE SINCE 1714 
@ Specialists in insurance for the Jewelry Trade @ 


New York 16, N. Y. 
One Park Avenue 175 W. Jackson Blvd. 

Atlanta, Ga. San Francisco 4, Calif. 
1438 West Peachtree St., 315 Montgomery Street 


Los Angeles 5, Calif. 
610 Shatto Place 


Chicago 4, Illinois 


Commercial Union Assurance Company Ltd. 
and Affiliated Companies 
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St. Joseph of Copertino 
Flying Medallion 


designed by C. Paul Jennewein 





This medallion, not limited to a single creed, and made fam- 
ous during World War II asa special guardian of air travelers, 
is available again for the first time since 1946. 
Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 
S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 
S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 

@ Write for price list @ 


AIRBORNE MEDALLION CO. 


104 East 56th St. New York 22, N. Y. PL. 5-4818 














Now, the prestige of YOUR OWN Imprinted String Tags of 


capa gn pe FOIL 


that cost no more than ordinary imprinted tags 


Spat TAGS 


i outstanding 
1 all sizes, add 


ly allacned 
d with free 


WATCH BAND TAGS 


n metallic or plastic . . . imprinted 
with your own identifications. 


HED to the FINEST JEWELRY in AMERICA jewelry tags by 
CROWN assure you the finest craftsmanship and prestige. 


ARCH CROWS 


277 Halsey St. Newark 2, N.J. 
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Your Extra Help 


(From page 103) 


oldest and most respected trades. As one in the jewelry 
business it is your privilege, etc.” 

The material in this booklet recognizes practical limi- 
tations of temporary part- -time help. For example, the 
first “capsule course” is on the selling of diamonds, 
This is not titled with a bookish heading which would 
frighten the beginner. Rather, it is headed, “A Diamond 
is Forever”— a heading such as the new clerk might 
find on an article in a consumer publication. It js in- 
triguing. It starts with something the lay reader can 
“understand and believe.” This, as with all the other 
“chapters,” recognizes the limitations of the novice. For 
example, the capsule course on diamonds has an illus. 
trated subhead which says, “On that little tag attached 
to each diamond ring and on the inside shank of the 
ring itself, you will find a wealth of information. Tel] 
it to the customer—BUT, if he wants to get ‘technical, 
you better be ready and call for the assistance of more 
experienced help to take over the sale.” 

The reading matter on this subject is informative with. 
out being awesome. The newcomer is advised of the 
quality factors which determine the value of diamonds— 
information which should be transmitted to the cus. 
tomer. 

For example, carat weight is explained. “But,” the 
newcomer is told, “size is only one of the factors de. 
termining the value of a diamond. The others are cut 
or make of the gem, the color, and the clarity of the 
diamond.” The article goes on to explain in simple de- 
tail just what these are. 

The diamond selling “course,” like the other “courses” 
in this booklet, is easily digestible, easily understood. 
It is designed to inspire confidence in the newcomer, 
confidence which will be conveyed to the customer. 

So, clip the coupon appearing on page 103 and send 
in your order for booklets today. Do it now! When 
your extra holiday sales help report for work you can 
capitalize on their enthusiasm by immediately turning 
over to them these instructive “capsule courses.” Copies 
are available at 50 cents each. Requests should be sent 
to JEweLers’ CircuLar-KeysTonE, 100 E. 42nd St., New 
York 17, N. Y. 





Wrapped in Beauty 


(From page 112) 


dings, showers, birthdays, etc. In addition, the rack 
makes a handsome display. 

Of course, the dramatic feature of modern gift wrap- 
ping is the glamorous bow. It lends that extra elegance 
so desirable in gift wraps. Taffel Bros., Inc., New York 
City, a gift wrapping paper and vihbvon specialist, has 
originated its own “Taffel Touch” bow. Instructions are 
available from the company on its most popular bows. 
For the Christmas season, Taffel Bros. has created sev- 
eral new and exicting ribbons and glamorous wrapping 
paper. 

Another firm known for its attractive ribbons and bow 
creations is the Minnesota Mining and Mfg. Co., of St. 
Paul. One of its comparatively new developments is 4 
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ribbon called “Sasheen,” which is described as versatile, 
qame-resistant and crush-resistant. Color selections in- 
clude 12 varied hues. 

Now, if you can’t tie a bow, Minnesota Mining has a 
machine that forms the “Magic Bow,” using “Sasheen” 
and “Decorette” brand ribbons. Called the “Magic 
Bow Tyer,” it literally cranks out pre-fab hanks for 
pom-pons at better than 150 bows per hour. 

The Dennison Mfg. Co., Framingham, Mass., nation- 
ally known for its extensive line of gift wrapping mate- 
rials, has published a comprehensive consumer booklet 
titled, “How to Gift Wrap.” This booklet is well illus- 
trated and easy to read. It offers in detail instructions 
for all types of gift wraps. 

From the foregoing it is obvious that gift wrapping 
has been reduced to a simple science that any jeweler 
can apply. Installing a gift wrapping department no 
longer requires a big investment in cash—difficulties in 
ordering supplies—nor special skills. 

Without gift wrapping the retail jeweler fails to per- 
form a needed and appreciated service. If you want 
further details, contact your gift wrapping material 
wholesaler or any of the following manufacturers: 

Art Paper Co., 43 W. 47th St., New York. 

Burlington Mills Corp., 26 W. 40th St., New York. 

Chicago Printed String Co., 2300 Logan Blvd., Chi- 
cago 47, Ill. 

Dennison Mfg. Co., Framingham, Mass. 

Hy-Sill Mfg. Co., 225 Fifth Ave., New York. 

Minnesota Mining & Mfg. Co., 900 Fauquier Ave., St. 
Paul 6, Minn. 

Orchard Paper Co., 3914 Union Blvd., St. Louis 15, 
Mo. 

Pictorial Paper Package Co., 232 S. Lake St., Aurora, 
Ill. 

Republic Ribbon & Bow Co., 141 W. 28th St., N. Y. 

Taffel Bros., Inc., 95 Madison Ave., New York. 
William Wright & Son, West Warren, Mass. 








Jewelers’ Circular-Keystone'’s 29th annual report on the 
diamond industry is now available in booklet form at 50 
cents per copy. ; 
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IMPORTED 


HECO 


8-DAY 
WALL 
CLOCK 


#100-123 


$28 KEYSTONE 


Beautiful gen- 
uine walnut 
wall clock with 
antique finish. 
Finest 7-jewel 
movement, 
raised gilt 
numerals and 
convex glass 
bezel. 94%” 


Diameter. 


SEND FOR 
NEWEST 
CATALOG AND 
PRICE LIST 


HENRY COEHLER CO., INC. 


Importers of fine clocks including Cuckoo Clocks, 
Westminster Chimes, 400-Day Clocks, ATO 1000-Day Clocks. 


10! FIFTH AVENUE, NEW YORK 3, N. Y. 
ILL. 


1524. MERCHANDISE MART, CHICAGO, 





of 


» 





Sold Only Through 
. Authorized Dealers! _ 





/ 


ARLEN 
TROPHIES 

STEP-UP 
STORE TRAFFIC! 


JEWELERS EVERYWHERE REPORT: 





-..80 get a basic 
stock of America’s 
most beautiful and 
popular trophies... 
by Arlen. Our new 
General Catalog shows 
Scores of sports figures in 
walnut woods, marbelette, a 
gem-like plastic, and “Rich-Glo” figures. 
Our brand-new Onyx and Black 
and Gold Italian Marble Catalog 
brings your customers the ultimate in trophies! 














ARLEN TROPHY CO., INC.  : 
50 Gold Street, Brooklyn 1, N. Y. 

Please rush me FREE Genuine Onyx and General Catalogs 
NAME 

FIRM NAME 

ADDRESS 

city ZONE STATE 
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Flex-Let's "Fleetwood" has imported Cal- 


cutta lizard in brown or tan framed 


in 


yellow gold-filled tops which are sepa- ° 
rated, giving an "open look." With stain- 


less steel backs, $11.95 retail, F. T. 


A smart design from Hamilton's new line 
is the "Colleen" for ladies with a 10K 
gold case and I7 jewels. With the cord 
the Colleen is $82.50 retail. With metal 
bracelet, it is $89.50. Prices, F. T. I. 


The Longines "Comet," an automatic model, 
is water-resistant and shock-resistant. In 
a gold-filled case, with an _ alligator 
strap, $92.50 retail, F. T. I. From the 
Longines Award of Honor Automatic series. 


One of 8 new ladies' watches featuring 
self-winding is the Lady Bulova "C" with 
17 jewels, a yellow gold-filled case, ex- 
pansion ‘bracelet. Also anti-magnetic and 
shock-resistant. No. 675, $71.50. retail. 


Shaped styles in automatic watches are re- 
flected in the new dress models of the 
Gruen Autowind line for fall. One is the 
Autowind "Cadet'' with gold-filled case 
and textured dial at $65 retail, F. T. I. 


They re 


. They're yours 





These two Lady Elgins have 21 jewels and 
14K gold cases. The "Lindale," left, is 
square cased with round crystal, at $85 
retail, F. T. |. The "Amber" at $75 re 
tail, F. T. 1|., has fan-shaped endpieces. 


The Sandoz "Thinnest" watch by Shriro 
Watch Inc., 276 Fourth Ave., N. Y. 10, 
features a newly developed extra thin 
11/2 ligne movement in a stainless steel 
water-resistant case. Retails at $49.75. 
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This ladies’ automatic watch by Waltham 
has 17 jewels, a full 360° rotor, modern 
sunburst dial with combination gilt and 
luminous figures, and is water and shock- 
resistant. Retails at $71.50, F. T. I. 


Semca's "Royal Convertible’ alarm clock 
with luminous dial closes for travel and 
opens for use. 30 hour, 7 jewel movement, 
about $19.95 retail. 4!/g" long when it 
is closed; ladies' model is only 3 3/16". 


f 4 pte 
hee ce 
@ 
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"Mardi Gras," No. B-I1, top, is a iadies’ 
band, 1/20 10K yellow gold-filled, Eton 
Jewelry Co., 56 W. 45 St. N. Y., $3.50 
Keystone. Bottom, same band with ends for 
sport watches; also in stainless at $2.80. 

















Gemex's "Mainline," for men, described by 
the company as "revolutionary,"’ has wide, 
flat links that slide apart on an inner 
band. Features original styling in white 
or yellow gold. $12.95 retail, F. T. |. 


A calendar rotor watch by Seth Thomas is 
self-winding with full 360° winding, a 
concealed crown, luminous raised figures 
and lapped water-resistant case of stain- 
less steel. No. 7141S retails at $62.50. 


f 
See ei I ti ay 





Mido's “Senorita” is a self-winding and 
water-resistant watch in 10K gold-filled 
case with stainless steel back and sweep 
second hand. $89.50, F. T. |., distrib- 
uted by Louis Aisenstein & Bros., N. Y. 


The "New Huntington" by Sessions is like 
a rosette in wrought iron. With exposed 
hands, it has a dramatic clock face, is 
12" in diameter and the dial is in black 
or white. No. 7-TM-66 is $8.95 retail. 




























This charm, shown enlarged, by Walter H. 
McKenna & Co., 700 Prairie Ave., Provi- 
dence, permits engraving family name on 
its back. For disc bracelets, in sterling 
silver, $3.50 Keystone (with bracelet). 


Reed & Barton's "Silver Sculpture” is a 
sterling pattern that is not applied but 
is sculptured from the metal. Has place 
spoon for soup, cereal and dessert. Six 
piece place setting, $32.50 retail, F. T. |. 


Arabesque jewelry from Spain is made of 
solid brass, heavily gold plated. Pin, 
No. 537, is $1.50 Keystone and bracelet, 
No. 1015, $3.50. Imported by J. F. Bard 
Co., 220 W. Locust St., Chicago 10, Ill. 








“Today" is a new stainless contemporary 
pattern by International Stainless with a 
lustrous velvet finish that is scratch-resistant. 
Five piece place setting is $8 retail and 
six piece place setting retails for $9.25. 


A new Rosary locket by Catamore Co. is 
rhodium plated, with a miraculous medal 
mounted on the cover. Inside is a ster- 
ling silver Rosary in one compartment, the 
other is free for the user. $4.50 retail. 





Theyre 


. They're yours 








Wallace's “Wishing Star" in "Third Dimen- 
sion Beauty" sterling, a modern pattern 
designed by William S. Warren. The six 
place setting with luncheon knife and 
fork is $29.75 suggested retail, F. T. |. 


This new and exquisite matched bridal set 
has 49 diamonds mounted in 14K yellow or 
white gold. The bridal set is priced to 
retail at $99.50, and is available from 
Lieber & Lerner, 305 E. 47th St. N. Y. 
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"Studs" are 18 types of animal heads to 
put on gunstocks to record hunter's kills. 
10K gold, $3 suggested retail, F. T. I.; 
sterling silver, $1.25. By R. J. Coffey, 
1104 Main Avenue, San Antonio 2, Texas. 


This desk Lazy Susan, with seven compart- 
ments for small supplies, comes in green, 
ted, brown or wine, and has dust-proof, 
hinged lids. $5 suggested retail, London 
Leather Novelties, 40 W. I7th St. N. Y. 
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This Morse “Flo-Ball" ball point pen is 
style No. 1001 and has gold-filled cap 
and barrel, exquisite chasing and dark 
maroon plastic wear band. It is $10 re- 


tail, Flo-Ball Pen Corp., Holland, Mich. 


The “Lighter-Watch" combines a 17 jewel 
watch and lighter, which winds the watch 
as it is flicked. Distributed by Eclydo 
Corp., 35 W. 3rd St., N. Y., pocket and 
table models retail from $29.50 to $200. 








Ronson “Decor table lighter is in jew- 
elers bronze and is adaptable to any room 
by merely switching the swatch of fabric 
beneath the lucite in the lighter to one 
matching the room's decor. $12.50 retail. 





This mahogany colored Craftsman billfold 
with removable passcase comes in a maroon 
and gold metal re-use jewelry box with a 
rayon satin lining. It is No. 35-060 by 
1. Smallman & Sons Co. and is $5 retail. 





The “Budget Chest" holds silver service 
for 8, is walnut finished with simulated 
leather top and is lined with blue tar- 
nish-resistant duvetyn. $4.50 suggested re- 
tail, Pilliod Cabinet Co., Swanton, Ohio. 








Something new in fine cutlery... 


INTRODUCING NEW 
CARVEL HALL nn. nas 
STEAK FORKS 





ideal companion piece for 
ever-popular Steak Knife. 


e Matchless Quality 
e Endorsed by Emily Post 


e Unconditional Guarantee New companion piece doubles 


e Nationally Advertised ’ 
e Over 100 Sets from $6.50 to $145.00 to ’ 
eo ns profit impact of Carvel Hall Line 
ete Overnight this fast-selling line is twice as profitable. Why? 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now . . . who 
buys one later . . . automatically becomes a red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 
Order early. The supply is still limited. Just another reason 
why Carvel Hall Cutlery is the world’s finest and fastest- 
moving cutlery line. 


DEALERS: Write or phone for name of your nearest Carvel Hall Distributor 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND — 
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CHINA, GLASS, FLATWARE 
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the Perfect Place Setting! 





la 


Geta Cerspoon | snotver 
| Ka "a Saving Price Heirloom Sterling 


“First” 








Lasting 


Stanton 
Hall* 





Featured in top-selling 


Dena Ree 


q the original Heirloom Sterling’s “‘first”’ 
_ that made sterling history 





pieces! 


A perfect place setting—and a perfect formula to increase the sales in 
your Sterling Department! It’s Heirloom* Sterling’s revolutionary new 
7-piece place setting! Another Heirloom Sterling “‘first’”—with four 
powerful extra sales producers: 

Extra teaspoon—a boon to any hostess! Saves her spoon-washing 


between courses at meals—gives her a double supply of spoons for after- 
noon tea! Your customers will love the idea. . . 


At a “special dividend” price, too. A strong bonus appeal. The extra 
spoon is included at the price of only $2.25! The whole 7-piece place 
setting—only $29.75. 

Choice of spoons! Your customer may substitute an iced-tea spoon for 
the cream-soup spoon in the new 7-piece setting at no extra cost. 





Choice of butter spreaders! Now—your customer can have the 
luxurious hollow handle spreader at the same price as the flat handle 
spreader—another Heirloom Sterling “‘first’’! 


Yes—four strong sales “firsts” to help you sell the new 7-piece place 
setting in all the famous Heirloom patterns—including DAMASK ROSE*, 
the best-selling rose pattern of all time! 
Add to it. . . Heirloom Sterling’s new high-power national advertis- 
ing and merchandising program—Heirloom Sterling’s new profit 
structure—and you'll find the formula for the highest profit on any 
leading sterling line for YOU! 


{For most Heirloom patterns. Extra-heavy Stanton Hall, slightly higher. 


Herloon Sobg 


*Trade Marks of Oneida Ltd; 























‘Dimes Are Dynamite’ 
During This Jeweler’s 


Silverware Promotion 


“I 

-Day” is a well-known term that origi- 
nated during World War II; it is still used in conversa- 
tion today, particularly by former servicemen. Taking 
this popular term and giving it a new significance to help 
him increase silverware sales was the idea of Rudolph 
Schindler, owner of Schindler’s jewelry store, Sioux City, 
Towa. 

Cited by the Brand Names Foundation in the Spring 
of last year as “Brand Name Retailer of the Year” in 
the jewelry store field, Schindler officially launched a 
42-day “D-Days” silver promotion on October 18, 1953, 
to activate sales of sterling and plated flatware. During 
the previous week he ran a series of small teaser ads 
which showed a photo of a 10 cent piece; the only 
copy included in the ad was, “D-Days start Monday! 
See Schindler’s Sunday Announcement.” 

On Sunday, October 18, the Schindler firm broke the 
promotion with a full-page ad in The Sioux City Journal, 
giving its new version of the term “D-Day.” The “D,” 
the ad announced, means “Dime.” Showing 26 different 
sterling and plated flatware patterns, the copy read, 
“Now—for only a dime you can set your table with the 
fine silver you have always longed for. A dime down 
takes home your selection.” 

From that date until November 25, the day before 
Thanksgiving, Schindler’s ran a daily ad in The Sioux 
City Journal promoting its “D-Days.” Whenever pos- 
sible, the firm included a coupon in its ads for mail 
orders so as to accommodate customers in the farm 
rural area. 

During this 42-day, concentrated promotion of silver- 
ware, Schindler resorted also to television advertising 

(Please turn to page 195) 
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Schindler's 'D-Days' silverware 
promotion was held last Fall. 
Campaign was launched with a 
full-page newspaper ad (above). 
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Three big “stainless” months... 


This October, November and December, big- 
gest gift-buying season of the year, can be your 
record-breaking season for the fastest-grow- 
ing, top-profit line of stainless steel flatware— 
the International line! 

Because International has scheduled the 
most exciting big advertising campaign in the 
industry —to appear each month this fall, in 
two of the nation’s large-circulation magazines 
— Ladies’ Home Journal and Holiday! 


IN OCTOBER, a dramatic full-page 
ad will introduce the modern ,‘‘ NEW 
DAWN” pattern, along with other popular 
International designs, in many price ranges. 


IN NOVEMBER, a full-page an- 

nouncement ad is set to spotlight an- 
other beautifully crafted stainless pattern by 
International—‘‘ TODAY.” 





BIG INTERNATIONAL 
ga\ STAINLESS ADS TO 
e/ BOOST YOUR FALL 
~ BUSINESS!!! 








IN DECEMBER, a special double- 

page ad in Ladies’ Home Journal and 
a 2-color ad in Holiday dramatize the wide 
selections of patterns and price tags, and create 
substantial extra gift volume for International 
Stainless stores. 


It’s the biggest campaign in stainless steel 
this fall! Make it YOUR OWN campaign by 
planning now for tie-in newspaper advertising, 
display and promotion. Your International 
Stainless representative has a complete new 
package of store merchandising aids. Or, write 
direct to The International Silver Company, 
Meriden, Connecticut. 


International SZ 


Mastercrafted in Steel by The International Silver Company 
Meriden, Connecticut 


















PROMOTION 


by HAZEL PALMER 


Partial view of attractive basement gift department converted from a former stockroom. 


A Giftwares Department Goes Underground... 


... and proves to be a stellar move 


SEVENTEEN years ago the owners of Jones 
and Frasier Jewelry store in Durham, North Carolina, 
decided to try out a gift shop in their basement. Its suc- 
cess has been more than satisfying and the profits have 
increased steadily through the years. 

Before the gift shop went in, the entire basement, mea- 
suring about 75 x 20 feet, was used for stock. It was 
found that by careful planning and arrangement, the 
stock could be carried in a 25’ x 18’ space. This left 
the remaining space for a sales room. They were then 
able to bring down their crystal, glass and china making 
more room on the main floor and increasing the stock of 
the entire store. Many gift items not previously carried 
were added. 

Because the stock room is now a compact area with 
bins and shelves from floor to ceiling on one side and 
one end, it is essential for the clerks to be thoroughly 
familiar with it. To assist salespeople, a small place card 
or tent stands in front of each grouping in the store 
displays. This gives the brand name on the front, and 
on the back is printed the bin number, shelf, or cupboard 
where the item or pattern can be found. 

Even with this arrangement, it is well to know without 
looking where popular items are kept and how to find 
the particular bins or shelves. Mrs. Louise Green trained 
herself and other employees who came later, to practice 
finding things when the store is not busy. It is now 
their custom to pose problems for new employees. An 
experienced clerk will ask for a certain pattern in a 
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certain line of china or glass. The trainee will then lo- 
cate it first in the store, and then in the stock room as 
though she were waiting on a customer. This practice is 
continued regularly and systematically until a new clerk 
can go straight to any item. 

After this part of the job is thoroughly learned, the 


(Please turn to page 195) 
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Space above wrapping counter is utilized for tray display, 
and impulse sales for these well-placed items are frequent. 
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WIN A TRIP TO ROME! 


For the best window display 
featuring SILVER SCULPTURE— 


. Reed & Barton will award a trip 
ER 


to Rome... for two! Every store 


has equal chance to win! 


Big stores! Little stores! Reed & Barton gives 
everybody an equal opportunity to take 

FirsT GRAND PRIZE in this exciting window 
decorating contest. You can win a Round-Trip 
for Two to Rome, Italy, with all expenses paid! 
Overseas flights via luxurious LAI, 10 days in 
beautiful Rome as official guests of the city 


aes 
at famed Hotel Excelsior. 


pve MORE BIG PRIZES 


SECOND GRAND PRIZE will bea 
= ti service for 8 in “Silver Sculpture” sterling. 
ne THIRD GRAND PRIZE will be a 


dedi service for 6 in “Silver Sculpture” sterling. 


1, the And more than 20 other valuable prizes will be 
awarded. Group breakdown by city size gives 
each store a chance to win. 


MORE SALES FOR YOU, TOO! 


Take advantage of Reed & Barton’s “Silver 
Sculpture” contest. Decorate your store window 
with this dramatic new sterling pattern. You'll find 
customers flocking in to see it, and to buy it! 


HURRY! CoNTEST CLOSES NOVEMBER 15TH. 
Take a photograph of your decorated window 
and mail it to Reed & Barton, Dept. JC, 
Taunton, Mass. Do IT Topay! 


REED & BARTON 


Silvermasters since 1824 
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MERCHANDISING | 


by MILDRED S. SULLIVAN 


All merchandise in Grube's "Gift Cellar" is displayed on open shelving. 


New giftwares department aids in 


Pulling Out of a Sales Plateau 


- since William C. Grube established 
his jewelry business in Apponaug, R. I., in 1940, the 
business had enjoyed a steady and substantial growth. 
Then came the time when it struck a sales plateau. While 
the business was increasing, it was doing so at a very 
slow rate. From Grube’s years of experience working 
in various jewelry stores and later working throughout 
the East setting up jewelry departments, he knew that a 
healthy business should be growing at a much faster 
rate. 

He analyzed his situation thoroughly. Good store 
traffic had been established, with the store the third 
largest utility bill collector in Rhode Island for telephone, 
gas and electric services. The store had been reasonably 
well advertised, using newspaper copy and considerable 
radio advertising over three stations which cover Provi- 
dence and all surrounding cities and towns in the state. 
On one station there had been the popular Kent County 
Reporter, featuring local news. For all radio commer- 
cials, tape recordings had been made at the store, pub- 
licizing all merchandise lines and services. 

Studying statistics about his city, he found it was rated 
the sixth fastest growing community in its category in the 
United States, that it was highly diversified as to indus- 
trial employment, that employment conditions were good 
and that the population had grown very rapidly because 
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of the general city-to-suburbs trend. While the city itself 
has a population of about 50,000, comprising 13,600 
families, the store draws business from many surroun¢- 
ing communities as well as from the thousands of sum- 
mer colonists. 

“My conclusion was that the business needed expan- 
sion,” Grube stated. “We decided to eliminate major 
appliances and take over the entire basement for a major 
expansion of the gift business. We called it Grube’s Gift 
Cellar, using the popular terminology of New Englanders 
who generally refer to the basement as a cellar.” 

From then on the business has shown a substantial 
growth, with the rate of increase still on the upward 
trend. The gift business increased 250 per cent, jewelry 
40 per cent and repair services 30 per cent. Some spe- 
cific merchandise lines, such as costume jewelry and 
electric razors, doubled in gross volume of sales. 

The number of unit sales has shown a very large in- 
crease, many new customers have been obtained, the 
store’s territorial coverage has been expanded, and its 
prestige has been greatly improved. During December, 
it required nine sales persons who wrote an amazing 
volume of business; during January and February, 
business continued its increase. 

“In this 25 by 60 foot Gift Cellar,” Grube noted, “we 


(Please turn to page 196) 
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Mr. Turner discovers a market 


Mr. W. E. Turner’s a wide-awake retail jeweler who’s discovered the big 


teen-age girl market right in his own home town, Newberry, South Carolina. 


One glance at Mr. Turner’s window (see above) shows he’s discovered 
Seventeen too. One look at his sales figures shows he’s put Seventeen’s power 
to work—helping him sell silver and high-priced table accessories to girl 


graduates and their gift-giving parents and friends. 


As Mr. Turner puts it, “this is the second year we’ve used this plan (a win- 


dow display built around Seventeen) and it has worked wonders—this year’s 


girl graduate sales were even bigger than last year’s !!” 


Mr. Turner is typical of smart men in the trade who’ve found it pays to go 


after the rich teen-age market. 


How about you? 


The.one magazine that dominates the fast-growing market of teen-age girls. 
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(FITS UNLIMITED... 


for Weather-Conscious Men 


Every male is his own weather forecaster. Dur- 
ing last year’s holiday season Zell Bros. promoted 
weather instruments in windows and newspaper ads. 


L, Is surprising how many men are weather- 
conscious and enthusiastic about weather instruments: 
barometers, humidity indicators, indoor and outdoor ther- 
mometers, etc. 

Catering to this large group, Zell Bros., Portland, Ore- 
gon, have a special department devoted entirely to weather 
instruments and binoculars. Head of the department, Dr. 
Milton Zell, optometrist, gives as meticulous attention to 
the buyer of a modest $5 thermometer as to a luxury 
“gadget” that approaches the $200 mark. 

Like the other four first-floor departments of this beau- 
tiful jewelry store, the optical section may be entered 
directly from Morrison St., or through other connecting 
departments. The right of the corner location is given to 
customers’ fitting tables and display cabinets of the optom- 
etrist. The left wall has open, lighted, built-in cases show- 
ing barometers and kindred instruments. 

Showroom for the weather instruments and binoculars 
is entered through an open doorway at the left rear of Dr. 
Zell’s office. Here is a weather prophet’s heaven: walls are 
decorated with the instruments, many of them mounted in 
beautiful woods. The walls are of stained wood and form 
an appropriate backdrop. Display fixtures are suited to 
showing each item separately and to best advantage. 
Binoculars are as varied as the weather instruments. 
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MERCHANDISING 








The Easy Way to Shop 
at Zells’ Optical 


Zells’ are members of the Oregon Crédit Plate 
Association . . , your charge plate from any 


Portland store automatically opens am account. 


“Last Minute” Gift Inspirations 





dark grey or wory. What « 
value at 610.00 


ZEIL BROS 











by MABEL C. OLSON 


Pedometers are also offered. Opera glasses are a feature 
of Zell’s optical department, fitting in naturally with other 
seeing aids. 

Four windows are available to this department for dis- 
play. During last year’s holiday season, three windows on 
Park Ave. featured binoculars and barometers as gift sug: 
gestions, while the Morrison St. window combined a show- 
ing of “fashion-right” spectacles and opera glasses. One 
presented weather instruments alone, another binoculars, 
and the remaining window combined binoculars and eye 
glasses. 


(Please turn to page 199) 
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hard sel I. Selling is get- 


ting harder. So jewelry advertising 


must work harder, too. What does 
that mean? For the thoughtful, it 
means getting closer to more real 
prospects and talking to them in the 
right place, at the right time—and 


for long enough. There’s no better 








way to do that than to talk from 

the pages of The —_ 
Saturday Evening 
Post.” It gets to the 


heart of America. 
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New "Garden" design in Rorstrand dinner- 
ware and ovenware from Sweden is shown 
here on a casserole to retail at $6.50; 
handled pan, $4.50; gratin dish, $3.50. 
From Fisher, Bruce & Co., of New York. 


"Silver new "Transitional" de- 


Thistle," 


sign in Franconia china, in white, gray- 
green, yellow, with platinum trim; 5-pc. 
setting about $6.95. Late October stock 
from Herman C. Kupper, Inc., of New York. 





Table-Top Fashions 





This new jam jar set is in the popular 
“Damask Rose" pattern of Heirloom ster- 
ling silver with matching spoon and crys- 
tal jar; it may retail at $7.95, tax in- 
cluded. By Oneida, Ltd., of Oneida, N. Y. 


New 8-piece filigree cocktail set with 
openwork chrome bases with removable in- 
serts in crystal, chrome-plated shaker and 
engraved tray; retail $17.95. Made by 
United Clock Corp., of Brooklyn, N. Y. 


They’re New... 












A floral motif in platinum surrounded by 
a border of gray with platinum lines—the 
"Kingsmere" decoration in Royal Doulton 
bone china; 5-pc. setting, $23.75 retail. 
From Doulton & Co., Inc., of New York. 


"Vienna Woods''—dinnerware design in 
Royal Vienna Augarten china hand-painted 
in tones of green with no two pieces exactly 
‘alike; 5-pc. setting retails for $33.80. 
From Hudson Art Importing Co., Inc., N. Y. 
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,. They'll Be Selling 


and Home Accessories 


New "Gevaert" pattern in Val St. Lambert 
crystal glass from Belgium. Goblet in 2 
sizes, retail $5.50 or $5 each; the small 
champagne, $5; and the wine glass, $4.50. 
From Jackson Vitrified China Co., N.Y.C. 


New accessories in brass or aluminum de- 
signed by Belle Kogan; candlesticks and 
compote have bases of white china; candy 
dish is crystal with cover of metal. By 
Farber & Shevlin, of Brooklyn, N. Y. 


‘ 
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Action in china, this new "Hopla” fig- 
urine from art department of Lorenz Hut- 
schenreuther; 734" high, it retails in 
white for $18; in flesh-color for $26. From 
Paul A. Straub & Co., Inc., New York City. 


New is this silver-plated carafe—Thermos 
lined for hot or cold liquids—with a ca- 
pacity of 2! pints; suitable either for 
home or office; retail, $42.50 tax inc. 
By Smith and Smith, N. Attleboro, Mass. 


No 





“Diana"—new hand-cut design in crystal 
stemware from Sweden; champagne and 
goblet retail at $39 a doz.; cocktail and 
claret, $36; cordial, $30; iced tea, $40. 
From D. Stanley Corcoran, Inc., New York. 


Black and gold rooster design decorates 
Il-pe. cocktail set—8 glasses; 30-ounce 
shaker; round, footed tray in black with 
brass rail and feet; retail, about $10. 
From the Geo. Borgfeld+ Corp., New York. 


















by MADELINE LOVE 


OHN M. TASSIE, executive vice president of Lenox, 

Inc., Trenton, N. J., has announced the resignation 
of Frederic W. Hoit as general sales manager, effective 
October 1. His successor will be named at a later date. 
Mr. Hoit, who joined Lenox in 1947, has been elected 
vice president in charge of domestic sales of Fieldcrest 
Mills, Inc., textile manufacturers. 





Pictured here is one section of the showrooms in the 
new Lenox, Inc., plant at Pomona, N. J. It is both 
retail store and showroom and is open to the public 


each weekday. 
* * * 


— BRUCE & CO., Philadelphia importers of 
china and glassware, have appointed D. Knight Mir- 
rielees as manager of the firm’s New York offices at 
1107 Broadway. Mr. Mirrielees has been in the dinner- 
ware field throughout his business career, as manager of 
Theodore Haviland & Co. and later associated with 
Gladding, McBean & Co. and the Midhurst Importing 
Corp. 

Miss Helen Douglass and her associate, Lars Land- 
gren, will continue to specialize in Orrefors glassware 
at the Broadway offices, and in Rorstrand Ceramics at 
the 225 Fifth Avenue showrooms. 


* * * 


ae Krautheim china factory in Bavaria, makers of 
fine Franconia china dinnerware in both traditional 
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styles and the new transitional series of designs, js 
enlarging its manufacturing capacity to double ‘the 
facilities of a year ago. The transitional designs, intro. 
duced this summer, vary widely in motif but all repre. 
sent modern styling expressed with the taste and grace 
of the traditional. Franconia is imported by Herman 
C. Kupper, Inc., of New York. 


* * * 





BOVE is a view of the new showrooms of the H. E, 
Lauffer Co., Inc., on the lobby floor of 230 Fifth 
Avenue, New York, which were opened formally on 
September 9 with a cocktail party. In harmony with the 
modern design of the merchandise —- Arzberg china, 
Lauffer stainless steel, Stone-Tec Ware, and Jean Luce 
glass—the showroom is done in a simple, flexible style 
which permits background changes to suit varying 
occasions. Charcoal walls and a black floor are bright- 
ened with touches of vivid color, both in background 
panels and the covering of small, circular display tables, 
At this time, too, it was announced that Louise Steckel 
has been made vice president in charge of sales for the 
Lauffer company. Formerly sales manager for Castleton 
China, Inc., Miss Steckel has most recently been director 
of sales promotion for the Rosenthal China Co., Inc., 


and its Continental China division. 
* 2 * 


pA™5 for early 1955 trade shows have been an- 
nounced. First are the Pittsburgh china and glass 
shows—the Pittsburgh Glass and Pottery Exhibit to be 
held January 5 to 12 in the William Penn Hotel, the 
Keystone China and Glass Show January 4 to 12 in the 
Fort Pitt Hotel, and the Carlton House China, Glass and 
Pottery Show January 4 to 12 in the Carlton House. The 
California Gift Show is set for January 23 to 27 in the 
Brack Shops, Merchandise Mart, Alexandria and Bilt 
more Hotels and individual showrooms in Los Angeles; 
Washington Gift Show, January 23 to 26 in the Hotel 
Willard, Washington, D. C.; Chicago Gift Show, Janv- 
ary 31 to February 11 in the LaSalle Hotel and Palmer 
House; New York Gift Show, February 21 to 25 in 
the Hotels Statler and New Yorker; Boston Gift Show, 
March 7 to 11 in the Hotel Statler; Philadelphia Gift 
Show, March 20 to 23 in the Hotel Benjamin Franklin. 
* * * 


ALE of the 53-year-old Cambridge Glass Co., of 

Cambridge, O., manufacturers of table and decora 

tive glassware, to L. Albert & Sons Co., of Akron, O., has 
(Please turn to page 186) 
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The modern grace 
stemware indicates 
Leerdam crystal i 
in museums throug 
world. “Rubato” 











...with a common denominator 


in beauty 
of line, tone, design 











asec head: 


Equally fluent the 
softened ceramic glaze 


greens, " 
$35. list. 


ae 








Contrast in curved sim- 
plicity between the de- 
canter and the eight 
glasses in this Royal 
Leerdam wine set. 
“Black Tulip” of so- 
phisticated muscari, a 
blue-black-bronze tone. 
“White Tulip’ of 
star-glow crystal. Gift 


boxed. $16. list. 
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All from... 


A.J. VAN DUGTEREN « SONS, INC. 
210 Fifth Avenue New York 10, N. Y. 








Truthful interpretation : 
for the warm-silver of 
hand spun pewter. 
Royal Guild pitcher, 
gift boxed in five sizes. 
6” — $8; 8” — $11.75; 
10” — $15.50; 12”— 
$23; 14”—$32. Sets of 
six tumblers, gift boxed, 
cocktails $18; on-the- 
rocks $24; highballs 
$33. All prices list. 
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PROMOTION F 





| GREAT BIG GORGEOUS 
Lifelike DOL! 


ae 


re a to) ‘ 
“e aur 


° ° ° °  SARAN Hair! Combs! Woshe 
Above the costume jewelry island are displayed dolls. Note doll ad above display. PTA Glessine peeing 


Doll Promotion Creates 


DRESS! 
NINON 


Dollar-Producing Volume =: Be 
GAUDET JEWELERS 


785 MAIN SY. — MANCHESTER 








by HAZEL PALMER 


This ad was run to seil dolls and 

also to create traffic for other 

G departments of the jewelry store. 
AUDET JEWELERS, Manchester, Conn., pro- 


motes lifelike dolls over two feet tall to create more store 
traffic. Maurice E. Gaudet, one of the store owners, poin'‘s 
out that most big dolls sold for Christmas gifts are pur- 
chased in November. He has a layaway offer of 50 cents 
on an open charge account set up for payments of 50 cents 
per week. 

This means the doll will be paid up just about the time 
people begin Christmas shopping. With the account al- 
ready open, and people coming into the store, it is likely 
they will make Christmas purchases for other members of 
the family. During this period, the dolls are displayed 
prominently in the window and in the store. In addition, 
newspaper ads feature the doll. 

Gaudet and his partner, Tenho E. Jalko, encourage self- 
service in their jewelry store. To make this possible, one 
side of the store is devoted to open shelves from floor to as 
high as one can reach. There is a wide aisle in front of 
these shelves, which run the entire length of the store from 
front to back. Customers go to these shelves, study the 
wide variety of merchandise, picking up and examining 
items they like. 

“Once they have it in their hands, they sell themselves,” 
Gaudet said. “We have only to collect the price and wrap 
the item.” 





The dolls are displayed to attract pre-Christmas trade. Doll 
(Please turn to page 197) instalment plan brings customers into store until holidays. 
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COAST-TO- COAST 
REPRESENTATION 


SHOWROOMS: 


CHICAGO—Merchandise Mart 
NEW YORK—225 Fifth Avenue 
LOS ANGELES—Brack Shops 


W ‘ f 4 DAY: AN G t [ S DALLAS—Merchandise Mart 
MIAMI—46 SE Eighth St. 








Monday’s child is fair of face, 
Tuesday’s child is full of grace, 
Wednesday’s child is full of woe, 
Thursday's child has far to go, 


TALK ABOUT BUSY BEES... 


(and in exotic colors, too) 


Friday’s child is loving and giving, 
Saturday’s child works hard for its living, 
And a child that is born on the Sabbath Day, 
Is fair and wise and good and gay. 










(Poem included with each figure) 


No. 8281 Weekday Angels, handpainted 
with weekday inscribed in gold, 
4” tall. Packed 7 pieces... 1 
euch G00; 2245.2. $12.00 doz. 


St hel 


Co OV AO = 101) Va +11 - FC Meer a le] PN ool <-To ME Lae 
sorted colors. 25... ... SYoR 010 Re [oy 





GEO. ZOLTAN LEFTON, Imports 
All lmports are shipped: 


F.O.B. Geo. Z. Lefton, Chicago Warehouse or WRITE FOR OUR MAIN OFFICE and SHOWROOMS, 
15-131 Merchandise Mart 


F.O.B. Lefton-Pacific Inc., Los Angeles Warehouse COMPLETE CATALOG Chicago 54, Illinois 














































For this credit jeweler... 





PROMOTION 





October Promotions Bring December Sales 


Promotional lines are highlighted by 
this jeweler in October. By offering 
liberal credit terms that extend into 
December, the store is guaranteed extra 
traffic at the Christmas season. 


by EDWARD LUCAS 


iccsins traffic means greater dollar vol- 


ume of sales in the merchandising formula of Horace L. 
and Frank Raphael, Seattle, Wash., credit jewelers. And 
Christmas shopping traffic is the most dollar-preductive 
of all, believe the Raphael brothers, who point much of 
the traffic-building promotions of Raphael’s Jewelers 
specifically toward the Christmas shopping season. 

“Naturally, we don’t neglect our October volume in 
favor of Christmas sales, but we do plan our fall promo- 
tions so they will also bring foot traffic into the store in 
December,” explains Horace L. Raphael. 

“We do this by taking an item that we judge will have 
a wide, general appeal, and promoting it in a full page 
advertisement on the back page of the Sunday supplement 
of a Seattle newspaper. We select items usually in the $15 
to $20 price range, such as a mixer, a wrench set, or a light 
electric saw, or drill. They are offered on easy credit terms 





This floor display, just inside the main entrance, and visible 
from the outside, displays toys and other traffic items. 
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An early Christmas window at Raphael's shows merchandise in 
a wide variety of type and price range. With prices clearly 
marked, the items are all traffic builders, and are promoted 
to get customers into the store at fall and at Christmas. 


which will extend into the Christmas shopping season, thus 
assuring that buyers of our October specials will be com- 
ing into our store during December to make their pay- 
ments. In the ads, we include a form for readers who want 
to order an item by mail. 

“In December, additional foot traffic is developed by 
promoting a variety of inexpensive gift items, such as salt 
and pepper shakers, a few toys, roasting pans, etc. Actual 
promotion of these items by newspaper advertisement and 
window and store display, begins the week before Thanks- 
giving. Items chosen are priced from $.97 up to $7. But 
during the Christmas season we rely most heavily on the 
less expensive items to build a good volume of store traffic. 
In toys, for instance, we choose a limited number—less 
than a dozen altogether—that we feel will have a. wide 
appeal. 

“Samples of these traffic items are displayed in windows 
and on a small table in our downstairs display room. The 
sales stock, however, is placed on self-service tables at the 
far end of our upstairs display room. Thus, customers 
must walk through our entire store to buy them. The result 
is traffic—and that means sales,” Horace Raphael stated. 
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Those four words, plus Barbara Bates Manicure Gift Kits, 





, thus have saved him many a sale. And they’ve made him friends and 

Com money, too. 

’ pay: You know that type of shopper. There are millions of them. 

) want And too many of them, every day, walk out of jewelry stores 
and spend their money somewhere else. They want something 

ed by different. 

is salt With Barbara Bates Manicure Gift Kits you have the 

ctual answer. They’re beautiful—and fine values that any jeweler is 

it and proud to sell. 

anks- And remember, the sale of “something different” to the 

/, But — shopper who would otherwise walk out, is all velvet. 

nthe Tubular golden bronze frame 

raflic. Champagne moire lining. "Hed, 

—less black’ metattic brocade. 

wide Retail $10.00 

dows ates 

. The 

at the 

pmers 

result 

tated. . J. BATES & SON., CHESTER, CONN. 
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Speaking of China president, George B. Zahniser. The change was made 
to bring the name in line with the type of ware actually 


(From page 180) produced by the factory, all of which is vitrified china, 


been announced. Officers of the company have resigned, and not pottery, the term generally used to designate 
but it is expected that when the new slate is elected earthenware and other non-vitrified — Shenango 
shortly, it will include several of the present officials. At manufactures Castleton and Theodore aviland fine 
the time of writing, it had not been definitely confirmed china; commercial china for institutional use; and the 
whether or not the factory will continue with the same new Peter Terris China Originals line of oven-to-table 
lines as before. ware. 

* * * * * * 


L. L. McLAUGHLIN 









YNN L. McLAUGHLIN is the new sales representa- 
tive for the household division of Syracuse China, 
replacing John C. Flynn, who recently resigned to study 
law. Mr. McLaughlin will cover the Midwest between the 
Mississippi and the Rockies, working out of Des Moines, 
Iowa. 





*% * *% 


i on name of the Shenango Pottery Co., of New _. C. S. SHEPPARD, of Sheppard’s Jewelers, Rus- 
Castle, Pa., has been officially changed to Shenango sellville, Ark., talks over the new Haviland patterns 
China, Inc., according to an announcement made by the with representative Joseph E. O’Sullivan in the Haviland 


Fh tional ly Advertised 











BAVARIAN 


OPEN STOCK 
DINNERWARE 


The BELROSE 
Pattern No. 8158 


from 


Lorenz 
Hutschenreuther 
Available in 
open stock and 
94 and 64 


Piece Sets 
Place Settings 


PAUL A. STRAUB & CO., Ine. 


19 East 26th Street (Near 5th Avenue) Est. 1915 New York 10, N. Y. 
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To help your china 

department ring up greater 

volume and greater profits... 

Syracuse China offers a FREE 

sales training program for your 

selling staff. It’s practical, 

complete, easy-to-read .. . 

a continuing course adjustable to 

personnel changes. It tells the whole 
fine china story, not just Syracuse’ . 

points out fine china’s special 

durability, beauty, value 

. gives you extra sales volume... 

by putting fine china in the minds 

of your sales people and your 

customers! It’s all part of 

your Syracuse marketing program. 


Write today for full information. 





DS 


This prog tom 


ine your wow poke 


sain 


BETTER 

VALUE 

Years of extensive 
research ... mammoth 


productive capacity . . 
lets Syracuse give 
your customers the finest 
china at fairest prices 

..a complete line priced 
for today’s market! 


FASTER 
SELLING 


Syracuse new patterns 
have tested sales appeal 

. tested by selected 
panels of brides to be, 
young marrieds, mature 
housewives from coast- 
to-coast .. . tested against 
today’s known best 
sellers . . . both Syracuse 
and others . . . and 
chosen for their loveliness 
and practicality. 


BRIGHTER 
DISPLAYS 


Now, Editors of nation’s 
leading home magazines 
have created 13 eye- 
catching table settings 
featuring Syracuse China 
. to build news, 
traffic, sales ... for your 
store! Information and 
photographs on request. 


GREATER 
ADVERTISING 


New “fifth-dimensional” 
mass market approach 
brings you customers. . 
by converting Syracuse 
National Advertising 
into local advertising 
for you! To get the most 
from it, tie in with it 

. in departmental and 
store window promotions 
and displays! 


Tie in with Syracuse double 
page spreads in Ladies’ Home 
Journal, October and Better 
Homes & Gardens, November! 


Sipaeuse at i places... we invite yew to join us! 


SYRACUSE), 


SYRACUSE 4, NEW YORK 


FIRST IN AMERICAN 


FOR OCTOBER, 1954 


FINE CHINA 
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& Co. showrooms at the Allied Gift and Jewelry Show 
held last month in the Hotel Adolphus, Dallas, Tex, 


* * *% 


he BALL, recently appointed sales manager for 

Heirlooms of Tomorrow, Inc., of Manhattan Beac 
Calif., announces that Galdi Industries, Inc., of New 
York, has been named sales representatives in the states 
of New York, New Jersey and Pennsylvania. Al Kurtz 
is to cover southern Pennsylvania, Baltimore, and Wash. 
ington. New sales representative for Minnesota, Wis. 
consin, Kansas, Missouri, Iowa and Nebraska is C. Erik 
Ridderstedt, formerly of Swedish Products. 


* * * 


i ive Duncan & Miller Glass Co., of Washington, Pa, 
has closed its Chicago showrooms in the Merchan. 
dise Mart, and the line will be shown in various areas 
by the sales representatives. The New York showrooms 
are continuing at 200 Fifth Avenue, under the manage. 
ment of Fred Bosworth. 


ILLIAM E. LITTLE, of George F. Little Manage. 

ment, presents an honorary life membership in the 
National Gift and Art Association and the Eastern 
Manufacturers and Importers Exhibit, to Henry Under- 
berg (right), president of Breslauer-Underberg, well- 
known giftware house. Samuel Keepnews, head of the 
Keepnews Co., giftware distributors, was also made an 
honorary life member of the organizations, both presen- 
tations made at a dinner given in honor of the two men 
at the Waldorf-Astoria Hotel during the New York 
Gift Show week. 


* * * 


DOUGLAS BOTHWELL 


OUGLAS BOTHWELL has been elected vice presi- 

dent and sales manager for Vernon Kilns, manu- 
facturers of California dinnerware, succeeding William 
H. Barber, who resigned after 23 years in the post. Mr. 
Bothwell has been Mr. Barber’s assistant for the past 
two years. 
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New! 10-kt. gold-filled, 


Choice of genuine leathers 
deeply engraved. $20, plus tax. 


Gleaming engine-turned ! in eee eeteen. SS Rich-hued ceramic on 


chrome plate. $5.75 brilliant chrome plate. 
Choice of sports. $8.50 








IFT ZIPPOS - IDEAL FoR 
JEWELRY STORE CUSTOMERS 


, ...and Zippo profits please jewelers, too! 


This Christmas, Zippos offer a really new opportunity 
for sales and profits in fine jewelry shops. 


First, there’s the new gold-filled Zippo—actually designed 
with jewelers’ sales in mind! Then there’s a beautiful 

gift variety of other Zippos in sterling silver, solid gold, 
genuine leather, gleaming heavy chrome plate, true-color 
ceramic and lifetime-engraved sports designs. 


And we’re backing you up with advertising that has a 
“jewelry touch.” Your customers will see it in 
The New Yorker, Life and The Saturday Evening Post. 


So get in on the Zippo boom! Remember— 








Zippos are so superbly made that if one ever fails 
to light perfectly, we fix it free! 





Barcroft Desk and Table Lighter— = 
For the desk of a busy executive, 


or the home of a gracious hostess. 
Satin-finish chrome plate. $11.50. 
All prices,"except for gold-filled model, 
include federal tax. 
® 


Lights easily...anywhere...always 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
In Canada, Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ontario 
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Spode .......- 


THE WFINE ENGLISH 


DINNERWARE 


COPELAND 
RAS 
SPODE 
a 
ENGLAND 


Fine English Earthenware 





4 ‘ SPODE 
English Bone China Copetancs cuima 





Lowestoft Stone China ; RDS] 
one - 


Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





NATIONALLY ADVERTISED 


FRANCONIA CHINA 


One of Europe’s Finest & 
@& Kia Ge 


2 











INTRODUCING— 


“SILVER 
THISTLE" 


BEAUTY 
AND 
QUALITY 
THAT 
JEWELERS 
DEMAND 








5-Pc. Place Set- 


© in Franconia’s ting with 1014” 


NEW dinner plate $6.95 

TRANSITIONAL __ Retail 

SHAPE (Slightly woes South € 
35 @ SILVER THISTLE follows in the wake 


of Arietta’s solid success (our 1st ‘Transi- 
tional” pattern) across the country. A new 
pattern especially for Young Home- 
makers, Silver Thistle comprises white 

} blossoms and buds framed by pale green 
tee a “ee leaves. Pure white translucent body is 
N.Y. Open Stock. banded by finest platinum. 


HERMAN C KUPPER 39-41 West 23rd St. 
s ’ INC. New York 10, N.Y. 
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BEAUTIFUL PATTERNS 
FROM BAVARIA 
FRANCONIA CHINA 
is HIGH in quality and 
LOW in cost—patterns 
range from $6.95 to 





A NEW distributing agency called Ceramic Sales, Inc. 

with Jonathan Higgins as president, has lens 
formed to succeed the recently dissolved Ridgway & 
Adderley, Inc., serving as American sales agents for such 
English wares as Melba bone china dinnerware, Ridg. 
ways earthenware dinnerware, Colclough bone china 
cups afid saucers, Royal Swan earthenware dinnerware, 
and Globe earthenware dinnerware. With headquarters 
at 129 Fifth Avenue, New York, the new firm will be 
primarily concerned with the direct sale of the ware 
from the factory to the retail and jobbing trade. Ted 
F. Wilson, formerly with Iroquois China, is to be jn 
charge of the eastern portion of the United States for 
Ceramic Sales, and is now in England to visit the fac. 
tories, returning about November 1. Frank X. Quinn, 
of Chicago’s Merchandise Mart, will represent the lines 
in the Midwest. 





Brand Names Prominently Featured 
In Sterling Flatware Display 


According to James Ludy, manager, Lee Jewelry Co., 
Denver, Colo., there are many reasons why prospective 
brides today are more familiar with brands in flatware 
and hollowware than in the past, which, in turn, leads 
to more emphasis on brands in selling silver. Among 
these reasons are high school and college home economics 
classes and heavier brand advertising in national publi- 
cations and local newspapers. In the school classes, 
many schools today are utilizing booklets furnished by 
silver manufacturers as part of the course, according to 
Ludy. Young girls are familiar with table settings and 
brand names before they are out of high school. 





“At Lee Jewelry,” Ludy states, “we have been playing 
up brands appeal heavily in advertising for many years. 
I decided to extend the same sort of appeal in our 
display cases. In the main sterling flatware display case, 
we have used carefully cut black plastic letters, against 
a snow-white satin background to quickly identify the 
brands of the flatware pattern examples shown within.” 
(This is shown in the photo.) 

“Letters are two and one-half inches high, and their 
jet black color contrasts sharply with the white back- 
ground and gleaming silver. Listed, because of space, 
are seven out of the 20-odd brands which we offer in 
sterling flatware, and through rotation of brand names, 
we make certain that each manufacturer’s name appears 
at frequent intervals in the display. 

“Frequently, the customer shopping for another item 
in the store will notice a brand which she recognizes as 
her own and comment, ‘I didn’t know that you carried 
that brand at all.’ This leads to the sale of fill-in pieces 
and serving pieces. 

“We follow through closely in window display, featur- 
ing place settings, with the brand name and price always 
indicated.” 
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why just seal 
when you can 





ONT AD 


Lita 






Why stop selling when the sale is complete and you wrap your packages? 
Unlike ordinary tying material, Print-Ad-String is ready to carry all the 
quality and prestige of your store name and your trade mark, in your 
exact colors, to countless potential new customers. Ties better too, because 
it is made from sturdy long cotton fibers, that won’t stretch, slip or 
snap. Another big advantage — Print-Ad-String is flat — it will not 

cut or damage your packages like ordinary string. No other tie... 
no other wrapping does so much for your store, and for your customer. 


FREE! See why so many fine businesses have switched to 
. Print-Ad-String. Send for the Print-Ad-String Styling Kit that 
3 shows you how you can have your own name, design and colors in 
4 Print-Ad-String. Included are actual samples with imprints. 






















New Print-Ad-String Dispenser available 
to users of Print-Ad-String at nominal cost. 


CHICAGO PRINTED STRING COMPANY 
2300 West Logan Blvd., Chicago 47, Illinois 

Gentlemen: At no cost or obligation to me please 

L) Send me your Print-Ad-String Package Styling Kit 

(] Have your Package Stylist call on me. 









My Name and Title. 





Company. 
Address. 
City Zone. State 
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GIFT BOX DEAL 


Here’s just about every size and shape 
GIFT BOX you'll ever need. Actually 
33 different sizes 90 boxes in all.. 
long and narrow, flat and wide, square, 
oblong, deep or shallow, from 3” x 3” 
to 18” x 18” ... 2” deep to 8” 


SUGGESTED FOR: 


Glassware, Linens, Platters, Cocktail Sets, 
Cigarette Cases, Flower Holders, 

Salt and Pepper Shakers, Ash Trays, Fruit Bowls, Clocks, 
Smoking Sets, Bowls, Vases, Casseroles, 
Crockery, Book Ends, Ice Tea Sets, Novelties, 
Candy Jars, Plateau Mirrors, 

Purses, Trays, Large Sandwich Plates, Torte Plates. 


cooice or COVER PAPERS 


White Modern Silver-White 
Coppertone Ivory Enamel 


IMMEDIATE SHIPMENT FROM STOCK 
If you order promptly from this ad 


MAIL COUPON NOW 


PICTORIAL PAPER PAGHAGE CORPORATION 


SOUTH LAKE STREET 
AURORA, ILLINOIS 


15116 MERCHANDISE MART 9:39 
CHICAGO, ILLINOIS 





Pictorial Paper Package Corp. 
232 So. Lake Street 

Aurora, IIlinois 

Please send Gift Box Asst. No. 3366 @ $ 19.00 each F.O.B. Aurora 


Cover Paper Desired....... 





wsasipessbnsgoevsecsoueeee Please send Catalog of your entire line. 


Name 








| 
{ 
i Firm.. 
‘ 
rl Address 
' 








The lighter with 
the flame you aim... 
the Beattie Jet Lighter 














out in front for jewelers’ profits! 


TILTED jet 
flame for pipes 


UPRIGHT 
for cigars and 
cigarettes 


The Beattie Jet Lighter with a two-way 

flame gives you two-way sales support, too! 

The Beattie Jet is backed by years of 

national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the protits that go with it. So keep 
the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 


«= The Flame 
- you aim 








Why Beattie Jet Lighters sell so easily... 

. Two flames—jet for pipes—regular for cigars 
and cigarettes. 

. The only jet lighter that works on standard 
lighter fuel, always at hand. 

. Wick lasts indefinitely. 

. Longest flint. 

. Easy to fuel—holds more, too. 
. Guaranteed to work. 

7. 10 models retailing from $6.85 to $27.50. 

8. Consistently advertised. 


For full information or display material write to 


BEATTIE $e propucrs, INC. 


19 East 48th Street, 7 New York City 


nh NO 
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from Sweden. 


Loe 


a new modern shape in 
fine lead crystal stemware 
by STROMBERGSHYTTAN 





Goblet | 48.00 doz. 


Sherbet 48.00 doz. 

Claret (Wine) 36.00 doz. 14 oz. Tumbler 48.00 doz. 
Sherry ' .86.00 doz. 9 oz. Tumbler 36.00 doz. 
Cocktail 36.00 doz. 5 oz. Tumbler 30.00 doz. 


| 
Cordial 30.00. doz. RETAIL | 
Available in open stock from New York | 


-R.F. BRODEGAARD & C0., INC., 225 Fifth Ave., New York 10, N. ¥. i 


—_—— 


It’s easy! It’s profitable! 


STAMP NAMES or 
MONOGRAMS 











NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 

Write for details 





. STAMPING MACHINE CO. 
Kingsleg HOLLYWOOD 28, CALIFORNIA 
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“FAIRMONT” 
assortment of 12 different styles in 
*“ROSINA”’ ENGLISH BONE CHINA 
teacups and saucers to be retailed at App. $2.50 each 
Immediate Delivery—12 Doz. to a Case 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 
712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 

















ORCHARD 


Hand-painted earthenware from Ttaly 


The bold fresh design of BLACK ORCHARD is a 
magnificent example of popular contemporary 
styling. Dramatic white fruit on gleaming black 
with a delicate white tracing of leaves and 
tendrils. Dinnerware is on the favored coupe 
shape. Available in full dinnerware, and salad 
bowls, chop dishes, canape trays, TV sets, etc. 
BLACK ORCHARD is sure to have a great appeal 
for young moderns today ! 


Available in open stock for immediate 
delivery. Prices and samples on request. 
5-piece place setting $6.50 retail; slightly 
higher in the far West. 


Exclusive U.S. Representative 


Fisher, Bruce & Co. 


One of America’s Largest Open Stock Dinnerware Houses 
221 Market St., Philadelphia 6, Pa. 
1107 Broadway, New York 10, N.Y. 
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Does pencil 
price-marking 
shoot holes in 










MONARCH Mechanical 
price-marking 

STOPS LEAKS, 

HELPS SELL! 


DO 


Monarch price-marking is quick, easy, economical. Does away 
with smudged, illegible price tickets—and all the mistakes, mis- 
understandings and losses for which untidy pencil price-marking 
is responsible. 

Clean, legible price-marking, with an inexpensive Monarch 
price-marking machine, improves the appearance of merchan- 
dise, helps sell, and gives a good impression of your store. 

With placement of information 
items standardized, even small 
tickets can carry more sales and 
inventory data than could ever be 
written by hand. Send the coupon 
today for illustrated folders and 
sample tickets, tags, labels—no 
obligation, of course. 


Monarch Junior (hand - operated) 
price-marking machine. Price- 
marks 60 sizes of 9 styles of 
tickets, tags and labels, $75 oe 
including Senso labels 


that need no moisture. F.O.B. 
Factory 









*Prices quoted are for the U. S., possessions and 
Mexico. State and City Tax when applicable, extra. 


% 


FILL OUT, CLIP AND MAIL ~~~ 


The MONARCH Marking System Co. 


216 South Torrence Street, Dayton 3, Ohio 





Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch Tickets, Tags, Labels. 


Store Name 
Address. 
Post Office Zone. State 
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“TEMPO” 


by *Royal Vienna Augarten 


Clean flowing lines typify Royal Vienna Augarten’s inter- 
pretation of contemporary design, to meet the demand for 
a truly distinguished modern dinnerware service . . . of the 
finest pure white translucent china. 5 piece Place-Setting, 
$13.00 Retail. (We suggest you order place settings now 
while these are available. Delivery on other Tempo pieces, 
3-4 months.) 

*T.M. Reg. 


Shalem B®: Importing . . © 


225 Fifth Avenue New York 10, N. Y. 














ce PFE #2 R eS 


pf > {ee f. 
Vintvidye Chime 
350-380 SOUTH RAYMOND AVENUE 


PASADENA 1, CALIFORNIA 


i 


° VOLE 


and... “if” you want a perfect fine dinner china match for your ster- 


ling, Miramar with its muted grey shoulder band, pink rose, platinum 
trim can’t be matched. Moderately priced at $15.50 a 5-piece place set- 


ting, do write for more information in our free leaflet. 
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‘Dimes Are Dynamite’ 


(From page 170) 


and tied-in both of his display windows with the pro- 
motion. Likewise, store interior displays promoted 
“p-Days.” 

Well, what were the results of this “D-Days” promo- 
tion? According to Rudy Schindler, 277 sets of silver- 
ware were sold—the majority of which were plated 
patterns. 

The promotion was appropriately timed, coming dur- 
ing the Thanksgiving season. But it also succeeded in 
opening new and old accounts. Thus, store traffic was 
further increased by customers visiting the store in 
December to make their weekly payments. 


Giftwares Goes Underground 
(From page 172) 


girls study the different types of china and glass, learning 
the patterns, location of factories and the histories—all 
the things the customer will know when she comes in to 
buy. These practices develop efficiency in the salespeople, 
but even more important, they quickly give confidence to 
newer people as they rapidly become familiar with the 
store. 

It is not at all unusual for a new girl to walk up to 
an older one and say: “Ask me to find something,” when 
she has a moment to spare. The request is quickly made 


and the girl sets out to locate it, while the experienced 
girl continues with her work. Neither is it unusual for a 
girl to visit a glass or china factory on her own time to 
“see how the things are made.” 

Although the heating and plumbing pipes in this base- 
ment store are in the open, they do not detract from the ap- 
pearance to any great extent. The ceiling is painted white 
and the pipes are also, which renders them fairly in- 
conspicuous, 

Two salesgirls operate the downstairs store assisted by 
two highly capable stock clerks. Even at the holidays, no 
extra help is employed. This is possible due to the stock 
room people doing all wrapping. When the sale has been 
made the clerk is free to go on to another customer. The 
stock clerks take the article, wrap it and give it to the 
customer. The wrapping desk is located just outside the 
stock-room door which makes it easy for them to come 
onto the salesroom floor when needed. Only one works at 
wrapping as long as he or she can handle it, calling the 
other away from stock only when necessary. 

The wrapping counter is equipped with pull-out boards 
to work on and stacked with sheets of white paper. Rib- 
bon is on rolls on the counter. Only white is used at the 
store except at Christmas when a colored ribbon is added. 
Small cardboard boxes are also used for certain items, 
and these are white with the store’s name in gold lettering. 

On the wrapping counter a display for trays was built. 
This is an ideal spot for items that lend themselves to 
impulse sales since everyone making a purchase will come 
into this corner to receive his package. The trays are put 
on steps each rising a little above the other. Four sizes 








STERLING PATTERNS 


OF ENDURING CHARM 


THE ALVIN SILVERSMITHS 


A TIME HONORED 
NAME IN STERLING 
SINCE 1886 





Be ready for Christmas with these increasingly popular ALVIN patterns! 


es 


P eri0ht TRADE MARKS 


ORIGINAL ALVIN DESIGNS 





ORDER NOW FROM YOUR ALVIN JOBBER OR DIRECT ... PRICES THE SAME 


National advertisements currently appearing in eight 
(8) proven silver sales building magazines—with a 


THE ALVIN CORPORATION - 


FOR OCTOBER, 1954 


total readership of 25,318,600 . . . your potential cus- 
tomers. PRICE LISTS GLADLY SENT ON REQUEST. 


Silversmiths * PROVIDENCE 7, RHODE ISLAND 
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and shapes are carried in separate racks set rather far great deal by staggering show cases. Since the store js 





apart. About a dozen trays can be put on each rack. wide, they set their show cases containing silver at a slight 
The store sold few of the painted metal trays until angle rather than in the usual straight line. This accom, 
they began to display them in this manner. Now they plishes three things. It enables them to put in more show 
sell a large number, particularly at Christmas. And most cases, to get variety into a continuous display, and mog 
of the sales are made after the customer has purchased important, it gives more room behind the counter. Since 
the items she came in to buy. It is easy to lift any one silver stock is kept in small drawers that 80 to the floor, 
tray out of the display and return it after customer in- they are far more accessible due to the additional space, 
spection. The stair-step holders used by the store were 
built for them by a local carpenter. Each one was made P ulling Out of a Sales Plateau 


to hold a specific size tray. 

Upstairs in the main salesroom of the store, two signs 
clearly mark the way to the gift shop. One of these is 
quite high, almost to the ceiling, and can be seen at any 
time after entering the store. Another is lower to show the 
head of the stairway. Both are of scotch lite. 

It is not to be thought that Jones and Frasier prefers 
a downstairs sales room to one that would join their 
main floor. But since such space was not available, this 
use of the basement provided room they would not have 
had otherwise. One disadvantage is that many older people 


(From page 174) 


collected hundreds of gift items, adding many new line 
and putting all merchandise on open wall and table 
display. The decorative scheme is in light green, which 
does not detract from the varied and attractive color 
of the merchandise. 

“For a permanent yet flexible means of providing wall 
display for a constantly changing variety of merchan. 
dise, without disfiguring the background, we used nine 


do not like to walk down the stairs. However, the store peg board panels. Using a template as a guide, my son 
has become well-known for the better lines it carries. drilled 24,160 holes in one afternoon. Holes are one inch 
When a specific item is wanted by such a person, the apart in all directions covering the entire panel and thus 
upstairs salesgirls often call downstairs for it. Then one allow great flexibility in displaying merchandise of all 
of the gift shop people bring up items for selection by sizes. This gives us 36 feet of panel display, including 
the elderly or handicapped customer. It has now been underneath storage, at a cost of less than $100. 
established that they are glad to do this, and that brings “The Gift Cellar was introduced in a two-day opening 
in people who immediately make purchases. They are event that was advertised in two-column, five-inch ads 
seldom “just looking.” in the Providence Sunday Journal and the Warwick 
In the upstairs store the management accomplished a Beacon, plus the mailing of 2500 printed announcements. 














GOLD ° SILVER * PLATINUM * PALLADIUM 
IRIDIUM *° RUTHENIUM * RHODIUM * OSMIUM 


Wa solicit your Sweep is 


Filings—Scrap Gold and 


Platinum—Metals 


Your OH Gold Shipments 
WILL RECEIVE 
Special Attention 


Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street Tel. JU 2-2320 New York 36, N. Y. 





E of Guaranteed Purity 








Est. 1895 x 
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We had manufacturer demonstrations, free coffee and 
special merchandise promotions. During the two days, 
ye had 1830 people who registered for the door prizes. 
We believe the actual number is even larger, because 
there were some people who did not register. My gen- 
eral conclusion is that this Gift Cellar is one of the best 
things we have ever done.” 

Best sellers are ceramics, aluminum ware, glass novel- 
ties, bone china, gift novelties and small electric appli- 
ances. In the ceramics line, the one-to-five dollar items 
tum the fastest. The dollar line has produced three very 
good items, a measure boy (holding a plastic coffee 
measure and a set of measuring spoons), of which 10 
gross have been sold; a butter melter, and a gravy ladle. 
In the electric appliance group, $24.95 coffee percolators 
are the top seller, followed by electric cake mixers, steam 
jrons and electric razors. 

Fastest moving in the bone china are the $2-to-$3.50 
bracket, with imported cups and saucers providing a 
“tremendous business.” Decorative trays are an excellent 
line in a price range to $15, with the $1.50-to-$5 group 
the best sellers. A good number has been a $12.50 com- 
bination, including a large tray and stand, equipped for 
suction attachment. 

Additional merchandise lines in the cellar include 
kitchen wire goods, brushes, table lamps of a decorative 
type, kitchen rubber goods, novelties, wrought iron and 
cutlery. 

Changes on the street floor include the expansion of 
greeting cards and costume jewelry. 


“My experience proves that people want activity,” 
Grube added. “They want that which is new and unique. 
An odd gadget or a gift novelty that takes the public 
eye will sell by the gross. A new department, a new 
display, a switch from the glass enclosed to open display, 
even a new sign attracts attention. 

“People also want branded merchandise. The adver- 
tising done by the manufacturer pre-sells the customer. 
We capitalize on this by mentioning the brand name or 
the manufacturer’s name as soon as we show an item. 
The brand name is our biggest selling point. 

“From a management point of view, even a small store 
needs modern business methods of control. My son, 
who majored in accounting, has installed a perpetual 
inventory control along with the establishment of ac- 
cepted accounting procedures for all phases of the busi- 
ness. While these things take a lot of time, they are 
highly important as a means of putting the business on 
a well-managed basis.” 


Dollar-Producing Volume 
(From page 182) 


Thus, the doll promotion attracts store traffic and sub- 
jects customers to the self-service feature. And as they 
walk to the office at the back to make their payments, they 
see all the items on the shelves. 

Gaudet is new in his present location, though a jeweler 
of long standing, as is his partner, Jalko, a watchmaker. 
Their former store was destroyed in July of 1952 when the 
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Clean, uncluttered lines rich finish 
. . Solid ebony handles and lid tops 
An outstanding prestige gift for 
any occasion...blends with any decor 
Made here in the United States by 
The Sheffield Silver Co., 

first name in silver hollowar 

Ne *16.50 « 


Fa AO eee O10) A (1-0 odo) O10 oy 4 


e NATIONALLY ADVERTISED 
IN THE NEW YORKER, 


HOUSE & GARDEN, HOUSE BEAUTIFUL 


SHEFFIELD SILVER CO. 


MADE IN U.S.A 
fa =rOSBY STREET. NEW YORK 13. N: Y:. 
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LL. 


St ainiges Steel Blades 


by Vboethamplon 


For New Goods or Repairs 




















A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 











NORTHAMPTON CUTLERY COMPANY 
NORTHAMPTON 2, MASS: @ ESTABLISHED 1871 





Special Offer! 


COSTUME JEWELRY BOXES 
GOLD OR SILVER METALLIC FOIL 


WHITE EMBOSSED SWIRL 


Cotton Filled—Top Quality any size—any quantity 
100-100,000 of a size 


IMMEDIATE DELIVERY From Our Own Warehouse 





Small Earring 234 x 1341 Bracelet 334 x 334 x 12 
Large Earring 334x23%4x 12 Large Pin 434 x 3341 
Bar Pin 33% x 334 x 1 Necklace 8x2x1 


$35 per thousand (small earring) 
WHITE BOXES $45 per thousand (all other sizes) 


$45 per thousand (small earring) 
METALLIC FOIL BOXES $55 per thousand (all other sizes) 


SPECIAL DISCOUNTS ON LARGE QUANTITY ORDERS 
WRITE — WIRE — PHONE 
SEND YOUR ORDER NOW TO GUARANTEE PROMPT DELIVERIES 


BROOKLYN FOLDING BOX CO., INC. 


95-12 150th STREET + JAMAICA, N. Y. ° JA 3-3630 
N. Y. SHOWROOM: 225 WEST 34th STREET, N. Y. ° RM. 1501 





== KIEFER WATCH BANDS 


A new idea in expansion bracelet 





Distinctively styled ... all 
ports beautifully finished 
and rounded. Enhances the 
beauty of any watch... more 
comfortable to wear. 
ere et ae at Its beauty sells on sight. 
6 14K Gold on Stainless Steel retail at $ . . 

same in Stainless Steel $ 5.95 A simple adjustment eos 
For Ladies: ; custom fits the watch band 
5112 14 K Gold on Stainless Steel retail at $ 12.95 to your customer's wrist, 

same in Stainless Steel $ 5.95 ; 
For Ladies: No large stock of different 
5108 14 K Gold on Stainless Steel retail at $ 10.95 lengths necessary as links 
Narrow width same in Stuinless Steel $ 5.95 . 

are interchangeable. 





Write for sample assortment from your 


wholesaler or to sole distributors y ERKEMA Inc 


100 West End Avenue, New York 23 N.Y, 








8 MODERN DISPLAYERS 


$2350 Interplay Group $7§5° 





« 


Elegant — Refined — Good Designs 
Very flexible units for windows and cases. Use them as shown, or in 
groups of 2 or 3. The most exclusive stores like these units—they are 
plain but with an attractive beveled edge that gives them per- 
sonality. Constructed of 54"' plywood with beautiful high style, flat 
lacquer ebony-like finish. 

24 INTERCHANGEABLE wood dowel legs (3'', 5'', 8'' height legs). 
Colors are flat black, spring grey, peach pink, turquoise, or white. 
Specify if you want legs of gold or of the same color as the displays. 


$2850 CHARLES LEONARD DISPLAYS $7850 
6804 RIVER ROAD, SAYLER PARK 23, OHIO 

















TREASURE DOME (R) DESK SET 


With handsome . . modern . . streamlined, banker's approved, ball point 
pen (designed for ‘Paper Mate" refills) in black and gold combination, 
on hardwood base of blonde, ebony or mahogany. (534x4".) Fit for 
Mom's writing desk, Dad's office. Crystal clear DuPont Lucite, break 
resistant, ''bell-case'' displays treasured heirloom watch. 80% of your 
customers have old watches! Guide them to an “original TREASURE 

velop extra repair work. 


DOME. Makes a modern, 
AVAILABLE AT 


useful, easy-to-wind time- 
oo MM youR JOBBER 









piece . . . Nationally 
Advertised . . . Proven 
Sales . . . Helps you de- 


i or write Carol 
Beatty, Dept. !10- 
; a O, 7410 Santa Mon- 
i ica Blvd., Los An- 
a 2 geles 46, Calif. 
$4 $7.00 Keystone. 
ea 
TREASURE DOME 
: with round base (no 
i pen) $4.00 Keystone 
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entire building burned. They opened their present store in 
April, 1955. 

The new store is attractively decorated with the open 
shelves arrangement on one side, and closd show cases on 
the other. 

A great deal of color was used in decorating the store. 
When the blue of the side walls is admired, Gaudet, with a 
twinkle in his eye, asserts they are not blue but turquoise. 
Qn this basis, then, the ceiling is black pearl with a slight 
gold-stone shading; the back wall is coral and the office 
enclosed with ruby-hued redwood paneling. The floor is 
pearl gray linoleum with squares of turquoise and a touch 
of coral. 

The back wall of the store above the office quarters is 
made of a rather thin plywood which has many small holes 
bored in it. This was done for ventilation since the room 
beyond is storage and has windows and doors that open 
easily. The boards used are very much like pegboard, and 
this surface is used for displays when desired. During 
the holidays a Santa Claus with reindeer and sleigh are 
attached. 


Gifts Unlimited... 


(From page 176) 


Windows are often made spectacular through the use of 
unusual display props, followed consistently throughout 
the half-block building. Louvred lighting makes the most 
of the showings. During other seasons, less space is given 
to weather instruments, although one window usually fea- 
tures them. They also come in for their share of Zell’s 
advertising budget. 

Zell Bros. was founded in 1912, and the optical depart- 
ment added in 1916. The four brothers, Julius, Harry, 
Daniel and Milton, have been joined by Martin, son of 
Julius, and Leonard, son of Harry. The new Zell store, 
opened in 1949, is the firm’s fifth site. 





Unusual Direct Mail Piece Builds 
Watch Repair Business 


Paul Gundel, owner -of J. W. Fitzpatrick jewelers, 
Chicago, has designed an unusual direct mail piece to 
promote his watch repair department. A two-color post 
card bears the vivid figure of a man outlined in red, with 
the exception of his head, which is a picture of a watch. 
The band of the timepiece is tucked in the man’s vest as 
his necktie. 

The watch-faced man is represented as speaking, and 
he says, “I need a check-up, too. Behind my face is a 
miracle of precise and complex engineering. Approxi- 
mately 120 parts—all micrometrically exact to perform 
the special functions that insure proper « performance. 
However, to do this job right I must be free of dust and 
“ Also, I should have an occasional change of 
er 

“Proper cleaning and oiling, once a year, will enable 
me to give you the same good service as when I was 
new and you took such great pride in my appearance 
and timekeeping. Do it now!” 

Gundel reports that the response to this direct mail 
plece was “terrific.” 


« 
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Here is an Inexpensive 
Gift Item 
Guaranteed to Sell 





STUDS are an ideal inexpensive gift 
for the hunter—either man or woman. 
They meet jewelry store standards. Here- 
tofore, STUDS have been sold only by mail. 
Over 30,000 have been sold during the 
past four years from advertising in national 
outdoor magazines. Because we believe that 
jewelers can do an even better job we will 
guarantee the sale of any STUDS you buy. 

STUDS replace cutting unsightly 
notches on the stock of a gun to record 
game. The hunter who is really proud of 
his gun now uses solid gold or silver 
STUDS that show the head and name of 
the actual game killed. STUDS are beauti- 
fully embossed game heads that are per- 
manent .. . easy to use . . . and enrich 
the appearance of any gunstock. 


18 STUDS gamehead designs are available. 


Antelope Cat Goat Skunk 
Bear Caribou Javelina Turkey 
Brown Bear Coyote Moose Wolf 
Grizzly Elk Mtn, Sheep Deer 


Mule Deer — Black Tail Deer 
Other big-game head STUDS 
are also available on special order. 


Sterling silver STUDS cost you only 
65c each and suggested retail is $1.25 tax 
incl. 10K gold STUDS cost $1.45 each and 
suggested retail is $3.00, tax incl. STUDS 
come individually packed in 1 x 1 inch clear 
plastic jewel boxes. 

Biggest STUDS Selling Season Just Ahead 

During the hunting and Christmas 
season ahead you'll enjoy good sales of 
STUDS. However, STUDS are a year-round 
gift item, finding ready sale for birthdays, 
Father’s Day, and other occasions. 

For five months, October thru February, 
consumer demand for STUDS will again 
be created with advertising in Outdoor 
Life (circulation 888,380). Similar adver- 
tising has appeared in this publication 
during the past four years. 


You Buy STUDS On Money-Back Guarantee 


To sell STUDS you should carry a 
reasonably representative stock of the game 
heads most popular in your area. Make up 
your own assortment. 

Any quantity of STUDS may be 
ordered. If your initial package order is 
for not less than $16.20 we agree to refund 
full purchase price on‘any STUDS returned 
in saleable condition, between March 1 and 
April 1, 1955. 

As a suggested initial order we recom- 
mend 12 STUDS in silver and 6 STUDS 
in gold, for a total cost of $16.50. Or, 25 
STUDS, all in sterling silver for a total 
cost of $16.20. All STUDS are shipped to 
you prepaid. Display card will be sent free 
with each initial order. Order your stock 
of STUDS today. Get ready for the selling 
season ahead. + 


R..J. COFFEY 


1104 Main Avenue San Antonio 2, Texas 
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Directory of Trade Associations 


NATIONAL 
Names given in each case are those of president and secretary. 


American Gem Society—Oscar Kind, Jr., 1342 Chestnut St., Ly “ae Pa. (Also 
international Committee Chairman) ; ; Alfred L. Woodil » Exec. Dir., 3142 Wil- 
shire Blvd., Los Angeles, Calif. 

American National Retail Jewelers Association—Oscar Kind, Jr., 1342 Chestnut St., 
— Pa.; Charles M. Isaac, Exec. V. P., 551 Fifth Ave. » New York, 


N. 

American Wational Watchmakers Association—J. Phillip ey 1524 Beaver Ave., 
N. Pittsburgh, Pa.; George M. Montgomery, 933 Dove Lawn, Louisville, Ky. 

American Stone Importers Association—George S. Heller, 2 West 46th St., New York, 
N. Y.; Lioyd V. Lassner, 10 West 47th St., New York, N. Y. 

American Watch "Association—S. Ralph Lazrus, 50 West — St., New York, N. Y.; 
William H. Fox, Exec. Secy., 39 Broadway, New Yor A 

Associate ety Ine. —Philip Skalet, 62 West 47th St., _% York, N. Y. ; Tobias 
N. Ber, Exec. Dir., 277 Broadway, New York, N. Y. 

eee ot Traveling Jewelers—Joseph L. Davis, 608 Fifth Ave., New York, N. Y.; 

Chapin, 18 Park Road, Maplewood, N. J. 

Canadian. Jewelers Association—Donald F. Smith, 135 St. Paul St., St. Catherines, 
Ontario; Norman J. Leach, Federal Building, 85 Richmond St., W., Toronto. 

Clock Manufacturers Association of America—Joseph Ingraham, 934 N. Main St., 

ristol, Conn.; George S. Stearns, Jr., 215 Church St., New Haven, Conn: 

Costume Jewelry Trade Association—Ernest = Heller, 411 Fifth Ave., New York, 

; Robert Reiter, Counsel, 1311 G. N.W., Washington, D.C. 

Diamond Council of America—H. A. Goldbere 307 High St., Portsmouth, Va.; Mel- 
vin Rudolph, 541 8. Clinton St., Syracuse, N. Y. 

Diamond Manufacturers & Importers Asociation of America—Wallace W. Harwood, 
4 West. 58th St., New York, N. Y.; Ethel M. Friedman, Exec. Secy., 342 
Madison Ave., New York, N. Y. 

Educational Jewelry Manufacturers Association—Paul G. Morris, P. O. Box Ra Gl 
Houston, Texas; Byron L. Shinn, Exec. Secy., 527 Fifth Ave., New York, a 

Fountain Pen’ and Mechanical Pencil Manufacturers Association—Robert N. Wood. 
The Esterbrook Pen Co., a - N. J.; Frank L. King, Exec. V. P., 1426 G 
St., N.W., Washington, D , & 

Gemological Institute of America—Dean Edward H. Kraus, Mineralogical Labora- 

ries, University of Michigan, Ann Arbor, Mich.; Fred J. Cannon, 315 West 
Sth St., Los Angeles, Calif. 
Gem = Laboratery— (Now part of the Gem Trade Laboratory of the Gemological 
te of America, 5 East 47th St., New York, N. Y.) 

Nevelogieal Institute of America—Howard §. Schrantz, 1114 Euclid Ave., Cleveland, 
Ohio; Forrest E. Peters, Exec. bs A 817 14th St., he Washington, D.C. 

Jewelers Board ef Trad > S. Wall, 244 Broad St., North Attleboro, Mass. ; 

ine Chapman, 413 Turks Head Building, Providence, m.. i. 
Jewelers Cand Alllance--Walter Eitelbach, 2 West 47th St., New and hae Se 
chard C, Murphy, Exec. Secy., 535 Fifth Ave., New York, N. Y 

Jewelers pte aye Committee —G. H. Niemeyer, 82 Fulton St., New York, N. Y.; 

ee Grinberg, Exec. Vice-Chairman, 45 West 45th St., New York, N. ¥. 

Jewelry orate ~_ > ao ae Gratz, 42 West 48th St., gd York, N. Y.; Henry 

Exec, Secy., 20 West 47th St., New York, i: a 
Jewelry ‘alone’ ‘Couneli—irving N. Chayken, Chairman, S142 Hohman Ave., Ham- 
mond, Ind.; Albert E. Haase, President, 608 Fifth Ave., New York, N. Y. 

Machine Chain Manufacturers Association—Albert F. Weisner, Jr., 150 Willard Ave., 
Providence, R. I.; Hans Bemberg, 70 Ship St., Providence, R. I. 

——-. —— "Sales Association—John A. Cerrito, 387 Charles St., Provi- 
dence, R. I.; Charles C. Bulkley, Exec., Secy., Sheraton-Biltmore Hotel, Provi- 


dence, 
Metal Findings icsutectupers Association—John Murray, 151 Exchange St., Paw- 
tuc R. I.; Gene Healy, 97 Dunham St., Attleboro, Mass. 
National. poe BS of Horological Schools—Arthur T. Johnson, Broad & Somerset 
Sts., Philadelphia, Pa.; Orville R. Hagans, 1901 E. Colfax Ave., Denver, Colo. 
ee —— of Watch and Clock Collectors—A. G. Avery, 219 Lincoln Ave., 
rst, Ly ey ; Earl T. Strickler, Box 33, 333 North 8rd St., Columbia, Pa. 
National’ Gift an Art’ Association—Ralph Gunschel, Box La Upper Montclair, N. J.3 
William » 4 Little, 220 Fifth Ave., New York, N. 
National ee Association—Seymour Greenberg, 18 Vian *- Yonkers, N. Y.; 
illiam Wagner, Exec. Secy., 545 Fifth Ave., New York, Y. 
National Wholesale Jewelers Association—Milton B. a. RR 2 Maiden face. 
New Rg” N. Y.; Thomas A, Fernley, Jr., Exec. Secy., 1900 Arch St., Phila- 


Pa. 
New Enalend’ Manufacturing i & en Association—Emil E. Fachon, 
= 5 Dexter St., Providence, R. I.; : ad R. Frankovich, Exec. Secy., Shera- 
on-Biltmore Hotel, Providence, R. 

Platinumsmiths Asseciation of New ¥en Mehrlust, 6 West 48th St., New 

Y.; George Tr. Brecht, 17 West 45th St., New York, N. Y. 
—— g Silversmiths Guild of America—Donald W. Leach, 340 Quinnipiac St., Wal- 
ord, Conn. ; John F. Ambrose, Exec. V. P., 551 Fifth Ave., New York, N. Y. 
United | Horolesiea Association of America—Norman D. Luth, 7014 Seville, Hunting- 
Park, Calif.; Orville R. Hagans, Exec. Secy., 1901 E. Colfax Ave., Denver, 


United “States Stene & Bead Importers Association—Saul R. Siegel, 15 West 
4 in’ ~ York, N. Y.; Ben Blank, Exec. Secy., 171 Madison Ave., New 


Watch ‘Material “Distributors Association of America—Eugene J. Sobel, 930 E_St., 
N.W., Washington, D. C.; Stanley G. House, Exec. Dir., 1614 K St., N.W., 


Washington, D. C. 
STATE 


Names given in each case are those of president and secretary. 


Alabama on Jewelers Association—Garfield Goodwin, 323 N. 19th St., Bessemer; 
Paul M. Byrne, 123 N. 20th St., Birmingham. 
Arizona Retail Jewelers Association—Newton Rosenzweig, 35 N. 1st Ave., Phoenix; 
Otto Schmieder, Vice President, 35 W. Washington St., Phoenix. 
——, Ry ag Assooiation—Martin Fleischner, Hot Springs; Charles S. 
r., Russellville. 
California. Rveles ieal —— of—Leonard Willoughby, 434 N. Brand Blvd., 
endale; ue b. Lath, 107 N. Long Beach Blvd., Compton. 
California ey Jewelers Asscciation “Martin R. Thomas, 423 S. Hill .. Los 
Reet & = © Exec. Secy., 657 Mission St., San Francisc 
ames ~ ay ‘Association of—John E. Sutton, 223 Colorado Bldg. 
enver; Ln 5 M. Hewitt, 423 Colorado Building, Denver, Colo. 
Connecticut Retail Jewelers Association—Howard I. Michaels, 157 Church St., New 
Haven ; Lee E. Isenberg, Exec. Secy., ‘800 Main St., Hartford 
senses etal Jewelers A 1 Owen, 273 Central Ave. ., St. Petersburg; 
obert L. Bechtel, 228 Datura St., Ra Palm Beach. 
Florida. State — nakors Association—E. L. a P. O. Box 1336, Sarasota; 
608 Temko "ae Daytona ach. 
Georgia. Retail Jewelers Association—Dozier Wynne, Bn Building, Griffin; Tom 


Dougla: 
samen Jowelers ‘Asseclation—Mark Seastrom, 184 8. King St., aes Thomas 
R. Shields, Exec. Secy., 201 Dillingham Building, Honolulu 
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Idaho Retail Jewelers Association—M. G. Sexty, 215 N. 8th St., Boise; Earl W. 
uray, Exec. Secy., Idaho State Chamber of Commerce, 524 Idaho Build- 
in, ose, 

i By Jewelers Association—Kussel L. Vernor, 37 South Side Squar 

; C. H. Barker, Exec. Secy., Leland Office Building, Springfield. Jochem 

Iinois iietions Association—Harold L. Herron, 314 S$. 4th S » Dundee; Herb 

_ Johnson, 4403 N. Clark St., Chicago. a 
Indiana Jewelers Association—EKari F. McConnell, 238 N. Main St., Oakland City; 
J oy John, Exec. Secy., 808 State Life Building, Indianapolis. 

Indiana, Watchmakers Association of—Donald R. Troxel, 522 Broadway, Gary; L. R. 
Douglas, 921 State Life Building, Indianapolis. 

lowa, gem Association of—Milton E. Roth, 227a E. Fifth St., Waterloo: Hoyt 

nyder, Humeston ‘ 
lowa Retail Jewelers Association—William Joseph, 320 6th Ave., Des Moines; Howard 
W. Dresser, Exec. Secy., 19% EK. State St., Mason City. 

Kansas Retail Jewelers Association—William E. Sellers, 813 Commercial St., 
E. George McMahon, Exec. Secy., 609 N. Old Manor, Wichita. 
Kansas State Horological Association—Eugene P. Wetzel, 209 S. Broadway, Wichita: 

Robert Fisher, Topeka , 

Kentucky Retail Jewelers Association—Mark J. Scearce, Shelbyville; W. Kendrick 
Ewing, 330 W. Chestnut St., Louisville. 

—— Watchmakers Association—George M. Montgomery, 570 S. 4th St., Louis- 

ville; George W. Kotheimer, 607 S. 4th St., Louisville. 

Louisiana Horological Association—J. P. Roumain, 1719 Spain St., Baton Rouge; 
Clifford Brandt, 3702 Byron Ave., Baton Rouge. 

Louisiana Retail Jewelers Association—L. J. Bernard, 108 Baronne St., New Orleans; 

Goldberg, 829 Ryan St., Lake Charles. 
Maine Retail Jewelers Association—Henry Nolin, 79 Lisbon St., Lewiston; Lionel 
Tardif, 40 Main St., Waterville. 
Maryland-Delaware-District of Columbia Jewelers Association—David R. Lakein, 
515 S. Broadway, Baltimore; John Vetting, Jr., 314 N. Charles St., Baltimore, 

Massachusetts-Rhode Island Retail Jewelers Association—William H Shreve, 330 
Boylston St., Boston; Russell I. Ferguson, 58 Main St., Ware, Mass. 

——— Horological Association—Walter Jaquith, 224 So. Burdick, Kalamazoo; 

muel Boss, 1452 Jefferson, Kalamazoo. Fi 
eaten Retail Jewelers Association—Cal Seyfried, 304 S. Main St., Ann Arbor; 
F. E. Goldey, Exec. Secy., 1504 Michigan National Tower, Lansing. 

———, Retail Jewelers Association—William P. Stiles, Wells; William C, Walsh, 
Exec. Secy., 1006 Northwestern aA Building, Minneapolis. 

Minnesota. Watehmakers Association—V. 
36th Ave., N. E. Minneapolis. 

Mississippi Retail Jewelers Association—John Juniker, Heidelberg Building, Jackson; 
Bill Lerner, 508 22nd Ave., Meridian 

Missouri Horological Associat ion—Walter ‘G. eee 7365 Fairham St., St, 
Louis; Robert W. Pleschel, 4435 Grace St., St. ui 

Missouri Retail Jewelers Association—Victor L. Esser, Marshall; Clinton Holt, 110 

E. High St., Jefferson City. 

Nebraska Retail Jewelers Association—Robert W. Meyer, 420 S. Bighth ™ Broken 

Bow; E. George McMahon, Exec. Secy., 112 S. Market St., Wichit 

Nebraska, Horological —— of—Michael J. Hansen, 626 Kilpatrick Building, 
Omaha; Wm. J. Yost, 905 4th St., Milford. 

New Hampshire Retail path nod eennliéieh—tarmen D. Page, 105 Congress St., 
Portsmouth; Mrs. Charlotte M. Page, 105 Congress St., Portsmouth. 

New Jersey Retail Jewelers Association—Ralph M. Fava, 
Paterson; David Lebson, 13a E. Palisade Ave., Englew 

New ee Watchmakers Association of—L. H. Hayenga, 85 Nesbit Terrace, Irving- 
ton; Emil J. Chessari, 512 67th St., ‘West New York. 

New saaniee | Retail Jewelers Association—Adair Gossett, Carlsbad; Sam Rankin, Hobbs. 

New Mexico Watchmakers Association—E. Butterfield, 2314 E. Central Ave., 
Albuquerque; E. N. Click, Albuquerque. 

Y d New Jersey Associated Credit Jewelers—Jay C. Lighterman, 256 West 
125th ~Y Soo York, N. Y.; William Wagner, Exec. Secy., 545 Fifth Ave., 


York, N. 
New York State Retail Jewelers Association—J. Francis Thibault, 234 Genesee 8t., 
Utica; Malcolm Campbell, 130 S. Main St., Canandaigua. 
New York St ate Watchmakers Association —Paul O. Beckes, 210 Armor Road, Orchard 
Park; Richard A. Robbins, Exec. Secy., 43 Mill St., Binghamton. 
North Carolina Retail Jewelers *Association—Raymond R. Landsberger, 818 B St., 
North Wilkesboro; Ned W. Cohen, 831 Jefferson Building, Greensboro. 
North —., Jewelers’ and Watchmakers ae, Helmers, Lisbon; 
Arthur B. DeGree, 319 Main, Willis 
North Dakota Retail Jewelers Eeealeiias tome Larson, Manda 
Ohio pote Jewelers ee ee gen org 100 West. “4th St., Cincinnati; 
ugh N. Beattie, 1117 Eucli a Clevelan 
Ohio Waeheninse Association—Sutton C . ‘Girod, 452 &. 152nd St., Cleveland; Howard 
Glass, 415 Wells Ave., N.E., Can 
ee Horological saucleliee ten ‘Clements, Norman; W. C. Smith, 2602 8. 
Robinson St., Oklahoma City. 

Oklahoma Retail “Jewelers Association—Robert J. McCurley, 124 E, Main 8t., 
Norman; Hugo F. Kofmehl, 814 Main St., Duncan. 
Oregon Retail Jewelers Association—William R. Johnson, 723 S. E. Grand Ave., 

Portland; Edward N. Weinbaum, Exec. Secy., 824 S. W. Fifth Ave., Portland. 
a Retail Jewelers Association Kenneth L. May, 626 W. Market St., 
Andrew J. Mulherin, Jr., Exec. Secy., 5 S. 40th St., Philadelphia. 
Pennsylvania, Watchmakers Association of—George Niesslein, 519 Ivy St., Pittsburgh; 
George W. Meyers, 4740 Mossfield St., Pittsburgh. 
Rhode stand Watchmakers Association—Henry Carette, 292 nanan St., Provi- 
Brydon Mansfield, 34 Arcade Building, Providen 
South ‘Care olin R Metall Jewelers Ase —— L Riddle, Main St., Lourens; 
omas, Main St. 
South Dakota Retail Jewelers Ascostetion—L. A. Horwitz, 120 8S. Phillips Ave., 
Sioux Falls; Ivan Landstrom, 620 St. Joe St., Rapid City 
Tennessee Horelogical Society—B. E. Anthony, 2209 Elliston Place, Nashville; H. C. 
Johnson, 2210 Bennett Ave., Chattan 
Tennessee Retail Jewelers Associati on William P. Griffin, 214 Sixth Ave, N., 
Nashville; Joseph M. Williamson, 214 Sixth Ave., N., Nashville. 
Texas — Jewelers Association—B. 0. Perdue, Crockett; °. — Dill, Exec. 
204-5 Southland Annex Building, 209 Browder Sti, 
Texas Watchmakers Association—Lucian Thomas, 1901 College _ Teibboek :2° yr B. 
Raymond, 508-A West Jefferson Ave, Dalla 
Vermont Retail Jewelers Association—John E. Mitchell, 119 N. Main St., Barre; 
Ivan Burnham, Waterbury. 
Virginia. “Retail Jewelers 4 Association —Walter Baumgardner, Wytheville; Frank L. 
t., Roan 
Greater Washington (D. *C.) Retail Jewelers Association—David Mann, Pentagon 
Building, Washington, D. C.; Henry H. Brylawski, Exec. Secy., Woodward 
nay Washington, D. C. ater 
Washingten Retail Jewelers Le ag TE” Solomon, 611 W. Riverside Ave., 
pokane; Ed Smith, Ex Secy., 512 1st No., Seattle. 
West Virginia ‘Retail ome ‘Association —Charles Shaffer Dodge, 5 N Leanne %. 
Buckhannon; Robert L. Williams, 209 W. Main St., Clarksbu 
——— Retail Jewelers Association —Harry Thomas Blum, 128 State’ ‘St., Madison; 
Ben W. Heald, Exec. Secy., Rt. Box 392 A, Thiensville. 
Wisconsin Watchmakers a LR F. Loose, 4711 W. Lisbon Ave., Milwaukee; 
Bd Media, Kenosha. 


Emporia; 


J. Erickson, Ortonville; Bruce Boyer, 1615 
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MIKIMOTO, “PEARL KING," DIES. On September 21, Kokichi Mikimoto, Japan's famous 


"Pearl King," passed away at the age of 96. He is generally accredited with 
being the one responsible for the production of cultured pearls. He experimented 
for years before developing his method of inserting a granule of mother-of-pearl 
into the flesh of an oyster, which spun nacre about it to produce a cultured 
pearl. 


WATCH FASHION PARADE OCT. 28 to NOV. 6. Jewelers are urged to promote the Watch 


FTC 


Fashion Parade by The Watchmakers of Switzerland to make it an industry-wide 
promotion. This organization will provide support by running a full-color, full- 
page consumer advertisement aimed at boosting public interest in the promotion. 


RULES ON AD ALLOWANCES. A manufacturer or wholesaler who grants advertising 
allowances to some of his customers must inform competing customers of the terms 
on which they may also receive such allowances, the Federal Trade Commission has 
ruled. The FTC, in confirming a hearing examiner's initial decision, ruled that 
two dress manufacturers who failed to grant some customers credit or payments 
for advertising services on proportionately equal terms with those receiving 
such credits, had engaged in discriminatory practices representing 
"concealment." 


NO TARIFF BOOST FOR HAND-BLOWN GLASS. President Eisenhower, affirming previous 


expressions that his decision to hike watch tariffs would not set a new pattern, 
turned down a plea of the U. S. hand-blown glassware industry for increased tar- 
iffs. This he did on the grounds that the difficulties of the industry lie "in 
competition offered by machine-made glassware" and not from duty concessions. 


GOLD PRICE WILL NOT RISE. Rumors that the Federal government will raise the price 


of gold are being brushed aside in Washington as untrue. A U. S. Treasury Dept. 
spokesman said the rumors, which he said have originated in gold-mining coun- 
tries, are without basis and the Government has no intention of paying more 
than $35 an ounce for its gold. Meanwhile, it was disclosed that the Govern- 
ment sold $67 million more gold than it bought in the first five months of this 
year. Treasury Department said that its gold reserve on June 1 amounted to only 
$21.9 billion. 


"TOURIST" BILL SET ASIDE. American jewelers and other retailers, as well as manu- 


facturers, won at least a temporary victory when Congress failed to take final 
action on a measure doubling the amount of goods American tourists can bring 
into this country without paying a duty. The bill, which would have increased 
from $500 to $1,000 the amount of duty free goods a tourist could bring into 
this country was opposed by members of the vitrified china industry, leather 
and linen makers. 


SMALL FIRMS TO PAY UNEMPLOYMENT INSURANCE TAXES. More than half-a-million small 


businessmen will begin paying unemployment insurance taxes for the first time in 
1956 as a result of revisions in the federal unemployment compensation law. 
Congress amended the idle pay law to bring into the system all employers hiring 
four or more workers for 20 weeks during a year. An estimated 1.5 million 
workers of small stores and factories will be eligible for benefits for the 
first time as a result. The old law set the minimum at eight workers. 
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Every jeweler will find profit-making power in 
the knowledge of terms and terminology of the 


jewelry trade which are authoritatively explained in this book. 


It contains an invaluable wealth of information essential to THE JEWELERS 
Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 
information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. $ 00 

More than 4500 word-and-term definitions, many of them gat pene 

clearly illustrated. Complete comparative table of Interna- 

tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 


of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 
Birthstones. 


ORDER 
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Production in New England Jewelry Plants 
Back on Normal Basis After Two Hurricanes 


Hurricane “Carol” and her more con- 
siderate sister, “Edna,” unceremoniously 
catapulted the jewelry manufacturing in- 
dustry of Providence and the Attleboros 
into a premature fall season production 
problem. 

While hardly a plant in the area escaped 
the impact of the two storms, only a few 
were victims of flood water directly. Their 
loss of production, varying from a day or 
two in some cases to a whole week in 
others, was the result of power failure 
which in turn resulted from the flooding 
of the area’s power plants. 

In Providence, the tidal wave which sent 
six feet of water throughout the downtown 
section, streets on which many jewelry 
shops are located were plied temporarily 
by boats and cars left parked at the curb 
or in nearby parking lots were completely 
submerged in the flood waters. 

As a result the industry has been ad- 
vanced prematurely into a rush season. 

Prior to September i, manufacturers had 
been gear'ng up for a good fall season. 
The pool of experienced jewelry workers 
had already been tapped, but it did not 





appear that a labor shortage and the need 
of training new operators would develop 
for several weeks. 

But the August 31 storm changed all 
that. 

Following the flood every mail brought 
orders resulting from the concentrated 
marketing job the industry instituted early 
in May. But the wheels of industry were 
at a temporary standstill and the orders 
began to pile up. Some of the plants had 
been taxed to production capacity for sev- 
eral weeks. 

Since prompt shipments are _ essential 
at this time in the season, the week’s pro- 
duction stoppage was crippling. 

But the manufacturers came out of the 
experience with a sp‘rit of optimism akin 
to the brightness of the sun that broke 
through the clouds on August 31 after Hur- 
ricane Carol had accomplished her mis- 
sion. 

They report that their customers have 
no need to be concerned about promptness 
of shipments. They are attacking the pro- 
duction problem with a vengeance and 
belief that before the month is out the 





International Jewelry Trends to be Analyzed 
By JIC Fashion Director at Providence Show 


Advance plans for a fashion clinic to be 
held in Providence at the Sheraton-Biltmore 
Hotel, October 22, indicate that manufac- 
turers in that area will have access to the 
most complete preview of new international 
jewelry trends ever presented to the in- 
dustry. 

The project, which is under the joint 
sponsorship of the New England Manu- 
facturing Jewelers and Silversmiths Asso- 
ciation and the Jewelry Industry Council, 
will be timed so that information gained 
by attending jewelers can be incorporated 
in new jewelry lines for Spring. 

In the past three years similar reports 
and analyses of international trends have 
been presented by the Council and the 
New England association, but this year’s 
preview is expected to be much more com- 
prehensive since the Council has sent its 
Fashion Director, Martha Percilla, to Paris 
especially to cover the jewelry exhibition 
being staged there the week of Septem- 
ber 20. 
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The New England manufacturers have 
voted a sizeable budget for the purchase 
of sample merchandise and sketches which 
will be shown and analyzed at the October 


MARTHA 
PERCILLA 


Fashion 
Director of 
Jewelry 
Industry 
Council 


22 meeting where Miss Percilla will give 
a report on the Paris exhibition. These 
will also be made available to jewelers for 
study afterward. 
According to the Council, another impor- 
(Please turn to page 208) 





lag in production will be overcome to 
everyone’s satisfaction. 

Hours are being stepped up in prac- 
tically all plants—and in certain depart- 
ments in particular. 

A few plants report that the storm’s 
impact was not as severe as it would have 
been had the earliest of the two storms 
occurred in a full work week period. 


One large plant explained that it had 
planned to give its employees the long 
holiday weekend. It had been concentrat- 
ing its production activity in the first five 
days of the week since the July vacation 
in order that its workers could enjoy Satur- 
day and Sunday during the good weather 
as a two-day holiday. 

But with the loss of power August 31, 
the plans for that week were changed upon 
the return of power three days later in 
many sections of the City of Providence. 
By working Friday, Saturday, Sunday and 
the holiday it was possible for several 
plants to come out of the situation with 
a min’mum loss in production. 


ALL PLANTS CLOSE FOR 'EDNA’' 


The following Saturday, when Edna ar- 
rived on the scene, all plants closed, and 
another day was lost. 

Another firm that also had been giving 
long weekends during July and August 
lost four days of production. It expects 
to catch up during September. 


Both of these plants—and their counter- 
parts throughout the area — are adding 
more workers as one of the means of get- 
ting shipments out on time. 

Several of the manufacturers have ex- 
pressed the hope that the hurricane- 
caused production lag will not precipitate 
over-buying by their customers. 

They stress that this policy benefits no 
one, and that indications are that the im- 
pact of the storm will be soon absorbed 
by the manufacturers and that many of 
their customers will have no reason to be 
concerned about getting their merchand?se 
without delay. 

The manufacturers are optimistic about 
the pre-Christmas season. They expect it 
to be equally as good as a year ago, and 
in many cases report that present indica- 
tions are that it will be cons derably bet- 
ter. 

High-styled merchandise is credited with 
the generous buying they are experienc- 
ing. Long ropes, tailored earrings and 
better grade costume jewelry is having a 
good run, but reports are that interests 
in the lines is broad. 
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Obituaries 








Will H. Cohn of Cleveland, O., widely 
known by the midwest trade, died of a 
heart attack on August 30 in Dover, O. 
He had been a salesman for 20 years for 
A. G. Schwab & Sons, Inc., wholesalers 
in Cincinnati. Born in Buffalo, N. Y., Mr. 
Cohn was a Mason and a member of the 
Scottish Rite. Survivors are his widow, 
four brothers and two sisters. 

Howard Stone Denny, 37, well-known 
jeweler of Bishopville, S. C., died August 
21 in the Lee County Hospital after an 
illness of several weeks. Mr. Denny was 
associated with his father in the jewelry 
business. The deceased leaves his widow, 
two sons and two daughters. 

Abe Green of Chicago, IIl., a jewelry 
sales representative who had called on the 
retail trade for 45 years, died recently. 
Mr. Green, who was 74 years old, was 
well known by jewelers in Texas, Okla- 
homa and throughout the midwest. His 
sole survivor is his widow. 

Israel Isaacson, 67, a partner in the 
Central Watch Co., 5 S. Wabash Ave., 
Chicago, Ill., died August 29 in Columbus 
Hospital. Survivors include his widow and 
two sons. 

Hartog J. Lamon, 60, senior partner 
in the firm of J. H. Lamon, New York 
diamond importers at 2 West 46 St., died 
September 16 at his home in New York 
City after a long illness. Born in Am- 
sterdam, the Netherlands, Mr. Lamon was 
in the diamond importing business there 
until 1939, when he transferred his com- 
pany’s operations to New York. The con- 
cern was founded by his father in Am- 
sterdam in 1876. He leaves his widow, a 
son, a daughter and a brother. 

A. Clyde McCormick, head of the 
McCormick Jewelry Store, Lenoir, N. C., 
died suddenly of a heart attack Septem- 
ber 7 while visiting relatives in Parkers- 
burg, W. Va. A former president of the 
Lenoir Merchants Association, Mr. Mc- 
Cormick was active in civic, religious and 


| 








fraternal circles. Surviving are his widow 
and a son, Clyde N. McCormick, who was 
associated with his father in the jewelry 
business. 

Milo R. Williams, 67, prominent 
jeweler of Butler, Pa., died July 17 at 
Mercy Hospital in Pittsburgh. Prominent 
in Butler jewelry circles since 1913, Mr. 
Williams celebrated his 40th anniversary 
as a local jewelry retailer in April, 1953. 
He entered the business field in Butler in 
July, 1913, after he had trained at Brad- 
ley University, Peoria, Ill. The Milo R. 
Williams store has been at or within a 
few feet of the present location, 114 S. 
Main St., since its founding. His modern, 
new store was opened in November, 1949. 
In addition to his membership in a long 
list of civic and fraternal organizations, 
Mr. Williams was an active member of 
the Pennsylvania Retail Jewelers Associ- 
ation. In 1947, he was appointed an ex- 
ecutive director for the Butler County area 
of the organization supervising an area 
within 35 miles of Butler. Mr. Williams 
is survived by his widow, a daughter, four 
sisters and a brother. 

Miss Mada Winters, owner of the 
Ashland, Ky., jewelry firm of I. N. Pol- 
lock Co., died of a heart attack Septem- 
ber 5 in a local hospital. Miss Winters, 
prominent in Ashland’s business and civic 
life for 40 years, began her career as a 
saleslady in the jewelry store, one of Ash- 
land’s oldest concerns. She bought out 
the heirs when Mr. Pollock died. Sur- 
viving are her two sisters. 

Norman F. Wiss, 58, secretary and 
a director of Wiss Sons, Inc., jewelers of 
Newark, N. J., died September 15 at his 
summer home in Bay Head, N. J. Mr. 
Wiss, who was born in Newark, was also 
executive vice president, treasurer and a 
director of J. Wiss & Sons, Newark cut- 
lery manufacturers. In addition to his 
widow, he is survived by his three sons, 
his mother, a brother and a sister. 





Grosvenor N. Allen, 80, Dies; 
Honorary Head of Oneida Board 


Grosvenor Noyes Allen, 80, honorary 
chairman of the board of directors of 
Oneida Ltd., died September 5 at the 
Oneida City Hospital after an illness of 
several months. 

Mr. Allen, who joined Oneida Ltd. in 
1898, served as first vice president for 35 
years, chairman of the board of directors 
for 33 years and director of design for 50 
years. In these positions he made an un- 
paralleled contribution to the growth and 
prestige of Oneida Ltd. 

Mr. Allen was born at the Mansion 
House on January 13, 1874, the son of 
Henry Grosvenor Allen and Portia Under- 
hill Allen. 

His early schooling was received at the 
Mansion House until 1891 when he en- 
tered Sheffield Scientific School at Yale 
University. Following his graduation from 
Yale in 1895, he joined the Pope Co., 


204 








manufacturers of bicycles in Hartford, 
Conn., where he worked for three years. 

In 1898, Mr. Allen started his career 
with Oneida Ltd. in the office of the 


GROSVENOR 
N. ALLEN 


Niagara Falls silverware and chain plant, 
where he later became superintendent. 
He was made a director of the company 
and in 1900 was sent as sales represen- 
tative to Chicago. It was there that he 
worked out his first silverware design with 





the help of a young artist. This “Ceretg” 
pattern proved eminently successful, anq 
for the next 50 years Mr. Allen was %. 
sponsible for the continuing series of gis, 
tinguished designs which have made the 
company’s silverware famous. 

In 1913, Mr. Allen was elected first vicg 
president of Oneida Ltd. and in 19]5 he 
also became chairman of the board of 
directors. Aside from his almost daily 
visits to the design department at the 
Sherrill plant, he worked closely with the 
sales and advertising departments, 

Mr. Allen is survived by a sister; 
daughter; and two sons, Hamilton Allen, 
vice president and works manager, and 
Henry Grosvenor Allen, superintendent of 
hollowware, both of Kenwood; and nine 
grandchildren. 


Death Takes E. A. Kiger, 
Prominent Kansas City Jeweler 


Eugene A. Kiger, president of C, A. 
Kiger Co., diamond importers of Kansas 
City, Mo., died August 23 of a heart at. 
tack at his home in that city. 

Mr. Kiger had served as president of 
the company since 1916, when he assumed 
management of the firm upon the death 
of his father. He and his two younger 
brothers—the late Cornelius M. and the 
late Herbert H.—took over the business 
and built it into one of the nation’s lead. 
ing wholesale jewelry organizations. 


EUGENE A. 
KIGER 





For the past decade, however, under Mr. 
Kiger’s guidance, the company has spe- 
cialized and concentrated more and more 
on diamonds alone. The firm has a buy- 
ing office and cutting plant in Johannes 
burg, South Africa, where they buy their 
rough and cut it into their own precision 
specifications. Members of their organiza 
tion commute regularly between Kansas 
City, Johannesburg, Tel Aviv and Antwerp. 

It was stated that the C. A. Kiger Co. 
will continue in business without inter- 
ruption. Company personnel, selected and 
trained over the years by Mr. Kiger pet 
sonally, will remain unchanged. 

Ira J. Seigfreid, who has been with the 
firm for 35 years, .is now the new presi- 
dent. All other officers remain unchanged. 





H. G. Butterfield, Sr., Dies; 
Jeweler of Joplin, Mo. 


Harry G. Butterfield, Sr., prominent 
jeweler of Joplin, Mo., died September 5 
at Freeman Hospital in that city. Mr 
Butterfield, who was 80 years old, was ac 
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tive in the jewelry business for more than 


67 years. 

While still a student in high school, 
Mr. Butterfield started his career in the 
jewelry industry when he entered the em- 
ploy of C. W. Davey, jeweler of Hamburg, 
jwa. Through his association with the 
Davey store, he learned the fundamentals 
of the trade and, in 1894, purchased the 
business from his employer. 

Mr. Butterfield operated the Hamburg 
store until the fall of 1917 when he moved 
to Joplin, Mo., to assume management of 
a store which he purchased there. In 
1929 he moved the store to its present 
location at 601 Main St., in Joplin. 

In 1942, Mr. Butterfield made his son, 
Harry, Jr., and his daughter, Norma, part- 
ners in Butterfield’s Jewelry Store. Both 
had been active in the store’s operation 
prior to that, but had not been part own- 
ers. 
Mr. Butterfield continued as head of the 
frm until February, 1953, when his son 
assumed management. He continued to 
assist in the store’s operation on a _ part- 
time basis, however, until shortly before 
his death. 

In addition to his son and daughter, 
who will continue the firm, Mr. Butter- 
field is survived by his widow. 





Swiss Pledge Continued 
Support to U. S. Jewelers 


Despite the many problems created by 
President Eisenhower’s July 27 decision to 
increase import duties on Swiss watches 
by 50 per cent, the Swiss watch industry 
is planning to continue its promotion pro- 
gram supporting American jewelers. 

This has been announced by Maurice 
Vaucher, president of the Swiss Federation 
of Watch Manufacturers, in a letter sent 
in late September to 38,000 American 
jewelers as a response to inquiries from 
many of them concerning the promotion 
program which began in 1947. 

In answer to other inquiries following 
on inaccurate reports, Mr. Vaucher empha- 
sized that higher watch prices, applying 
to both the retailer and the consumer, are 
the result of the President’s tariff decision. 
Pointing out that members of the Federa- 
tion have not announced a change in the 
Swiss price of their products, he stated: 
“We are told that, because of the tariff 
increase, price changes are taking place in 
the U. S. watch market. We are sure you 
teal'ze these changes have not originated 
in Switzerland.” 

He added: 

“It’s an old Swiss, as well as American, 
habit to want to supply a better product 
at a competitive price and for a fair 
profit. Among the members of our asso- 
ciation, this will continue to be the basis 
for any future revision in Swiss prices.” 

Mr. Vaucher also declared that the 
Swiss cannot resign themselves to accep- 
tance of a measure “which still appears 
difficult to understand, especially as it 
emanates from a nation that we have al- 
ways considered friendly toward us.” 
Events of coming months, he said, will de- 
termine the Swiss line of action. 
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Frank Beckwith, 83, Dies; 
Former Hamilton President 


Frank C. Beckwith, former president and 
chairman of the board of Hamilton Watch 
Co., died September 9 at his home in Lan- 
caster, Pa., after a long illness. He was 
83 years of age. 

Mr. Beckwith was born in East Hamp- 
ton, Long Island, and was associated with 
Joseph Fahys & Co., New York, before 
joining Hamilton in 1909 as sales mana- 
ger. 


FRANK C. 
BECKWITH 





He served as secretary of Hamilton from 
1910 to 1920, when he was made vice 
president. Elected president of Hamilton 
in 1931, Mr. Beckwith was made cha!rman 
of the board in addition two years later. 
He retired from the presidency in 1939 and 
from the chairman’s position nine years 
later. He had continued as a director unt'l 
his death. 

A trustee of the First Methodist Church 
in Lancaster, he taught in its Sunday 
School for many years. He was a former 
president of the board of the Young Men’s 
Christian Association and a past director 
of the Free Public Library, the Boys’ Club 


and other local groups. 





He also belonged to the Hamilton Club, 
the American Society of Sales Executives, 
the Newcomen Society and the Twenty- 
Four Karat Club of the City of New York, 
of which he was a charter member and a 
past secretary. 

Surviving are his widow, a daughter and 
two grandchildren. 





New Owners Purchase 
Tynes Co. of Dallas 


A change in owner-management of in- 
terest to Southwestern jewelers was made 
last month when Joe M. Higginbotham III 
purchased the Tynes Co. from Walker A. 
Tynes and the estates of W. A. Tynes and 
M. A. Tynes. 

The new wholesale jewelry firm will be 
operated as Higginbotham-Tynes Co., Inc., 
at the same location, 912 Commerce St., 
Dallas, Texas. Incorporators are: J. M. 
Higginbotham, Jr., president; Joe M. Hig- 
ginbotham III, vice president and general 
manager, and L. F. Russell, secretary- 
treasurer. 

Higginbotham-Tynes Co., Inc., will be 
under the active management of Joe Hig- 
ginbotham III, with Walker A. Tynes, son 
of the founder, remaining with the com- 
pany in an executive capacity. There will 
be no change in personnel, Mr. Higgin- 
botham announced, and no change in com- 
pany policy. 

The Tynes Co. was founded in 1919 as 
Tynes-Price Co. by the late M. A. Tynes 
and Tom Price. The late W. A. Tynes 
later joined the partnership. When Mr. 
Price retired, the firm name was changed 
to the Tynes Co. 

Additional lines and an expansion of 
services will be announced later, Mr. Hig- 
ginbotham said. 








Oneida Ltd. was a recent host to 46 
foreign students from 22 countries of the 
free world. The students were visiting 
Syracuse University under the State De- 
partment Orientation Program, and each 
had been selected as a potential leader in 
his or her own country. 

The State Department’s program allows 
the students the full summer to familiarize 
themselves with American customs, life 
and industry before entering the univer- 
sity of their choice for a complete year 
of graduate study. The aim of the pro- 
gram, of course, is to spread an under- 


FOREIGN STUDENTS VISIT ONEIDA LTD. 








standing and appreciation of America 
throughout the world. 

Pictured above are the students, faculty 
members and executives of Oneida Ltd. 
grouped before the main entrance of the 
Oneida Ltd. Administration Building. 
Lunch was served after a tour of the 
Mansion House and offices, and the en- 
tire afternoon was devoted to a tour of 
the factories ending in a question and 
answer period presided over by Hamilton 
Allen, vice president and director of manu- 
facturing. 
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Five Jewelry Stores to Receive 
Brand Name Retailer Awards 


Five retail jewelry stores will be among 
the 125 retail firms to receive Brand Name 
Retailer-of-the-Year awards at next April’s 
Brand Names Day dinner to be held in 
the Grand Ballroom of New York City’s 
Waldorf-Astoria Hotel, according to Henry 
E. Abt, president of Brand Names Founda- 
tion, Inc. 

The annual competition sponsored by 
the Foundation is expected to attract en- 
tries from retailers located in all parts of 
the United States as well as Canada, 
Mexico and U. S. possessions. The awards 
w:ll honor merchants in 25 fields of retail- 





ing for outstanding presentation of manu- 
facturers’ advertised brands during 1954. 
An all-retail panel of 25 judges will pick 
the 1954 winners. Members of the panel 
will include representatives of 25 retail 
firms which won top Brand Name Retailer- 
of-the-Year plaques at the last Brand 
Names Day dinner. Among them will be 
Lewis I. Benway, president of Basch’s 
Leading Jewelers, Cleveland, Ohio. Basch’s 
was named Brand Name Retailer-of-the- 
Year for 1953 in the jewelry store field. 
This year, a Brand Name Retailer-of- 
the-Year plaque and four Certificates of 
Distinct'on will be awarded to firms in 
each of 25 classifications. The awards 
will be presented before more than 1700 
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leaders in manufacturing, advertising and 
distribution attending the annual Brand 
Names Day dinner. 

There is no cost or fee for a retail firm 
to file an entry. All that is necessary jg 
the filing of a completed entry form op 
which the firm describes its past, current 
and future advertising and promotion on 
brand themes. No samples, tearsheets 
scripts or window photos are requ'red with 
the entry form. Deadline for entries js 
December 3, 1954. 

Entries will be screened by a committee 
named by the Foundation. Those firms 
whose entry forms show thorough and 
vigorous brand-name activity all year long 
will be named final'sts in their categories, 
Finalists will be asked to submit detailed 
presentations containing direct mail sam. 
ples, tearsheets and window photos. It js 
from these presentations that the winners 


will be picked. 





President Refuses Tariff Hike 
On Handblown Glassware 


President E‘senhower has turned down 
a plea of the U. S. hand-blown glassware 
industry for increased tariffs on the 
grounds that the difficulties of the indus 
try lie “in competition offered by machine. 
made glassware” and not from duty con- 
cess‘ons. 

The President, affirming earlier specula- 
tion that the decision to hike watch tariffs 
would not set a new pattern, denied a 
U. S. Tariff Commission recommengation 
that import taxes be increased. 

Mr. Eisenhower said he believes the 
competition of cheaper machine-made ware 
is hurting both the domestic and foreign 
producer of the expensive hand-blown 
glass, and that higher, restrictive tariffs 
would not solve the problem. The tariff 
Commission had split three-to-three in ree- 
ommending an increase. 
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Congress Shuns Bill to Raise 
Duty-Free Limit for Tourists 


Jewelry dealers and other retailers, as 
well as several industries, won at least a 
temporary victory when Congress failed to 
take final action on a measure doubling 
the amount of goods American tourists 
can bring into this country without paying 
a duty. 

The bill, which would have increased 
from $500 to $1,000 the amount of duty- 
free goods a tourist could bring into this 
country, was bitterly opposed by members 
of vitrified china industry, leather and 
linen makers. 


When you remove the cover from this new 
a Dennison ring case, Number 2250TX, it 
fits right on the back to form an eye- 
catching display. Your rings appear in a 


Dennison offers you a wide range of 
single and double ring cases — de- 
signed to enhance the beauty of your 
fine rings. Dennison cases will help 
dramatic frame of translucent pearl plas- you make sales. 
tic, cushioned on karess or transparent 
velvet. A handy plastic clip holds your 


price ticket in place . . . all set for sales! 





Ask your wholesaler to show 
Number 2250TX is available you the complete Dennison line 
in light pink, light blue, 
light green or white — 
richly decorated in gold 
leaf for the quality look 


FOR RETAILERS: A complete 
line of boxes and cases, findings 
and supplies. 


FOR MANUFACTURERS: A 
wide range of specially designed 
paper jewelry boxes and cases. 


your rings deserve. It comes 
in individual white packers. 
Order by number. 





Steamship and travel representatives, 
however, are expected to press for revision 
of the duty-free limitation at the session 
of Congress which opens on January 1. 




















Gay Jewelers Open in Atlanta 


Gay Jewelers, a new enterprise for At- 
lanta, Ga., has been opened at 92 Alabama 
St. S.W. Joseph L. Goldberg, active in 
the jewelry business for 31 years, is pro 
prietor. 
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puffalo Merchants Run Ad 
To Salute Thruway Opening 

Glickstein Jewelers & Opticians joined 
with other merchants located in the Thru- 
way Plaza, Buffalo, N. Y., in saluting the 
formal opening of the Buffalo terminus 
of the New York State Thruway. 

The stores used a large newspaper ad 
to stress that “no matter where you live, 
the great Thruway puts you just minutes 
away from the Thruway Plaza, Western 
New York’s newest, greatest shopping 
center.” 

Maps showed residents of the area ex- 
actly how to get to the Thruway Plaza 
by using the new Thruway. Said copy: 
‘The 40 modern stores of the Thruway 
Plaza are virtually around the corner from 
everyone in Western New York. The won- 
derful new Thruway can speed you to the 
great shopping center in seconds.” 





Truman Commends N. Y. Firm 
For Badge Made in His Honor 

The Artley Jewelry Co., New York jew- 
elry manufacturers at 93 Nassau St., was 
recently commissioned by the Musicians’ 
Union to make an “honorary president” 
badge for former President Harry S. Tru- 
man. 





The badge, shown here,-was made by 
Jack Goldfarb, a craftsman of long ex- 
perience. It was hand-fashioned of 14- 
karat gold and was made according to 
des‘gn without the aid of any dies. Nine 
brilliant diamonds adorn the top of the 
badge which has a background of blue 
enamel. The lettering is also of blue 
enamel. 


A personal note from Mr. Truman was 
received by the Artley company commend- 
ing them on the beauty of their work. 





H. J. Eckert, St. Louis Jir., 
Returns to Work After Illness 


After a six-months’ absence from busi- 
ness because of ill health, Harry J. Eck- 
ert, jeweler of St. Louis, Mo., has returned 
to work in “excellent health.” He is again 
operating his own firm—Eckert Jewelry 
Mfg. Co.—at 721 Olive St. 

Mr. Eckert is a jewelry manufacturer 
and wholesaler. 
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JEWELRY-CHINA OBJETS DART 


AN AUCTION SERVICE 
FOR JEWELERS WHO CARE 


For the jeweler who wishes to sell out, we can tell as close 
as humanly possible what his stock will realize. If he so de- 
sires, we will buy his entire business outright and conduct 
the liquidation sale on our own behalf. 


AMAZING COMPLETE 
LIQUIDATIONS 


Another history making close-out for 
nationally known firm, Geiger & 
Ament of Louisville, Ky. 


G. F. Geiger, President 
Nolte C. Ament, V. Pres. & Treas. 
Albert J. Geiger, Secretary 


GEIGER & AMENT 


Incorporated 
Jewelry, Diamonds, Silverware 


447 Fourth Ave., Starks Bldg. 
LOUISVILLE, KY. 


July 12, 1954 


Mr. Thomas J. Faussett 
Howell, Michigan 


Dear Mr. Faussett: 


Now that you have finished our sale and 
auction for the purpose of liquidating 
Geiger & Ament’s stock of fine jewelry, I 
want to tell you what a fine job I think 
you did for us. 


I had known of you and your fine reputa- 
tion for many years. When we made up 
our minds to liquidate I happened to be in 
Fort Lauderdale, Florida, at the time you 
were conducting an auction for Middletons. 
I came to see you and saw you work. To 
me you were doing an outstanding job for 
Middletons, so we felt you were the man 
to help us. 


I want to say that the returns were far 
greater than we had been offered by others. 
The high type of your work left us with 
many friends. We found you most coopera- 
tive in every way. You did many things 
to our benefit that your contract did not 
eall for. 


Our store had been in business for 33 
years. It was a high type store. We al- 
ways carried high grade merchandise. Your 
type of work fitted in with the traditions 
of our type store. We would recommend 
you very highly to any store that wants a 
satisfactory liquidation. 


With kindest regards, I am 
Yours very truly, 
(signed) Nolte C. Ament, Vice-Pres. 


Mid-Summer Close-out for Eugene 
Shanklin of Liberal, Kansas. Write 


him. 





THERE IS NO HURT FROM 
A FAUSSETT AUCTION 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


“Honor,” said a great author, “is 
like a precious stone, the price of 
which is lessened by a single flaw.” 


HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MiIL- 
LION IN ACTUAL CASH RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 
1932-3 FOUND IN OUR BOOKLET. 


A FEW OF THE MANY REFER- 
ENCES EARNED FOR US DUR- 
ING THE YEAR OF 1953. 


Mr. Harold P. Sutton, Executor, Me- 
Cook, Neb., store Est. 1888: Mr. L. W. 
Terry (Bell Jewelers Est. 1884), 
Kalamazoo, Michigan. $200,000 Re- 
moval Sale for Middletons’ Jewelers, 
Fort Lauderdale. Mr. Earl Middleton 
was four times President of Florida 
Retail Jewelers Association. 











In auctioneering like in all other lines of salesmanship, the 
individual should be a man of good judgment, distinctive 
refinement, eloquent in description of the finer things, and 
able to expound the truths inherent in the laws of good mer- 
chandising. He should have a sense of humor and know ex- 
actly how to dramatize his auction sales. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL, MICHIGAN 
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Los Angeles Diamond Exchange 
Moves to New Location 


The Los Angeles Diamond Exchange, 
Inc., held an inaugural premiere for the 
industry and press on Tuesday afternoon, 
August 31, at their new location, 325 W. 
Fifth St. The official opening date had 
not as yet been announced. 

The exchange is modern in every detail, 
beautiful in design and completely func- 
tional. So that members need not leave 
the building for bank facilities, a com- 
plete vault has been installed. 

Morrie S. Sater, 448 S. Hill St., presi- 
dent of the L. A. Diamond Exchange As- 
sociation, also reported that a snack bar 





is being incorporated to serve members 
of the exchange and their customers and 
guests. Guests at the premiere enjoyed 
the hospitality of Sater and other jewelers 
who have located in the exchange. Cock- 
tails and hors d’oeuvres were served. 





Cleveland Educator Tours Elgin 
School With HIA President 


Laying plans carefully for the installa- 
tion of a watch repair course in a new 
trade school now being constructed, D. C. 
Courtright, principal of Cleveland Trade 
Schools, has completed an inspection of 
Elgin Watchmakers College. 

In his visit to the Elgin school, Mr. 
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NORTH ATTLEBORO, MASSACHUSETTS 
Outstanding in the design and manufacture of 


fine Sterling Silver Cigarette Boxes 





Courtright was accompanied by Howard S 
Schrantz of the Ball Railroad Time Sie. 
vice and president of Horological Insti- 
tute of America. They were conducted on 
the tour by Raymond F. Souc‘e, director 
of the college. 

Cleveland’s watch repair course is be. 
ing prepared at the request of jewelers jn 
the Ohio city’s trade area, Mr. Courtright 
said. It will train approximately 20 sty. 
dents to accommodate the estimated ab. 
sorption rate of the territory, he added. 

The course will revive a program op- 
erated at the end of World War II for 
disabled veterans. Equipment used for 
that training, plus additions indicated by 
studies of other schools, will be installed 
in a new $344 million trades school build- 
ing to be completed in about 18 months, 





D. C. Courtright (right) and Howard S, 

Schrantz (left), president of the HIA, study 

operations of the Elgin Watchmakers Col. 

lege under the guidance of Raymond F. 

Soucie, director of the school. Here they 

watch the work of Edwin Gargel, a student 
from Ridgewood, N. J. 


The course will be open to a select 
group of high school students. Each stu- 
dent will be enrolled for three years, tenth 
through twelfth grades, but general sub- 
jects such as English and mathematics 
wll be included in the curriculum. 





Jewelry Trends to be Analyzed 
(From page 203) 


tant phase of the project will be a complete 
written report to retailers in connection 
with these new trends. This will be timed 
to reach them at a period when the infor- 
mation will be helpful not only in Spring 
buying but in projecting new ideas for 
advertising, promotion and publicity. 

In addition to helping increase the fash- 
ion consciousness of jewelers, the principal 
idea behind the project is to establish a 
more definite promotional trend within the 
industry. For this reason, the trends re- 
ported at the October meeting and adopted 
by American jewelers, will be used as a 
spearhead for national publicity to the pub- 
lic. This will complete the third step neces- 
sary to coordinate the interest of the con- 
sumer with the promotional thinking of 
jewelry manufacturers and retailers. 


Gordon Brothers Lease Store 
Gordon Brothers, 18 Province St., Bos- 
ton, have taken a lease on the store at 38 
Bromfield St., formerly occupied by East- 
man Kodak Co., and are having the place 
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entirely remodeled and renovated prepara- 
tory to opening there early next year. The 
F. W. Parris Silver Co., associated with 
the Gordon Brothers firm, also plans to 
move to the new location. 





N. J. Watchmakers Ass'n. 
Holds First Fall Meeting 


The first fall meeting of the Watchmak- 
ers Association of New Jersey was held 
September 14 at the Ivanhoe in Irvington. 

A sizable turnout was on hand for the 
talk given by guest speaker Harold L. 
Rapp, service manager for the Wyler 
Watch Agency, Inc., who brought members 
up-to-date on the incaflex feature in the 
Wyler watch, waterproof case construc- 
tion, and the latest methods of oiling. 
Mr. Rapp, who spent some time in Switzer- 
land this summer, also showed some inter- 
esting slides taken on that trip. 





House Beautiful Exhibition 
Demonstrates "Art of Living’ 


More than one million people were ex- 
pected to attend an exhibition entitled 
“The Arts of Daily Living” which was ar- 
ranged by House Beautiful magazine and 
the Los Angeles County Fair Association. 

The show consisted of 22 specially de- 
signed, completely executed and fully fur- 
nished rooms which were open to the 
public from September 17 to October 3. 
The exhibition was housed in the Fine 
Arts Building, located on the grounds of 
the Los Angeles County Fair, Pomona, 
Calif. 

“The Arts of Daily Living” show demon- 
strated how the integration of art, archi- 
tecture and furnishings can result in 
homes of richness and variety. The exhibi- 
tion was created by House Beautiful in 
order to explain dramatically to people 
how they too can call upon architects, 
artists, decorators and craftsmen to achieve 
harmony and personal expression in their 
own homes. 

The aim of the show was to demonstrate 
that the art of living is the ‘most beautiful 
art of all. It showed how the home can 
best help the individual make an art out 
of living. Simultaneously the exhibition 
showed that fine art has a function in the 
daily home life as real and vital as food 
and furniture. 

The entire show was designed and fur- 
nished under the direction of the staff of 
House Beautiful, working with Millard 
Sheets, art director for the fair. 


Diamond Grading Tips Offered 
At Meeting of Southeast RJA 


Abolition of the word “imperfect” in 
diamond grading was suggested by David 
Widess of I. Widess & Sons, Los Angeles, 
at the August meeting of the Southeast 
Retail Jewelers Association. He suggested 
the use of the word “inclusion” as a sub- 
stitute for “imperfect.” 

Said Mr. Widess: “It seems unfair to 
call a V.V.S.I. diamond ‘very, very slightly 
imperfect? because the term ‘imperfect’ 
gives a very bad connotation to a dia- 
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mond. Perhaps, in any other industry, 
the word ‘imperfect’ would designate some- 
thing rejected. Why should the jewelers 
penalize a diamond with a very minute 
inclusion with the slanderous word ‘im- 
perfect.” The jewelers still can use the 
present terms of V.V.S.I. but could ex- 
plain to the customers that V.V.S.I. means 
‘very, very slight inclusion.’ They can do 
likewise with such terms as V.S.I. and 
S.1.” 

Mr. Widess stated that the American 
Gem Society improved diamond grading 
terminology by changing the term “per- 
fect” to that of “flawless.” He suggested 
that every jeweler, no matter how small, 
have his own diamond grading system. 





He declared that this system should be as 
simple as possible and yet cover the grad- 
ing of color, perfection and make. 

Mr. Widess is a Certified Gemologist 
and former president of the Southern 
California Guild of the American Gem 
Society. 

The August meeting of the Southeast 
RJA was presided over by Clarence A. 
Dayton, president. 





Tiffany Sponsors Radio Show 
Tiffany & Co., leading New York jew- 
elers, is using radio advertising for the 
first time in its long history. The firm 
began sponsoring “Symphony Hall” on 
September 30 over station WQXR. 














Her brilliant 
Linde* Star is 
encircled with a 
satellite cluster of 
diamonds . . . $145.00 
His with full-cut diamond insets 
$205.00. Both in regal 14K set- 
tings . . . the inspiration of... 
Kritzer, Stern & Kritzer, 
Inc., N. Y. 


Ask for free display 
card in color, and 
list of manufacturing 
jewelers featuring 
Linde®* Stars. 








Fascinating stars . . . once the mark 
of kings and queens .. . now 
available to your customers. Point 
by point, Linde* Stars equal the 
beauty and structure of natural stones. 
These mysteriously glinting gems 
evoke all the glamour that star sapphires 
and star rubies have whispered through 
history. Set them to suit their beauty 

. display them and display their amaz- 
ingly low prices. Linde* Stars invite 
try-ons that turn into take-home sales. 
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Supplier Membership in | grins in’ bookict form, lists lphabet 
Jewelry Industry Council cally the names and addresses of 468 sup- 
Shows 23 Per Cent Gain 


pliers of jewelry-store merchandise and 
services. In addition, the booklet con- 
tains several helpful reference features for 
To mark progress made at the close of retailers and suppliers alike, such as: 
12 months of continuous effort by retail Council’s new and modern wedding anni- 
jewelers to increase its supplier member- versary list and the revised birthstone list 
ship, the Jewelry Industry Counc’ has —lists sponsored by the Council with the 
issued a special membership report. Along approval of the American National Retail 
with that report it has issued an Honor Jewelers Association; the National Jewel- 
Roll of Supplier Members who are sup- 
porting the Council’s nationwide public 
relations and promot’on program, just as 


ers Association, and the National Whole- 
sale Jewelers Association. 

THe JEWELERS’ CIRCULAR-KEYSTONE has bers listed in the Council’s 

supported the JIC with promotional sup- 


port since its inception. 


“The total number of 468 supplier mem- 
Honor Roll 
Booklet,” according to A. E. Haase, presi- 
dent of the Council, “represents a gain of 
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You too can afford one 
with our liberal time payment plan 
for as littleas §Q#¢ a day. 


Ask for our booklet GM—“‘How to Make Money with Engraving”. 


NEW HERMES ENGRAVING MACHINE CORP. 
13-19 UNIVERSITY PLACE * NEW YORK, N.Y. 
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123 new members over September, 1953 
an increase of 23 per cent. 

“This marked increase in supplier mem- 
bers,” Mr. Haase continued, “is due al- 
most entirely to the efforts of retail mem. 
bers in extending membership invitations, 
by mail and in person, to suppliers who 
have not hitherto been members of the 
Council.” 

Issuance of the Honor Roll, Mr. Haase 
points out, at the end of 12 months of its 
new membership program, does not mean 
that the Council’s new membership pro. 
gram has come to an official close. On the 
contrary, Mr. Haase continued, the book. 
let, under plans made by the Council’s 
officers and directors, is expected to give 
considerable impetus to its continuing new 
membership program, since retail mem. 
bers will now be able to determine readily 
for themselves through the reference book. 
let if prospects they have in mind are 
members of the Council. 

Also, he stated, in moving into this new 
phase of its program to increase supplier 
membership through invitations by retail. 
ers, the Council plans to continue to issue 
special membership stickers to supplier 
members for use by their salesmen on the 
front covers of their retail order books, 

In concluding his report on the progress 
of the Counci!’s supplier membership pro. 
gram, Mr. Haase emphasized that the pro- 
gram was not only carried through by 
retailers but was originated by them. “Re- 
tailers making the original suggestion,” 
Mr. Haase said, “‘felt, since the Council’s 
publicity and promotion work was pri- 
marily aimed at the retail level, it was 
logical that retailers should report on the 
desirability of its expansion to suppliers.” 





REGAL JEWELS 





WAC Pvt. Phyllis Johnson (left) and Sgt. 
Cecilia Mollett proudly model diamond 
tiaras at Van Cleef & Arpels, famed New 
York jewelry store. Both tiaras were gifts 
from Napoleon to his two wives. Helping 
adjust the Marie Louise tiara on Phyllis is 
Louis Vermont, of the Arpel family. Cecilia 
(right) wears Empress Josephine's magnifi- 
cient tiara. 





Mayor of Memphis Officiates 
At Opening of Goodman Store 


Three generations of the Goodman fam- 
ily joined Mayor Tobey in ribbon-cutting 
ceremonies on Monday, September 20, at 
Julius Goodman & Son, 92-year-old jew- 
elry firm, formally opening its own modern 
building at 113 Madison Ave., Memphis, 
Tenn. 

Twice as large as its former location 
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at 77 Madison Ave., the Goodman store 
now occupies its own home, with opera- 
tions on three floors, a far cry from the 
war-torn era of 1862, when it had its 
humble beginning on South Main St. 
near Gayoso. 





Munson Cautions Dealers on 
Low Silverware Inventories 


An optimistic forecast on retail silver- 
ware sales for this fall and Christmas was 
made recently by Craig D. Munson, vice 
president for sales, International Silver 
Co. In a letter sent to silverware dealers, 
Mr. Munson ventured a guess that silver 
sales for the last quarter of the year will 
be very much like last year—plus or minus 
a small percentage. 

Mr. Munson’s letter called attention to 
the fact that retail stocks of silverware 
are generally lower than last year at this 
time. He also called attention to the fol- 
lowing facts about the silverware bus‘ness 
this year: 

1. Replacement of stocks has been lag- 
ging behind the current rate of sales. 

2. Fall stock orders placed so far have 
been running no heavier than last year— 
a little higher if anything. 

3. Manufacturers’ production and_in- 
ventories tend to follow the trend of deal- 
ers’ purchases. 

With these facts in mind, Mr. Munson 
cautioned dealers about the possibility of 
a “merchandise squeeze” later in the fall. 

“We do not wish to ‘cry wolf,’” he de- 
clared, “merely to make the earnest sug- 
gestion that now is the time to place 
orders to avoid the disappointment of lost 
sales later, and to make sure you realize 
the full opportunities of your best selling 
season.” 





Holzer Watch Co. Appoints 
Miss L. Shapiro as Advg. Moar. 


Julian R. Holzer, president of the Hol- 
zer Watch Co., Inc., sole distributors of 
Tissot watches in the United States, an- 
nounced recently the appointment of Miss 
Lillian L. Shapiro as advertising manager. 

Miss Shapiro was formerly an associate 
of the Schepp-Reiner Co., station reps. 
Prior to that she was affiliated with the 
Longines-Wittnauer Watch Co. where she 
served as advertising manager for a num- 
ber of years. 





Rochester Jewelers Promote 
Diamond Recutting With Ad 


E. J. Scheer, Inc., jewelers of Roches- 
ter, N. Y., promoted the recutting of old 
diamonds with a newspaper ad that stressed 
how the stones increase in value when 
recut. 

The ad was captioned: “Scheer’s will 
recut your diamond for you. Diamonds 
that are old but treasured increase in 
brilliance and value when recut.” 

Said copy: “Old methods of diamond cut- 
ting did not present diamonds in the true 
light of their beauty. But, now, you may 
bring that dull but proud diamond to 
Scheer’s and, for a comparatively small 
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cost and negligible loss in weight, your 
diamond will be completely recut. 

“What brilliance, what fire, what beauty 
results. Even close to the surface flaws 
may be removed. An heirloom diamond 
deserves your pride of ownership, not re- 
tirement in a jewel box. Now, get that 
diamond out of the doldrums and into 
Scheer’s. 

“Scheer’s will also supply new mount- 
ings for your gemstones.” 





International Committee of 
American Gem Society Meets 


The International Committee of the 
American Gem Society held its annual 





meeting recently at the Waldorf-Astoria 
Hotel in New York City. The Committee, 
the Society’s governing body, gave par- 
ticular attention to the following: 

It heard an informal report on the So- 
ciety’s financial standing. The general dis- 
cussion that followed was concluded by an 
expression of approval of the report. The 
Committee reviewed the services now 
rendered by the Society to its members, 
and approved them. 

Committee members commented on the 
preparation of the new dues schedule now 
in progress. This new schedule is based 
on 1953 figures instead of 1945, the year 
on which the old dues schedule was based. 








brighten your sales 


14k golden 
sunburst 
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CIRCLES: One, two or three initials 
stand out in bold relief against the deep 
etched sunburst background. 
Twenty-four styles (six pictured above). 
SQUARES: Accurate calendars for 

every month and year. Deep etched 
background. Raised numbers. 
Birthstone markers. Delivery guaranteed 
one week after we receive your 
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Seven Major Programs for Ensuing Year 


Established by UHAA at 21st Convention 


“Coming of Age” was the keynote of the 
21st annual convention of the United Horo- 
logical Association of America, assembled 
September 4 through 6 at the Jung Hotel, 
New Orleans, La. 

Officers and delegates of the 21st con- 
vention in quick order established the 
following major programs for the ensuing 
year: 

1. Intensified association participation 
in Watch Inspection Week. 

2. A close-working mutual benefit ar- 
rangement with the Watch Material Dis- 





tributors Association. 

3. Revival of a workmanship contest as 

a future convention feature. 

4, Establishment of a central employ- 
ment bureau for watchmakers and jewelers. 

5. Annual presentation of three world- 
wide, all-industry distinguished achieve- 
ment awards to outstanding figures in the 
horological field. 

“ 6. Award for state membership increase. 
7. Expanded technical services. 
Re-elected to office were President Nor- 

man D. Luth of Huntington Park, Calif.; 
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Vice President Fred C. Kline of Shreve. 
port, La., and Executive Secretary Orville 
R. Hagans of Denver, Colo. Elected to the 
executive board were Max Phillips of 
Twin Falls, Idaho, and William Yost of 
Milford, Nebr. Joining regional directors 
J. E. Coleman of Nashville, Tenn., John 
DeVogel of Albany, N. Y., and James A, 
Long of Winston-Salem, N. C., were re. 
tiring board members G. Y. Swartzep. 
druber of Cedar Rapids, Iowa, and Leslie 
E. Dewey of Minneapolis, Minn. 

Convention delegates were pleased to 
learn that their national association was 
in excellent financial condition, and that 
membership had increased 17 per cent 
over the previous year. 

Omaha, Nebr., was selected as the site 
of the 1955 convention, to be held in April, 





G. WEBB O. R. HAGANS 
Elgin National Exec. Secy. 
Watc °. of UHAA 


In the opening convention address, Pres- 
ident Norman D. Luth deplored the pre- 
sent day “get the buck” attitude among 
some watch repairmen and asked that 
every watchmaker earn his money in the 
proud and honorable tradition of his pred- 
ecessors. 

In very strong talk, Luth lashed out 
at discount house, PX and department 
store sales of watches. He wondered if 
some retail jewelers were not responsible 
for driving away watch repair customers 
through unsatisfactory service because 
of their demand that repairman turn out 
10 or 15 watches per day. “Treat your 
customers right” he said. “Educate them 
why you require fair prices for good work, 
and you'll stay in business.” 

Executive Secretary Orville R. Hagans, 
in the course of his report, pointed out 
that the association’s ‘“2Ist birthday” 
meant only that the members were now 
fully qualified to go to work. “You've had 
the growing-up experience,” he said, “all 
you need for the future is effort. Let’s plan 
ahead, and start some real productive 
work.” 

Granville Webb, service representative 
of the Elgin National Watch Co., in his 
address told his audience that successful 
watchmaking these days depended on more 
than just skill at the watch bench—that in 
competing for the consumer dollar the 
watchmaker should become an active mem- 
ber of his community life. 

Eugene Sobel, president of the Watch 
Material Distributors Association, Tre 
vealed that for the third year his organ- 
ization was trying to save the jeweler 
from the threat of discount houses, with 
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the watchmaker as a chief weapon in the 
campa'gn. 

Mr. Sobel congratulated UHAA on its 
move to collaborate with his organization, 
and asked the members of the association 
to assert themselves, and to tell WMDA 
what they think of it. “Help us set up 
standards,” he said. “Tell us what kind 
of service we can furnish you for ideal 
benefit. Tell us what you expect of us.” 

In answering questions from the floor, 
Mr. Sobel requested that repairmen show 
more regard for their time and the time 
of material men by learning to order prop- 
erly. He also reminded his listeners that 
WMDA had done the most for standardiza- 
tion, and that watchmakers in the U. S. 
would soon be supplied with a new 
WMDA standardized national catalog. 

In the first such move in the industry, 
an association committee was formed to 
work with a WMDA committee, to be ap- 
pointed. Named to the UHAA “unity” 





EUGENE SOBEL 
President of WMDA 


L. H. BRAUN 


Watchmakers of 
Switzerland 
Address convention sessions 


committee were Orville R. Hagans of 
Denver, and Leslie E. Dewey and Harold 
Donkersgoed (Minnesota State Dept. of 
Education), both of Minneapolis. 

Charles Purdom, special representative 
of American Time Products, briefly re- 
viewed a lifetime spent in horology, and 
promised a busy remaining life dedicated 
to the industry. 

Lionel H. Braun, merchandising coordi- 
nator for Foote, Cone & Belding, was an 
able pinch-hitter for the Watchmakers of 
Switzerland Technical Adviser Jean-Pierre 
Savary, who was prevented from reaching 
the convention by a storm. Mr. Braun re- 
marked that retail jewelers should not 
regard their repair department simply as 
a convenience, but as a profit potential 
which if properly developed would pro- 
vide them with a much more comfortable 
living. 

Louisiana’s ex-Lt. Governor William 
Dodds was the principal speaker at the 
convention banquet. In addition to ex- 
emplifying the true spirit of Southern hos- 
pitality, he impressed his delegates with 
a sound history of horology and he spoke 
admiringly on that subject. 

The highlight of the final social funce- 
tion of the convention was the inaugura- 
tion of the association’s Distinguished 
Achievement Awards, honoring William H. 
Samelius, Charles Purdom and Orville R. 
Hagans. 
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Gensler-Lee Stores Honored 
At California State Fair 
Gensler-Lee and Golden Eagle of Redd- 


ing, leading California jewelry firms, 
were honored on the opening day of the 
California State Fair in being invited by 
Governor Goodwin Knight of California 
to become a member of the “100-Year 
Club,” consisting of those firms who have 
been in business in California continu- 
ously for 100 years or more. 

Budd Rosenberg, vice president of Gen- 
sler-Lee, attended the Governor’s luncheon 
and received a gold medallion and cer- 
tificate stating the firm had officially be- 
come a member of the “100-Year Club.” 


The Golden Eagle jewelry store was 
founded in Shasta in 1854 by the father of 
Frank Dobrowsky, from whom the business 
was purchased in 1944 by Gensler-Lee. 

The original business moved to Coloma 
and subsequently to Redding, where it is 
now located. 





Richmond Jewelry Store Sold 


The R. A. Burton Co., jewelers at 111 
E. Broad St., Richmond, Va., has been 
purchased by Thalhimer Bros., Inc., local 
department store. According to William 
B. Thalhimer, Jr., president of the de- 
partment store, the purchase included the 
entire stock and book accounts (customer 
charge accounts) of the Burton firm. 
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Sharp Debate on ‘Gold Content Proposal 
Highlights FTC Trade Practice Conference 


With the exception of a rule pertaining 
to “deception as to gold content,” the Fed- 
eral Trade Commission concluded public 
hearings September 8 on a set of 22 trade 
practice rules for the low and medium- 
priced jewelry industry. 

Officers and representatives of leading 
trade associations in the jewelry indus- 
try, as well as costume jewelry manufac- 
turers, and retailers, attended the trade 
practice conference at the Hotel Biltmore 
in New York City. 





General agreement was reached on the 
various rules proposed—with one major 
exception. This was rule 20 which con- 
tained the commission’s recommendations 
on the marking of karat gold, gold filled 
and rolled gold plate jewelry. Under the 
rule as proposed by the FTC, the marking 
of gold filled and rolled gold plate with 
the relative gold content would be aban- 
doned. The proposed rule would also per- 
mit the use of the term “gold” to be used 
as descriptive of industry products that 








when we say gro Boxes 
we mean (sTacy Boxes * 























" WEBSTER SAYS: STOCK means 
“An accumulated store or re- 
serve supply that may be 
drawn on at will.” This is so 
at MASON and here’s why— 








Mason has over a million boxes in stock. Deliv- 
ery is assured if you buy MASON. 


_ has productive capacity of over 100,000 


boxes each day. 


R The name MASON stands for quality and 
service. 


Three different lines of ‘‘stock’’ costume jewelry 
boxes . . . plus the popular cotton filled utility 
boxes. All in stock for immediate delivery. 






THE 


y 
DON’T BE DISAPPOINTED ON FALL DE- 
LIVERIES — ORDER MASON AND BE SURE 








RETAILERS ... 


Please contact your material 
supplier. 


MANUFACTURERS AND 
WHOLESALERS... 

Please write us direct for 
your custom designed or 
~ stock jewelry boxes. 





BOX CO. 


521 MT. HOPE STREET 
Sa ATTLEBORO FALLS, MASSACHUSETTS 


Write for fall-coler illustrated folder with prices of all stock boxes. 
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have a plating or covering that is 250 mil 
lionths of an inch thick. 

Several manufacturers who favored the 
use of the term “gold overlay” supported 
the proposed rule. They ran into stiff Op: 
position, however, from many trade aggo. 
ciation representatives who voiced their 
objections to the adoption of a rule which 
they said would lower the standards for 
gold marking and stamping. 

Among those who voiced their objec- 
tion to rule 20 was Byron L. Shinn, gen- 
eral counsel for the Jewelers Vigilance 
Comm'ttee. He stated that adoption of 
the proposal would enable any manufac. 
turer turning out gold merchandise with 
a minimum thickness of 250 millionths of 
an inch to use such phrases as “gold 
clad,” “gold encased,” and other maverick 
terms, to describe their products. 

The use of the term “gold overlay” as q 
marking met with strong opposition. The 
major objection of those who opposed use 
of the term was that jewelry so designated 
does not bear a stamping or marking to 
indicate its gold content. The rules, it 
was stated, would permit manufacturers 
using the term “gold overlay” to claim a 
quality superiority over the manufacturer 
using the term “gold filled.” The latter 
is compelled by law to state the gold con- 
tent of his article. 

One spokesman favoring use of the term 
“gold overlay” declared that marking gold 
jewelry with a weight ratio has nothing to 
do with the quality of the merchandise 
from the standpoint of the consumer. He 
added that his firm would like to use the 
term because it is one which the consumer 
understands readily. 

Following the hearing, James A. Bla- 
lock, FTC attorney, stated that the com- 
mission will consider minor changes in 
the other 21 rules and will notify the trade 
when the complete set will be available. 
He indicated that a separate hearing on 
controversial rule 20 will be held at a 
later date. 


Golden Circle Opens Fall 
Season With Lively Meeting 
The Golden Circle Club started off its 


comprehensive program for the fall season 
on September 20 with a well-attended 
meeting at the Hotel Delmonico, New 
York. 

The evening’s fest‘vities got underway 
with a cocktail hour which was followed 
by a delicious “dutch treat” dinner. 

Entertainment was provided by Corbett 
Monica, a talented new comedian who re- 
cently concluded a successful run at the 
Chez Paree in Chicago. He is now guest 
starring in the better’night clubs in New 
York. 

It was announced at the meeting that 
big things are being planned by the club 
to make the coming year its “biggest.” 
It was stated that the entertainment com- 
mittee and the board of directors are 
exerting every effort to make the club, 
its meetings and its entertainment the 
“biggest and best ever.” 
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\ NEW YORK 


4 The Colonial Mfg. Co., Inc., manufac- 
turers of Customized and Bridalok dia- 
mond rings, moved recently to their new 
factory at 304 E. 45th St., New York. The 
firm, formerly at 74 W. 46th St., moved 
to new and larger quarters to permit han- 
dling of increased demands. New person- 
nel has been hired and modern machinery 
has been installed at the new factory to 
better serve the needs of the trade. 

4 Henry Peterson, president of the Fea- 
ture Ring Co., 130 W. 46th St., New York, 
has accepted the chairmanship of the Jew- 
elry Committee of the Travelers Aid So- 
ciety of New York. Jewelry executives 
throughout the city will be active in the 
Society’s fund-raising campaign which 
seeks to raise $360,000 to carry on urgent 
work in the transportation centers of New 
York. 

4 Two of the foremost firms in the silver- 
ware and kindred fields—Engelhard Indus- 
tries and Handy & Harman—were honored 
at the annual United Jewish Appeal din- 
ner of the industry at the Hotel Pierre on 
Thursday, September 23. It was stated 
that tribute was paid to these two firms 
because their principals have been so de- 
voted to philanthropic causes of all kinds. 
Members of both concerns have been ac- 
tive in the UJA for years. 

q An informative talk on “Enamelling” 
was delivered by Bert Krashes, staff in- 
structor of the Gemological Inst‘tute of 
America, at the September 14 meeting of 
the Greater New York GIA Study Group. 
The organization met, as usual, at the 
Hotel Roosevelt in New York. Mr. Krashes 
illustrated his talk with colored slides and 
actual pieces of enamelwork. 

4 Oscar M. Lazrus, treasurer of the Benrus 
Watch Co., 50 W. 44th Sts New York, is 
serving as chairman of the Jewelry and 
Watches D'vision in the annual fund ap- 
peal now being conducted by the Sister 
Elizabeth Kenny Foundation. “Support 
of the Kenny Foundation is vital in the 
battle against polio,” Mr. Lazrus_ said. 
“We cannot afford to lessen such sup- 
port.” 

4 Adolph Pusr'n of Pusrin’s Jewelers, 59 
Chrystie St., New York, has been elected 
“Mayor of Canal Street” by the Com- 
munity Mayors of New York City. He 
will be officially installed at a banquet 
to be held this month at the Hotel Astor. 
Mr. Pusrin is currently serving his seventh 
term as president of the New York Jewel- 
ers Benevolent Association. In addition, 
he is also serving as president of the East 
Side Jewelers Association. 

4 Abe Stark, president of the City Coun- 
cil, presented appreciation plaques to thir- 
teen former pres‘dents of the New York 
Jewelers Benevolent Association on Sep- 
tember 14, at the Adelphi Meeting Rooms, 
14th St. at Fifth Ave. This organization, 


FOR OCTOBER, 1954 





of which Adolph Pusrin is president, was 
formed in 1888 and since then has been 
dedicated to charity as well as to benevo- 
lence among its membership. Among those 
honored at the meeting were Mr. Pusrin, 
Paul Meyers, Albert Walden, Sam Frank, 
Arthur Bergman, Max Wolf, Dave Wein- 
berg, George Knapp, Louis Cutler, Sydney 
Berman, Sigmund Edelberg, Max Klein- 
man and Henry Bilker. 

q W. Waters Schwab, president of J. R. 
Wood & Sons, Inc., has accepted the 
chairmanship of the Real Jewelry Division 
of the New York Arthritis and Rheuma- 
tism Foundation’s 1954-55 campaign. The 
Foundation carries ona program of es- 
tablishing and supporting arthr‘tis clinics, 
research into the cause of this mysterious 
crippler, rehabilitation of the arthritically 
handicapped, and public and medical edu- 
cation to cope with the problem of rheu- 
matic disease. 

4 “The Escapement,” a slow motion film 
produced in Switzerland, was shown at 
the September 13th meeting of the Horo- 
logical Society of New York by Orville 
R. Hagans, editor and publ‘sher of the 
American Horologist & Jeweler. The 
group met, as usual, at the Capitol Hotel, 
New York. Also shown at the meeting was 
a film on the Incabloc shock absorber. 





N. Y. Jewelers Named Winners 
In Flo-Ball Pen Competition 


An all-expense-paid cruise to Bermuda 
for two, offered to celebrate the introduc- 
tion of the Morse Flo-Ball line of pens, 
was won recently by Mr. and Mrs. M. 
Nash of Straus & Nash, retail jewelers in 
New York. 





An all-expense-paid cruise to Bermuda for 
two was the prize won recently by Mr. and 
Mrs. M. Nash of Straus & Nash, retail 
jewelers in New York. Their name was drawn 
by Martha Percilla, fashion director of the 
Jewelry Industry Council, in a competition 
sponsored by the Flo-Ball Pen Corporation. 


The new pen line is being presented to 
the public through a series of ads in Life 
and The Saturday Evening Post. A tie-in 
campaign of local newspaper ads is planned 
to direct purchasers to local jewelers. 


NECKLACES and EARRINGS 
at attractive prices 














ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 








“ORIENTA” 


CULTURED PEARLS 


of QUALITY 
Yous (hrislie HE 


65 NASSAU STREET 





~NEW YORK 








Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiaMonps—All Sizes and Qualities 


JOSEPH BLANK 


COrthandt 7-3562 
87 Nessen St. 


New Yerk 38, N. Y. 











LEDA — FEATURES 
14 K—G. F.—S. S. Findings 
All Price Ranges 
Ear Wires—Settings (Platinum) 
Stud Back & Wing Backs 
e ) “and @ Thousand & One Other Iteme’”’ 
LEDA FINDINGS CO. 
36 W. 47th St. 


o 


PL 7-0758 New York 36, N. Y. 











Serving Jewelers 


for nearly 50 years 


"JEWELERS BLOCK” 


"ALL RISKS" FLOATERS 


WORLD WIDE 


PENDLETON & BERGER 


INSURANCE BROKERS 
15 William Street 
Tel. HAnover 2-177] 





New York 5, N. Y. 
Cable Penberg, N. Y. 
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RUNNING A 
SUCCESSFUL 
SALE IS AN 
ART 


by Manny 
Silverman 


NOTHING SUCCEEDS 
LIKE THE TRUTH 


In my recent visits with many 
jewelers, one question kept recur- 
ring again and again. This question 
occurred invariably after we had 
already agreed on terms, starting 
date, etc. It was, and | quote... 


“WHAT SHALL WE CALL MY SALE?” 


The answer of course was, 


TELL THE TRUTH 


| have seen innumerable ads and signs 
advertising tremendous savings, discounts, 
etc., when retail merchants were running 
sales. When | asked the results of these 
ads | was told that they were very un- 
satisfactory, and rightly so, BECAUSE: 


You must tell your customer WHY! Why 
are you suddenly giving him these tre- 
mendous values. Your reason must be 
factual . . . it must be easily understand- 
able . . . it must be realistic . . . it must 
be believable . . . IT MUST BE THE 
TRUTH. 


lf you are overstocked, tell him so. If 
your business has slackened and you would 
like to increase it, tell him so. If you would 
rather have your inventory on the books, 
even at a smaller profit, than on your 
shelves, tell him so. 
But .. . do not advertise sale, without 
1. Giving him really good values 
(not to do so is the best way to ruin 
your prestige} 
2. Giving a factual valid reason for a 
sale 


Let me show you our proven method of 
obtaining cash for your excess inventory, 
or accounts on the books instead of excess 
inventory on the shelves. 


WRITE! WIRE! CALL! 


SILVERMAN SALES 
ENTERPRISES 


580 Fifth Avenue New York 36, N. Y. 
Telephone: PLaza 7-4693 
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Executive Appointments 





Waterman Pen Co. Names 
R. D. Howse as President 


Robert D. Howse, former executive vice 
president of Waterman Pen Co., Inc., was 
recently elected president. He succeeds 
Frank D. Waterman, grand-nephew of the 
founder of the company, who becomes 
chairman of the board. 

Mr. Howse’s appointment coincides with 
the 70th anniversary of the Waterman 
Pen Co. and with the introduction of the 
Waterman C/F, a new cartridge filled 
fountain pen. The C/F will be distributed 
nationally, retailing at $15, plus tax. 

A unique sales policy has been de- 
veloped to increase Waterman’s distribu- 
tion to jewelry stores, department stores, 
stationery stores and other gift-market out- 
lets, Mr. Howse said. To handle demand 
for the C/F, Waterman has arranged to 
let leading jewelry distributors act as di- 
rect salesmen for the Waterman line on 
commission. 


Promoted to 
New Post at 
Gruen 


MAURY ASH 





Morris Edwards, president of the Gruen 
Watch Co., has announced the promotion 
of Maury Ash, vice president and sales 
director, to vice president in charge of 
marketing. His responsibilities will now 
include direction of all Gruen advertising, 
sales and merchandising divisions. 





Named Ass't 

to President 

of Lux Clock 
Mfg. Co. 


PAUL LUX 


Fred Lux, president of the Lux Clock 
Mfg. Co., announced recently the appoint- 
ment of Paul Lux as assistant to the 
president. 

Mr. Lux, a graduate of Dartmouth, 
joined the company as a sales represen- 
tative in 1946. He assumes his new duties 
as assistant to the president following two 
years as sales manager of the industrial 
division. 





Named 
Assistant 
Secretar 
of Bulova 


FRANK 8. 
SHEINBERG 


The election of Frank B. Sheinberg as 
assistant secretary of the Bulova Watch 
Co. was announced recently by John H. 
Ballard, president. 

In addition to his new duties, Mr. Shein- 
berg will continue in his present post as 
assistant treasurer of the company. 





Named 
Vice President 
of Swank 


MARSHALL 
TULIN 





The board of directors of Swank, Inc., 
manufacturers of men’s jewelry and 
leather goods, has elected Marshall Tulin 
to the office of vice president. 

Mr. Tulin joined Swank in 1940, start- 
ing as an office assistant. He later became 
a salesman and in 1951 was made eastern 
district manager. 





A new and ultra-modern showroom was 
opened September 17 by La Croix Jeweler 
at 46 North Prince St., Lancaster, Pa. 
The formal opening was marked by gala, 
day-long festivities. 




















Featuring Genuine 


BLACK STAR 
SAPPHIRES 


Finest Cut Genuine 


BLUE SAPPHIRES 


GOLDEN, BLUE AND 
WHITE ZIRCONS 


Also Other Unmounted Stones 


WALTER S. ARNSTEIN 
| W. 47th St. New York 36, .N. Y. 
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Goldstein-Gerson Competition 
Draws Enthusiastic Response 


The Goldstein-Gerson Co., Inc., New 
York manufacturing jewelers at 130 West 
46 St-, announced recently that a tremen- 
mous amount of entries are pouring in 
daily for the contest they are currently 
conducting. The purpose of the trade-wide 
contest is to secure a new name for the 
frm’s dual-action lock set. 

“Frankly,” commented Arthur Goldstein, 
president of the Goldstein-Gerson Co., “the 
results on this contest are exceeding our 
fondest expectations. It looks like our 
judges are going to have a difficult time 
deciding the winning name.” 

The contest, which closes November 30, 
js open to all persons connected with the 
jewelry industry. The person submitting 
the winning name will receive $500 in 
cash, plus an all-expense-paid weekend 
trip to New York. 

Those wishing to submit their name 
suggestions in the contest are urged to 
do so as early as possible to facilitate final 


judging. 





Swiss Announce Judges’ Names 
for ‘Watch Inspection’ Contest 


Six presidents of national jewelry and 
horological trade associations have ac- 
cepted invitations to serve as judges in the 
National Watch Inspection Time Contest, 
it has been announced by The Watchmak- 
ers of Switzerland, sponsors of the compe- 
tition for the sixth consecut:ve year. 

The newly-announced judges are: 

Milton B. Freudenheim, of the National 
Wholesale Jewelers Assn.; Seymour Green- 
berg, of the National Jewelers Assn.; 
Oscar Kind, Jr., of the American National 
Retail Jewelers Assn.; Norman Luth, of 
the United Horological Assn. of America, 
and Eugene Sobel, of the Watch Material 
Distributors Assn. of America. 








for that little girl you love 


Ainiversecy 


Pours 


Genuine Natural 
PearlsNationally § 
Advertised 


All Pearls strung on 
14K chains. Hand- 
somely gift boxed for “= 
every occasion. Perfect gift 
for Babies, School Children, 
Teen Agers. 
Special Tray Assortment #77: 
8 Anniversary Necklaces in 

Beautiful Display Tray ...... $107.00 


( Keystone) 
Sold through wholesalers 


WRITE TODAY FOR FURTHER INFORMATION 
The gift that becomes an heirloom 
—it grows and grows more 
precious with the years. 


ANNIVERSARY PEARL CO. 


48 WEST 48th STREET, N. Y. 36 
Plaza 7-2464 
All Prices Keystone 
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The acceptance of Howard Schranz, 
president of the Horological Institute of 
America, was previously made known. 

A record number of entries have been 
received from all parts of the United 
States for the contest, which closed at 
midnight, September 25. To enter, owners 
and employees of reta‘] jewelry stores and 
retail watch repair shops were required to 
complete the statement, “I believe the 
watchmaker is vitally important to the re- 
tail jewelry store because . . .” in 150 
words or less. 

One thousand dollars in valuable prizes 
will be awarded to winning entries in the 
competition, designed by The Watchmak- 
ers of Switzerland to point up the value of 
the watchmaker and the repair department 
in building and maintaining retail store 
traffic and profits. 

Names of the winners will be announced 
in the December issue of the jewelry horo- 
logical trade press, according to Paul 
Tschudin, director of the Watchmakers of 
Switzerland Information Center, in New 
York City. 


Named 
Executive 
V. P. of 
Shields, Inc. 


TOM PRESS 





The appointment of Tom Press as ex- 
ecutive vice president of Shields, Inc., 
manufacturers of men’s jewelry, was an- 
nounced recently by Norman Bloom, presi- 
dent. 

Mr. Press was formerly vice president 
and national sales manager of Swank, Inc. 





More Than 300 Attend 
Annual Banquet of MJSA 


The grand ballroom of the Sheraton- 
Biltmore Hotel, Providence, was the scene 
Saturday night, September 25th, of the 
second annual dinner-dance of the Manu- 
facturing Jewelers Sales Association. 

Included among the more than 300 mem- 
bers and guests were Governor Dennis J. 
Roberts of Rhode Island, U. S. Senator 
John O. Pastore, Congressmen John Fo- 
garty and Aime J. Forand, and R. I. 
Secretary of State Armand H. Cote. 

Other guests—in addition to the wives 
and sweethearts of the members — were 
representatives of supply houses of the 
manufacturing jewelers. 

The souvenir gift for the ladies was a 
fitted suede handbag. 

On the banquet and entertainment com- 
mittee were Louis F. Monte, chairman; 
Harry R. Auerbach, Joseph Lavan, M. 
Robert Parrillo, Kenneth E. Randall, An- 
thony Porreca and Joseph Aquilino. 

John R. Cerrito, president of the asso- 
ciation, was the master of ceremonies. 


UNBEATABLE VALUES! 


ON 14K WHITE GOLD, FINE 


17 JEWEL, DIAMOND 
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Made to look 


exactly like platinum. 
40 SELECTED DIAMONDS 


$59... 


You Can Fit Any 
Movement You 
Desire. If Ordered 
Without Our 
Movement We Will 
Allow You credit, 


















INQUIRE AT ONCE 


On 3 or more pieces we 
will print your store name 


Outstanding selection of Diamond 
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memo upon request. Y 
SPECIAL LOW PRICES! 






_— 
ew “eo 41975 
inca., rad, dial 4 


movement, 
(reg. or _ stick) 





“12-9 
1 enia, 


Men's yellow R.G.P./] Lodies’ yellow R.G.P. 
$.B., 17 jewel, A.S. 












S.B., 17 Jewel, Font 60, 
with R.G.P. expansion 
bracelet—also in round 
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Fully Guaranteed 


All These 17 Jewel 
Giant Specials at... 


WATER-RESISTANT 


i] In Chrome/S.8..... $10.95 
© All Stainless Steel 

or Yellow/S.B....0 $1 1.95 
© Jn Yellow 10K 

R.G.P./S.8. eccccoceSOeee 

Gift boxed. price tag & 
printed guarantee — $.75 extra 
Get these terrific sellers today—beat the price- 
cutting competition with: real promotional 
values. There's never been a buy like it. 
Ask for our New full descriptive Catalog, 


Terms: Net 60 days.to well-rated firms. Others, please 
send check, M.0., or dep. for C.0.D. F.0.B. N. Y. 


CRYSLER WATCH CO. 
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“Bridal Belle"* 





COLLAR PIN and 
CUFF LINK SET 


Famous "Bridal Belle'"* and 
"Bridal Pair'* fad promotions are 
now ideal gift sets! Collar Pins 
and Cuff Links (or Cuff Links 
only) are smart and 


appealing in their 6 00 

new clear plastic, 

gold -stamped gift mon 

package. Gift Boxed 

(Cuff Links only ............ $2) 
*Trademark 


Ask Your Wholesaler! 


JEWELRY CO. 
Y 52 Valley St., Prov., R. |. 














Dailey Semen iiasetiley 
DON'T BUY 


until you see our 
merchandising plan with 


sensational displays 
— mat service — 


Fantary of Yewels 


18-20 W. 31st St., New York 1, N. Y. 





Jewel-Bedecked Models 
Grace NEMJ&SA Float 
In ‘Attleboro Day’ Parade 


The strides made by the jewelry indus- 
try in designing and producing jewelry 
for round-the-clock wear formed the theme 
of a giant float in the Attleboro Day cele- 
bration in Attleboro, Mass., September 14. 

Entered by the New England Manufac- 
turing Jewelers’ & Silversmiths’ Associa- 
tion, the float featured a huge clock-face 
with rhinestone numerals, flanked on three 
sides by models dressed for various times 
of the day and pointing out the beauty, 
versatility and timeliness of the industry’s 
products. 

Chosen to occupy a place of honor on 
the float and to reign over the jewelry 
industry was Renee Gates. Following her 
selection as Queen by the association, she 
was given a trip to New York City where 
she was fitted for her royal gown, a Pari- 
sian-designed creation valued at more than 
$1,200. Her sparkl'ng crown was produced 
in Providence and was set with simulated 
emeralds and rhinestones. 








In addition to the round-the-clock motif 
the float was draped in royal velvet. Its 
sides glittered with a silver luster anq 
with draped lengths of gold and s'lyer 
chain. 

Attleboro Day, a Life magazine pro- 
motion, was designed to advertise the city 
and its products. Sponsoring it jointly 
with Life magaz:ne were the manufacturers 
and merchants of the community. 

The jewelry association was the only 
non-advertiser of Life represented in the 
spectacle. The association’s part in the 
celebration was by special invitation. 

Arrangements for the association’s par. 
ticipation were made by its member and 
public relations committee headed by Olof 
V. Anderson of Anson, Inc., Providence, 
Other members of the committee are Sterl- 
ing Atwater, Handy & Harman; Albert G, 
Berghahn, Armbrust Chain Co.; David 
Cleinman, Cleinman & Sons; Louis Gar. 
finkel, Ross Jewelry Mfg. Co., and Richard 
Stanley, Revere Copper & Brass Co., all 
of Providence; L. P. Keeler, Jr., Pitman 
& Keeler, Inc., Attleboro, and Louis La. 
moureaux of Louis Lamoureaux Bros., Inc, 
Warwick, R. I. 





The float entered by the New England Manufacturing Jewelers & Silversmiths Association 


in the Attleboro Day celebration on September 14 featured jewelry for roufd-the-clock 
wear which was modeled by a bevy of beautiful girls. The float was draped in royal velvet 
and its sides glittered with a silver luster and with draped lengths of gold and silver chain. 








s.|. surnamer co. 
370 7th Ave., N.Y. 1, N.Y, 

















Tarnish- Preventive 


SILVERWARE CHESTS 


lined with Pacific Silver Cloth 
Finest Quality Fully Guaranteed 
send for illustrations and price list 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of Silverware Protection—Rolls, Bags, Cases 
and Chests Sinee 1926. 
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Amended Idle Pay Law Affects 
Over 500,000 Small Businessmen 


More than half-a-million small bus‘ness- 
men will begin paying unemployment in- 
surance taxes for the first time in 1956 as 
a result of revisions in the federal unem- 
ployment compensation law. 

Congress amended the idle pay law to 
bring into the system all employers hiring 
four or more workers for 20 weeks during 
a year. An estimated 1.3 million workers 
of small stores and factories will be eli- 
gible for benefits for the first time as a re- 
sult. The old law set the min‘mum at eight 
workers. 

The federal law :s operative only where 
it is stronger than state laws, and has the 
effect of forcing some states to broaden 
their own to comply in order not to lose 
other aid benefits. The basic federal tax 
is one-tenth of three per cent of the first 
$3,000 a year an employe is paid. The 








rest, which goes to the state, may be any 
amount, and averages about 1.8 per cent. 
Because many states already have laws as 
broad as the new federal law, some em- 
ployers will not be affected. 

President E‘senhower had __ originally 
proposed to put all workers under the sys- 


Cultured Pearls 


KIBITZ AND COMPANY 


IMPORTERS 


545 FIFTH AVE. NEW YORK 17, N. Y. 
MUrray Hill 2-3432 
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tem. Although he settled for a less-inclu- 
sive law, there are indications that he will 
make a new try to further broaden the 
law next January. The revisions do not go 
into effect until January 1, 1956. 

The new law gives businessmen one 
break—they may begin receiving reduced 
taxes for a good employment record after 
only one year under the system, instead of 
three years under the old law. But a pro- 
yision permitting quarterly payments was 
rescinded, and employers are now required 
to make a total payment on each Janu- 


ary 31. 





Treasury Decries Rumors on 
Increase in Price of Gold 


Rumors that the federal government will 
raise the price of gold are being brushed 
aside in Washington as untrue. 

A U. S. Treasury Department spokesman 
said the rumors, which he said have origi- 
nated in gold-mining countries such as 
South Africa, are without basis and the 
Government has no intention of paying 
more than $35 an ounce for its gold. 

Meanwhile, it was disclosed that the 
Government sold $67 million more gold 
than it bought in the first five months of 
this year. Treasury Department said that 
its gold reserve on June 1 amounted to 
only $21.9 billion. 

Biggest net buyer of U. S. gold was 
West Germany, which took $40 million 
worth, Other buyers included Portugal, 
Lebanon, Uruguay and the Bank for Inter- 
nat‘onal Settlements at Geneva, Switzer- 
land. Sales to foreign governments and 
their central banks in the period were 
generally smaller than in any period since 
the autumn of 1952. 

The United States bought $13.2 million 
from Bolivia and $5.5 m'llion from Vatican 
City in the first five months of this year. 





Kalamazoo Jewelers Map 
Drive on Discounters 


Plans to battle catalog house and dis- 
count firms’ sales campaigns were mapped 
by the Kalamazoo (Mich.) Jewelers As- 
sociation at its September 9 meeting which 
was held at the Columbia Hotel. 

F. E. Goldey, executive secretary of the 
M'chigan Retail Jewelers Association, out- 
lined legislation already on the books and 








C) Mr. Jeweler! 


If you can't make money on 
watches, put in a line of Aristo 


BAROMETERS 


Retailing from $10 to $i6 
Send for pamphlet J54 


ARISTO IMPORT CO., Inc. 


630 5th Ave., New York 20, N.Y. 


Edwin Drced inc. 


14 West 23 St., N. Y. 10, N. Y. 
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measures planned which could be used by 
the jewelers in their drive. 

He said that often the Fair Trade Di- 
version Act and the law requiring a sales 
tax license could be used against such 
competition. He added that the state jew- 
elers’ group is at present working on plans 
to present to the legislators for strength- 
ening the Michigan Fair Trade Act and 
to obtain a new law governing auctions. 

Mr. Goldey also outlined practices for 
strengthening positions of members of the 
association. He suggested improving per- 
sonal service to the customer, selling the 
most desired articles and_ streamlining 
jewelry stocks. 

Two representatives of manufacturers 
outlined programs of their companies to 
halt “discounting” of their products. 

David Sorensen, representing the W. A. 
Sheaffer Pen Co., said his company had 
revised its merchandising program radi- 
cally last year, cutting off 400 dealers who 
did not comply with its retailing practice 
regulations. 

Fred Christie, of the Elgin National 
Watch Co., said his company had spent 
more than $500,000 during the last year 
to combat discounting. He declared that 
93 per cent of the Elgin output now goes 
to retailers and the other seven per cent 
to legitimate catalog houses. 

Morris Miller, president of the Kala- 
mazoo Jewelers Assoc‘ation, had charge 
of the meeting. Ninety-seven per cent of 
the group’s membership attended. 





Record Number of Wholesalers 
Expected at Providence Show 


Three hundred manufacturers will ex- 
hibit their latest lines at the United Jew- 
elry Show, a semi-annual event held ex- 
clusively for the wholesaler, which will 
take place November 7 through 19 at the 
Sheraton-Biltmore Hotel, Providence, R. I. 

At one time, and in one place, the whole- 
salers’ sources of supply will unveil the 
newest styles in costume jewelry, men’s 
jewelry, rings, watchbands, compacts and 
novelt‘es, in all categories from base metals 
to karat gold and sterling silver. 

The sponsors of the show stated that 
1000 to 1500 wholesale buyers are expected 
to attend the event. 





Juniker Named President 
Of Mississippi RJA 


Members of the Mississ:ppi Retail Jew- 
elers Association, at their recent annual 
convention in Biloxi, elected John Juniker 
of Jackson as president. He succeeds Paul 
DeFrank of Biloxi. 

Other officers named were F. R. Lick- 
ford of Grenada as vice president, and Bill 
Lerner of Meridian as secretary-treasurer. 

Elected to the board of directors were 
Irvin Sachs, Greenville; C. V. Weller, 
Clarksdale; Paul DeFrank, Biloxi, F. R. 
Lickford, Jr., Grenada; John Juniker, 
Jackson; George Hollander, Vicksburg; 
Jake Miron, Yazoo City; Bill Lerner, Meri- 
dian; R. O. Besse, Gulfport; Herbert Bras- 
field, Tupelo; Jack Paterson, Kosciusko, 
and James R. Smith, Brookhaven. 




















New York, famous for grand openings 
and spectacular events, witnessed an- 
other great spectacle this past August 
..- Ohrbach’s department store open- 
ing. Ohrbachs, a mecca for New 
York’s bargain-conscious downtown 
shoppers moved to the “Street of 
Shoppers,” 34th Street. This was quite 
an event. Thousands of curious people 
jammed the_ store and lined the 
streets to get a glimpse of this fabu- 
lous new emporium. 


Yet, before this event took place 
everything from the opening date to 
the type of merchandise to be sold 
was shrouded in secrecy. Then the 
advertising broke ... with a bang! 
Smart ads told New Yorkers Ohr- 
bach’s was bringing its famous quality 
merchandise uptown with no change 
in the store’s low-price policy. 


About the same time another “great” 
moving event was taking place. 
(GREAT TO CIRCLE ANYHOW!) We 
took over an entire floor in our build- 
ing .. . in addition to our present 
quarters. This move enabled us to 
expand our production, designing and 
shipping facilities many fold. This 
was no secret event. We made plenty 
of noise ... hammering, plastering, 
painting, wiring and moving equip- 
ment. 

Yes, we were proud to let everyone 
know that CIRCLE was growing. And 
like Ohrbachs, CIRCLE will continue 
to bring its customers the finest qual- 
ity, styled-right, season-right cos- 
tume jewelry ... and at the lowest 
possible prices. 


Also remember our little “R’’ man... 
that means CIRCLE AND RHODIUM 
—the quality finish that makes Circle 
Jewelry sell better because it looks 
better longer. 


Drop up to see our new place! 


BEN GARTNER 
Sold Through Wholesalers Only 


- CIRCLE 


Jewelry Products 

The House of Rhodium 
148 W. 24th Stret, N.Y.C. 
Algonquin 5-3608 

Sales Office: 303 Fifth Ave. 
BY APPOINTMENT ONLY 
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q As this issue went to press, many New 
England jewelers were recovering from 
generally minor effects of hurricane 
“Carol,” which struck the area on August 
31, and had “battened down the hatches” 
against hurricane “Edna,” which struck 
on September 11—the latter date coinci- 
dent with the opening of the fall gifts 
shows at the Parker House and Hotel Stat- 
ler in Boston. As far as is known, no New 
England jeweler suffered major damage, 
and the only one reported injured was 
Charles Cutter of Somersworth, N. H. 
Those jewelers who could leave their 
places were in attendance at the gift shows. 
q The Thirty Club of Boston, comprising 
a social and card-playing group of jewel- 
ers of the area, held its first fall meeting 
at the Hotel Somerset on September 7. 
Harold Barry, of Barry & Epstein, 400 
Washington Building, was elected presi- 
dent; George Samberg, of Kay Jewelry 
Co., was elected secretary; and Bernard 
Stone of East Boston was re-elected trea- 
surer. 

q Officers of the Diamond Peacock Club, 
including Michael Mahar, president; Ar- 
thur Wright, vice-president; Harold Barry, 
secretary; and Joseph McDevitt, treasurer, 
gathered recently and mapped plans for 
the annual election and dinner to be held 
at the Parker House on October 29. 

q Members of the New England Guild, 
American Gem Society, held their first fall 
meeting at the University Club, Boston, 
on September 23. Results of the election 
of officers will be given next month. In 
addition to the election, plans were 
mapped out for playing host to the na- 
tional conclave of the American Gem So- 
ciety, scheduled to meet at the Hotel Stat- 
ler, Boston, April 1 to 5, 1955. 

q As this issue went to press, the 10 teams 
of the Boston Jewelers Bowling League 
had started bowling on September 14 at 
the Boylston Bowladrome. Pre-rolling com- 
petition was keen, with “Ben” Rubin, cap- 
tain of the three-times-winner Mahar & 
Engstrom team predicting top place next 
spring. “Pat” Marino and “Marty” Walsh, 
of last year’s winning team, A. Stowell & 
Co., merely added, “We’re In!” “Jim” 
Russell of the E. H. Saxton team, in sec- 
ond place last year, predicted his team 
would be in first place this season, and 
Harry Solomon said that, if his back holds 
out, Mahar & Engstrom will recapture top 
spot. Time will tell. 

q Officers of the Boston Jewelers Club 
planned an early meeting to map arrange- 
ments for the annual beefsteak dinner to 
be held at the Hotel Somerset—the date 
of which will be given next month. 

4 Both hurricane “Carol” and hurricane 
“Edna” kept “Bert” Stranger of the H. 
W. Stranger Co., Washington Building, 
bucv with the Red Cross Disaster Unit 
which he mans, the vehicle being one of 





NEW ENGLAND 


13 which went into operation in Ware. 
ham and New Bedford when the first blow 
struck. He was out with the unit all week, 
returning after Labor Day, only to be 
alerted for similar duty with the arrival 
of hurricane “Edna.” 

q Allen Davidson, of the Thomas Long 
Co., supervised the opening by that store 
of a new jewelry department in the Berger 
Brothers department store, Utica, N. Y,, 
during the first week of September. 

q Mrs. Gladys Demers, of the Smith-Pat- 
terson Co. repair department, has been 
convalescing from an attack of pneumonia, 
William O’Brien, comptroller, is to be 
married during the month of October. 

4 What almost might be termed a New 
England jewelry salesman’s conclave oc- 
curred in the Aroostook County area of 
Maine over the weekend of August 16, 
when the following all gathered at Presque 
Isle: “Van” Woouk, of A. Cohen & Sons 
Corp., New York City; “Jim” Bridges, of 
Smith & Zaff, Jewelers Building; “Mike” 
Mahar, of Mahar & Engstrom, Jewelers 
Building; “Dick” Moore, of Edmund W. 
Kirby Co., Jewelers Building; “Tom” 
Reilly and Leo Glass, of the Bella A. Glass 
Co., Washington Bldg.; Louis Rosenberg, 
I. Alberts’ Sons, Jewelers Building; Frank 
Jackson, D. C. Percival & Co., Jewelers 
Building; Frank Silver, Mauran Watch 
Co., Jewelers Building; and “Joe” Ma- 
honey, Albert Walker Co., Providence, 
Rel. 

q Louis C. Sirois, jeweler of Madawaska, 
Me., has obtained a franchise to handle 
TV sets in his area, the first to be taken 
out in this region. 

4 J. W. “Bill” Rutherford, jeweler of 
Calais, Me., recently landed the largest 
salmon in the Washington County fishing 
derby. 

q Wallie P. Wilson of Mars Hill, Me., took 
first prize for a summer squash exhibited 
at the Mars Hill Fa‘r. He also spent $100 
on chances on a baby panda, but says this 
was nothing to the picture Mrs. Wilson 
had taken while standing behind a fancy 
cutout dancing figure. 

q Albert Behr of the Oscar Behr jewelry 
store, Ellsworth, Me., won the golf tour- 
nament at the Lucerne Country Club this 
summer. 

4 James Theodore of Southwest Harbor, 
Me., has added four new showcases in his 
jewelry store and has made several other 
alterations in remodeling the quarters. 

q Samuel J. Miller, jeweler of Lewiston, 
Me., has remodeled his store, installing a 
new floor, cases, and completely redeco- 
rating the place. 

4q Nicolson & Ryan, jewelers of Augusta, 
Me., celebrated the occasion of their an- 
nual summer sale in July and August by 
installing an air-conditioning unit. 

4q The daughter of Mr. and Mrs. Horace 
D. Manning, jewelers of Wolfeboro, N. H., 
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js now training as a nurse at St. Luke’s 
Hospital, New York City. Harry May, 
watchmaker at the same store, recently 
caught the biggest trout taken from Lake 
Winnepesaukee this summer. 

4 Daniel J. Bosworth, jeweler of Bellows 
Falls, Vt., recently completed installation 
of a new front on his store. 

4 William Labbe, jeweler of Penacook, 
N. H., was married recently, his bride 
coming from the state of Iowa. 

4 Jack C. Sawyer, Laconia, N. H., jeweler, 
has been enjoying a new 22-foot motor 
launch on the waters of Lake Winnepesau- 
kee this summer. 

q Leo A. Cote, Littleton, N. H., jeweler, 
recently led a local political primary cam- 
paign parade with his pair of midget 
ponies. 

q Charles D. Cutter, jeweler of Somers- 
worth, N. H., was critically injured and 
hospitalized, along with his infant son, 
when struck by bricks falling from a chim- 
ney during hurricane “Carol.” 

4 On August 27, Harry Jolley of Jolley 
Jewelers, Inc., North Adams, Mass., re- 
ported to police he had found a broken 
skeleton key in the lock of the rear door 
to his store, where someone apparently had 
tried to break in. 

4 Samuel Ditello and Louis Manchetti re- 
cently purchased the Park Jewelry Co., 
Pittsfield, Mass., from A. L. Lombardi. 

q Mrs. Salley Grono of Grono & Christie, 
jewelers, Milton, Mass., returned recently 
from a European trip. On the way back 
she was stricken with bursitis while aboard 
ship and was taken off in a wheel chair. 
Happily, she has now recovered. 

q John J. O'Donnell, jeweler of Winchen- 
don, Mass., and his watchmaker, flew to 
Washington, D. C., where they spent 10 
days attending the American Legion na- 
tional convention. 

q Mr. and Mrs. Henry Desjardins of Bev- 
erly, Mass., attended a recent Rotary con- 
vention at Poland Springs, Me. Mr. Des- 
jardins is president of the Beverly Rotary 
Club. 

q Arnold F. Miller, manager of Kay 
Jewelry Co., Malden, Mass., is back from 
a vacation trip to Niagara Falls. While he 
= there, a section of the precipice broke 
off. 

q Francis P. Oliver of Oliver’s Jewelers, 
Provincetown, Mass., has been recuperat- 
ing from a recent heart attack. 

q Arnold Swaydock, formerly with Bulova 
Watch Co., is now on the road for the 
Longines-Wittnauer Watch Co., covering 
Connecticut. 

q Albert Houle, formerly in the jewelry 
business in Attleboro, Mass., recently pur- 
chased the business of Charles E. Unwin, 
178 Main St., Wareham, Mass., taking 
over possession in this greatly devastated 
area the day after hurricane “Carol” 
struck, 

q Albert B. Mitchell, jeweler of Thomp- 
sonville, Conn., recently returned from a 
tour of the west and northwest. 

q Donald Lizee, son of Armand Lizee of 
A. J. Lizee & Son, Willimantic, Conn., is 
now taking a special training course at 
the Great Lakes Naval Training Station, 
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following a cruise around the world aboard 
the aircraft carrier Leyte. 
q Stanley A. Szwed of Swede’s Jewelers, 
Windsor Locks, Conn., has opened a new 
branch store in Thompsonville, Conn. 
4 Lester Wemberg, formerly with the 
Longines-Wittnauer Watch Co., recently 
purchased the jewelry store of Ralph J. 
Atwell, Middletown, Conn. 
4 Herman Vinick, well known in New 
England jewelry circles, after having been 
off the road on what he terms an “R and 
R” trip—(rest and recreation)—is now 
back covering New England and New York 
State for Albert Borgzinner & Co., New 
York City. 
q The quarters of Thomas S. Moody & 
Sons, 705 Jewelers Building, have just 
been redecorated in light blue. 
4q “Nat” Goodman of N. I. Goodman, Inc., 
1006-7 Jewelers Building, met recently 
with Milton B. Freudenheim, of Freuden- 
heim Bros., New York City, and mapped 
out plans for the 1955 advertising cam- 
paign on rings. Mr. Goodman heads this 
committee in the National Wholesale 
Jewelers Association. Mrs. Goodman 
planned to be in Richmond, Va., in Octo- 
ber as a delegate to the Jewish War Vet- 
erans of Massachusetts. 
q Harry Haselton of Haselton Co., 702 
Jewelers Building, is convalescing from re- 
cent hospitalization. His son, “Bob” Has- 
elton, with his wife, attended the recent 
commissioning of the new destroyer-leader, 
Wilkinson, at the Charlestown Navy Yard. 
4 Sgt. Henry Joseph “Joe” Greene, son of 
Mr. and Mrs. Frank Greene, 610 Jewelers 
Building, now stationed at Bangor, Me., 
was married on September 19 to Miss 
Judith Fine of Brookline, Mass. Following 
their honeymoon at Concord, N. H., the 
young couple will take up residence in 
Bangor. 
4 Richard Dalzell, son of Harry Dalzell of 
the M. S. Page Co., 508 Jewelers Building, 
(Please turn to page 232) 





FALL FASHION ACCENTS 





Big news for autumn—beads and more 
beads, draped casually in pearly profusion. 
Shown here by the Jewelry Industry Council, 
simulated pearl ropes forming a lavish but 
light-weight necklace. Bracelets are outsize 
gold-plate chains, attractive singly or, as 
shown, in pairs. Fall classics are pearl drop 
earrings and handsome stone-set ring. 















No. 905—$3.50 retail 
SPRING-O-MATIC 


Gold Tooled Florentine Jewel or 
Stud Box in Suntan or Ginger 
with full suedine lining. 





No. 761—$6.00 retail 
Quonset "Non-Collapsible" Kit in 
Authentic Scotch Plaid. Other 
styles, including “Collaps-A-Kits” 
from $4.00. 
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No. 616—$20.00 retail 
SPRING-O-MATIC 
Fitted Dressing Case in Top Grain 
Cowhide with Chromium Fittings. 
Other styles from $5.00. 
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No. 963—$18.00 retail 
Bar Set in Genuine Top Grain 
Cowhide. Drop-front Case — I! 
Fittings. Other styles from $12.50. 
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CLOCKS 


AUTOMATICALLY CALCULATE 
"time at a glance"’ 


Shown above: Model 800 REGENCY. 
Retails at $40.00. Other fine NUME- 
CHRON Self-Starting Electric Clocks 
from $9.95 te $85.00. 


“As Advertised in TIME" 


Consult your distributor or write 
for illustrated catalog and at- 
tractive discounts. 


Personalized Imprinting Available 








PENNWOOD NUMECHRON COMPANY 
7249 Frankstown Avenue, Pittsburgh 8, Penna 
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LE ABN WATCHMAKING 


REPAIRING - ENGRAYING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 





tn Wate, Baldwin 9-1376 
Pent. 23-May Arthur T. Johnson, Principal 
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q Mr. and Mrs. Robert L. Coates cele- 
brated their 55th wedding anniversary on 
the 13th of last month. Mr. Coates, now 
retired, has been closely identified with 
Philadelphia’s wholesale jewelry industry 
for over 63 years. Former Philadelphians, 
Mr. and Mrs. Coates moved to Swarth- 
more, Pa., in 1914, where they have since 
made their home. They have four grand- 
children and six great-grandchildren. 

q “Investigate our ... engraving” .. . 
reads a placard in the counter display 
case at the John D. Enright store, 117 
S. 13th St. Conservative—but it does the 
trick of catching the eye. The fad for 
grandmother bracelets and necklaces, and 
the adaption of the idea for mother brace- 
lets and necklaces, is spreading rapidly. 
The idea, we are told, started in this store 
with silver bracelets featuring dangling 
discs of circular shape for little boy off- 
spring and heart shaped discs for daugh- 
ters or granddaughters. For those who 
don’t care for dangle bracelets, there are 
corresponding discs forming a chain wh‘ch 
fits close to the wrist. For those who 
don’t care for bracelets, the chains can 
be lengthened to serve as necklaces. 

q Harry G. Garfinkel, new owner of 
McQuinn Brothers, Inc., 3109 Kensington 
Ave., has added luggage and appliances 
to the stock of merchandise in this store 
and completed the physical changes nec- 
essary to display this larger merchandise 
advantageously. 

q Bailey, Banks & Biddle Co. of 16th & 
Chestnut Sts. began a series of spot an- 
nouncements over radio station WFLM 
the last week of August and will con- 
tinue them through the pre-Christmas 
season. 

q@ The Clementon Watch Shoppe of 58 
Berlin Road, Clementon, N. J., is gradu- 
ally but comprehensively increasing the 
scope of giftwares offered. 

q “Gems in Music,” a new symphonic 
radio program, is sponsored by the Fred 
J. Cooper, Inc., store at 109 S. 13th St. 
Starting Tuesday evening, September 28th, 
the program is broadcast each week for 
one-half hour starting at 7:30 over FM 
Station WFLN. 

q Earl W. Peters of 4388 Main St. in 
Philadelphia expects to increase his cos- 
tume jewelry stock this season. 

4 Barr’s seven stores in the Philadelphia 
area now sponsor three television shows. 
Between September 9th and Christmas the 
three shows weekly broadcast a total of 
four-and-a-half hours of full length fea- 
ture films, some of them first run shows. 
Thursday evening at 10:30 and Friday 
evening at 11:15, Dick Clark is the an- 
nouncer, broadcasting from Station WFIL- 
TV. Saturday night Nancy Dolphin is 
the announcer on the 11:15 program over 
WCAU-TV. Selection of the films to be 
used was made after a poll in which 
listeners to Barr’s original TV Show, each 
Thursday evening, were asked to write 
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in, telling the type of pictures they would 
like to see. 

q Perfect description for Ringold’s {aj 
window display by Bud Ringold himself: 
“A squirrelly nut tree theme.” Behind 
this attractive front, things are buzzing. 
New equipment is being added to the 
already well equipped gem laboratory on 
the second floor. And a mail advertising 
campaign is being conducted using tab. 
loids based on material prepared by man. 
ufacturers. 

q Plans are now afoot for the Horological 
Guild of Philadelphia to play host to 
members. Each member will be invited 
to partake of a free dinner at the first 
meeting of the season some time in Octo. 
ber, according to Ed Miller of C. R, 
Smith & Son at 7 S. 18th St. 

q The new rose-colored brocade drapes 
framing the displays in the window of 
Victor’s Jewelers, 6305 Woodland Ave, 
provide a rich complement to the unusual 
night trims for which this store is noted. 
Window shoppers who prefer to “shop” 
at night find pleasure and ideas at Vic- 
tor’s where a special “night trim” always 
makes an attractive replacement for the 
more expensive items which must be re- 
moved when the store closes. 

q The giftware department at the Louis 
Grossman store, 3089 Kensington Ave,, 
has been greatly expanded. 

q.A very life-like hand in the window of 
Beitcher’s Jewelry store, 2111 S. 7th St. 
is the subject of much discussion in jewel- 
ry and “customer circles” here. The eye- 
catcher was installed to show bracelets 
and rings. 

4q Uncounted crowds visited the new Her- 
bert’s Jewelry store at 1254 Kaighn Ave. 
in Camden, N. J., on opening day, Sep- 
tember 17th. They were invited by an- 
nouncements in local newspapers, invita- 
tions sent to the regular mailing list and 
spot announcements over radio station 
WKDN. A gift to all customers and the 
opportunity to try for door prizes were 
the drawing cards. Herbert’s have been 
located at 1258 Kaighn Ave. for eight 
years and a jewelry store under another 
name and another owner occupied this 
site for many years prior to that. The 
new store is built to be a show place far 
more modern and larger than Herbert's 
older store. As a result of these increased 
facilities for storage and display, Herbert 
Solomon, the owner, is increasing stock of 
all leading lines of merchandise and add- 
ing luggage. 

q Latest word on the Acme Store bowl 
contest sponsored by Bryn Mawr Jewelers 
of 814 Lancaster Ave. last year and 
planned for this year is that it has been 
cancelled in favor of plans to stress appeals 
to youthful customers. Bryn Mawr Jewel- 
ers are surrounded by about a dozen pri- 
vate schools. Advertising in the school 
publications of each, and direct mail ap- 
peals to youthful customers of previous 
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seasons bring them in. Then, once the 
students are in the store, they are sold 
on the idea of beginning now—early in 
September this started—to lay away for 
Christmas. If they have not selected gifts 
Marco Bianco, the owner, and his staff 
urge them to start a lay-away account 
which they can use later to buy the gifts 
of their selection. This is carrying the 
Jay-away plan a step further than usual— 
put it’s working and the students love it. 
(Five thousand circulars heralded Vic- 
tor’s gift dish promotion. A basic set was 
given with every fifteen dollar sale in 
September. An equal number of circu- 
lars will announce a bath towel gift pro- 
motion soon with a set of Cannon towels 
offered free-of-extra-charge with every fif- 
teen dollar sale. Victor’s store is at 3000 
Kensington Ave., Philadelphia. 

4 The first fall meeting of the Retail 
Jewelers’ Association of Philadelphia and 
Eastern Pennsylvania was held at the 
Drake Hotel, Tuesday night, September 
14th. One of the important subjects on 
the agenda was the coming annual dinner- 
dance at the Warwick Hotel, October 
28th. This year, instead of the usual after- 
dinner show, there will be dinner-dancing 
to a popular orchestra. The orchestra has 
not yet been named. 

q Carlton’s of 135 S. 13th St. have tested 
various methods and media for advertis- 
ing and decided to concentrate on classi- 
fied advertising in the leading daily news- 
papers in Philadelphia. 

4 The Paul Waldman store has moved 
from 905 Walnut to 819 Walnut St. 
“You’ve heard of jewelers moving to larg- 
er quarters?” Paul Waldman asks. “Well, 
we've reversed it. We moved to smaller 
quarters!” Some of the advantages which 
motivated the move are obvious—the store 
is cuter, neater, more luxurious and com- 
fortable in appearance. 

q Diesinger’s have set a tentative date of 
October 4th for the official opening of 
the new store at 8603 Germantown Ave., 
Chestnut Hill. This is the date of the 
Flower Show sponsored by merchants in 
this area and each event will thus com- 
plement the other. This is the third Die- 
singer store; the others are at 1420 Wal- 
nut St. in Philadelphia and Suburban 
Square, Ardmore, Penna. 

q“Gent’s tie tacks” in karat gold stand 
at the base of a pedestal holding expen- 
sive men’s rings in the window of the 
Jagielky store, 1603 Walnut St. They are 
successful traffic builders, we hear. 

q Pennsauken Jewelers of 4420 Westfield 
Ave., Pennsauken, N. J., have gained dis- 
tribution of their advertising message by 
advertising in a Street Guide and Direc- 
tory of the Pennsauken, Merchantville 
area, printed and distributed by the Delair 
Men’s Club. 


New Garden City Store Opened 


The townspeople in Garden City, N. Y., 
and neighboring communities turned out 
in large numbers on September 16 for the 
formal opening of Burns Family Jewelers, 
Inc., at 973 Franklin Ave. The jewelry 
firm formerly operated a store known as 
Delson’s, 
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AGS Tightens Requisites 
For Registered Jeweler Title 


The American Gem Society, 3142 Wil- 
shire Blvd., Los Angeles, reports that re- 
quisites for the Registered Jeweler title 
have been tightened. 

Up until now, jewelers with 14 years of 
experience were excused from any gemo- 
logical work with colored stones when 
preparing for the Registered Jeweler title. 
However, since more and more Registered 
Jewelers are required to demonstrate a 
knowledge and excellence with colored 
stones, the officers of the Society decided 
to change this policy. Therefore, candi- 
dates for the title will now need to accom- 
plish work with colored stones. Practically 
speaking, this means that Gemological In- 
stitute of America Course No. 1 will be 
taken by most all such candidates. 

However, all jewelers with 14 or more 
years experience who notified the Society 
before September 1 of their intention to 
be a “candidate” can remain under the 
old policy and any jeweler now enrolled 
in the Course 013-014 (salesmansh‘p and 
merchandising) will automatically be clas- 
sified as a “candidate” and, therefore, ex- 
cused from the new policy. However, these 
jewelers must complete their studies within 
two years. 

The Registered Jeweler t'tle is awarded 
to Society members who meet specified 
educational requirements and support the 
Society’s standards of business conduct. 








Another 


ERNEST BURG 
Cacia ve 


. .. for that hard- 
to - sell customer 
who has every- 
thing. Traditional 
imported German Filigree Jewelry — 
Necklaces, Earrings, Bracelets and Pins 
in Sterling Silver and Sterling Gold 
Plated (Non-Tarnishable.) Only the ex- 
perience of Old-World Craftsmen can 
produce these breath-taking pieces of 
spider-web fineness. 


Memo Inquiries Invited 


ERNEST BURG, 29 East Madison Street 


CHICAGO 2, ILLINOIS 

















Increase — Decrease 


Platina’s stainless necklaces 
and bracelets are designed to be 
easily shortened or lengthened 
at point of sale. No special 
lengths need be ordered. 


Platina’s necklaces, bracelets 
and earrings are unaffected 
by skin acids, never discolor, 
never tarnish. Comebacks 
and costs decrease. Sales 
and profits increase. 


Sample this desirable line 
by writing for assortment #15, 
at $40.00, or #25, at $75. 
Keystone $2.00 to $12.00. 


The Platina Company 
21 North George St. 
York, Penna. 
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Sterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 
used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


Jutws GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 
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“The House of Griendly Service” 
WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 


First & Washington, Springfield, Ill. 
ASK FOR “FAMOUS BRANDS BOOK” 


FOUR COLOR 
& R E E COUNTER SALES BOOK 

















ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Stiverware— Geld and plated jewelry — eld 
costume jewelry. Watches—mov ts—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment toe large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 
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q Perel & Lowenstein, well-known South- 
ern jewelers, recently opened a store in 
the new Lamar Airways Shopping Center 
in Memphis, Tenn. A gala, three-day cele- 
bration, starting September 9, marked the 
official opening of the suburban center, 
which occupies 13% acres of land. 

q Rodney A. Coulon is the new manager 
of the LeGrand Jewelry Co. at 145 E. 
Capitol St., Jackson, Miss. For a period 
of about eight years Mr. Coulon was as- 
sociated with the New Orleans jewelry 
firm of Coleman E. Adler & Sons. 

q@ McCormick Jewelers, Charleston, W. 
Va., in business there for many years and 
needing larger display space, have opened 
in a new location at 3716 McCorkle Ave., 
S.E. The store is owned and operated by 
James R. and William E. McCormick, 
brothers. They also operate a jewelry store 
at 214 Washington St., W., Charleston. 
q Sidney Colson, formerly of Wheeling, 
is the new manager of Kay Jewelry Co., 
229 Capitol St., Charleston, W. Va. A 
veteran of almost 20 years in the jewelry 
field, Mr. Colson was manager of the King 
Jewelry Co. in Wheeling for six years. 
He is a former chairman of the retail divi- 
sion of the Ohio Valley Board of Trade 
and a past director of the Wheeling Com- 
munity Chest. 

q Schwarzschild Brothers, Inc., jewelers, 
for the past 40 years located at Second 
and Broad Sts., Richmond, Va., were 
scheduled to open a branch establishment 
at 3124 West Cary St. about September 25, 
according to announcement by S. M. 
Schwarzschild, president of the firm. Mr. 
Schwarzschild said the 35x110-foot store 
will contain main floor and basement sales 
rooms including a gift department. 

4 Friedman’s Jewelers, 574 Cherry St., 
Macon, Ga., has been completely remod- 
eled. Program included installation of new 
fixtures, a new store front and all new 
merchandise. 

q Bob K. Peck has been appointed mana- 
ger of Roberts Jewelry Co., Inc., 105 E. 
Main St., Lexington, Ky., to succeed Man- 
nie S'nger, who retired to enter private 
business. Mr. Peck formerly was sales 
manager at Godfrey Nash Motors, Inc. 
Before joining that firm in 1949, he served 
three years as credit manager of the Rob- 
erts Jewelry Co. 

q Expanding for the second time in two- 
and-a-half-years, Fred Swartz Wholesale 
Jewelers has moved from its former quar- 
ters in the I.C.T. Building into a suite at 
1418 in the same building. doubling its 
former floor svace. Established by Fred 
Swartz in 1950, in small quarters in the 
Fidel‘ty Building. the firm was moved in 
1953 to the T.C.T. Building. 

4@ Gordon’s Quality Jewelers formally 
opened their tenth store in the Greater 
Houston (Texas) area on August 25, at 
6517 Lyons Ave. The opening of the store 
marked a milestone in the company’s his- 
tory bringing to a close the first phase of 
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an expansion program begun in 1946, At 
that time there was only one Gordon's 
Quality Jewelers in Houston at 411 Trayig 
St. In addition to the rapid expansion in 
Houston, Gordon’s also has been growing 
rapidly through the South. It operates 
stores in Texas, Louisiana, Mississippi and 
Arkansas. Two new stores are now under 
construction in Louisiana. One will }. 
located at Monroe and the other at Ney 
Orleans. 





Baltimore-Washington News 


q Gemologist John M. Wise of Baltimor 
was guest speaker at the September 4 
meeting of the Gem Cutters Guild of Bal 
timore. The group held its monthly mee. 
ing at a new location, the Roosevelt Pax 
Recreation Center in the 1800 block of 
West 36 St. “Mining Trips in Maine” wa 
the subject of Mr. Wise’s address which 
he illustrated by exhibiting specimens 
found on one of his recent trips. 

q Oscar Caplan & Sons moved late in 
August from 207 W. Saratoga St., Balti. 
more, to their new location at 23] N, 
Howard St., and held their grand opening 
on September 9. Many were on hand for 
the opening festivities and miniature or- 
chids were presented to the ladies who 
attended. The new location provides more 
display space, larger windows and much 
needed room for the firm’s manufacturing 
and special order departments. 

q Mr. and Mrs. Samuel J. Braun of 
Braun’s Jewelers, 538 N. Gay St., Balti- 
more, will celebrate their 57th wedding 
anniversary on October 24. The jewelry 
store they operate was established in 1885. 
4 Barney Berkes has recovered sufficiently 
from an automobile accident to be back 
on the job again. The accident occurred 
on August 12 on the New Jersey Turnpike 
as he was returning from the ANRJA 
convention at the Waldorf-Astoria Hotel 
in New York. 











INTEGRITY DIAMOND RINGS 


Outstanding Values 
$62.50 to $500 Retail 


Announces 


One year free insurance against loss, etc. This 
mounted diamond ring and Lock Sets line, with 
supporting sales aids which include guarantees 
—displays, mat service, price tags, ring boxes, 
etc., is a proven seller. 


EXCLUSIVE FRANCHISES AVAILABLE 
LOUIS F. GUINESS, INC. 
Diamond Importers Since 1910 
373 Washington St. Boston, Mass. 




















ALBERT S. SMYTH CO. 


DIAMONDS-WATCHES 
eo JEWELRY ° 


S HOPKINS PLACE, BALTIMORE, Me. 
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4 Leonard Bers of Bers Jewelers, 1103 W. 
Baltimore St., Balt:more, motored to Cali- 
fornia with friends on his summer vaca- 
tion. 

4 Albert Friendlich is now associated with 
Town Jewelers, 303 W. Fayette St., Balti- 
more. 

q James H. Levi of Leon Levi, Inc., Balti- 
more jewelers at 316 W. Lexington St., 
celebrated a birthday on September 3. 
He visited California during the week of 
September 6, traveling via plane. 

4 The Greater Washington Retail Jewelers 
Association has completed plans for its 
seventh annual banquet, according to Sol 
Lynn, chairman of the affair. The event 
is to be held on Wednesday evening, Oc- 
tober 13, in the Terrace Banquet Room 
of the Shoreham Hotel. The usual large 
turnout is expected to attend and enjoy 
cocktails, a sumptuous dinner, entertain- 
ment and dancing. A number of door 
prizes will be distributed to holders of 
lucky ticket stubs. Reservations are being 
accepted by Mel Foer and Art Sheinbaum 
at 405 Rhode Island Ave., N.E., Washing- 
ton 2, D. C. 

q John H. Minster, 59, prominent jeweler 
and civic leader of Elkton, Md., died Sep- 
tember 5 at Union Hospital in that city. 
Mr. Minster, who had headed the J. J. 
Minster & Son jewelry store since 1915, 
was stricken with a heart attack about 
four hours before his death. He is sur- 
vived by his widow, two sons, a_ brother 
and three sisters. 

4 After many improvements and a com- 
plete renovation, Saunders & Son Jewelers, 
629 King St., Alexandria, Va., re-opened 
for business on September 7. Extensive 
improvements consisted of a new front 
window, new flooring, new lighting and 
up-to-date wall and showcases. The con- 
cern, now owned and operated by Arthur 
R. Kirby, well-known among Virginia 
jewelers, was established in 1906 and is 
said to be the oldest store in Alexandria. 





Allied Gift & Jewelry Show 
Termed "Best One Yet' 


“The best one yet held in Dallas” was 
the phrase used by the sponsors of the 
Allied Gift & Jewelry Show to describe 
last month’s event at the Adolphus Hotel. 
The four-day show was held September 5 
through 9. It was stated that registrations 
exceeded all past shows and that all 248 
exhibitors were pleased with the amount 
of business written. 

Allied Exhibitors, Inc., sponsors of the 
event, stated that the majority of leading 
watch and jewelry firms were represented 
at the show. They added that leading 
china, glass and giftware lines were also 
shown. 

Social highlight of the event was a 
cocktail party given by the TOLA Tumble- 
weeds—a jewelry salesmen’s organization 
—where some 1500 to 2000 buyers were 
guests. This was held Sunday evening, 
September 5, in the Century Room of the 
Adolphus. 

Approximately 1000 buyers were hosts 
at a party given on Monday evening, 


FOR OCTOBER, 1954 





September 6. The following night a din- 
ner-dance and ice show was held in the 
Century Room for buyers and exhibitors. 





Southern Jewelry Travelers 
Name Publicity Director 


The Southern Jewelry Travelers As- 
sociation, sponsors of the semi-annual gift 
and jewelry show in Atlanta, Ga., an- 
nounced recently the appointment of Wil- 
liam Stubbs of that city as publicity and 
public relations agency for the organiza- 
tion. 

The association also announced that 
Charles Fram (Southern Jeweler) resigned 
as show director prior to the group’s last 
event which was held in July. It was 
stated that the last show and future show- 
ings will be managed by the president 
of the association and the board of 
directors. 


New Orleans Jewelry Store 
Displays Restaurateur's Gems 





Diamond Jim Moran, famous New Orleans 
restaurant operator, is photographed as he 
views the expensive attire he wears yearly 
to the Kentucky Derby. The crowd-stopping 
display in Adler's Jewelry Store on Canal 
St. in New Orleans features Moran's dia- 
mond-studded teeth, cane, eyeglasses, shoe- 
laces, binoculars, cigar holder, coat of 
arms, etc., besides his ermine tie, coat and 
hat. 





Baltimore Jirs. Association 
To Meet at Hotel Emerson 


Members of the Jewelers Association of 
Baltimore are invited to attend a general 
membership meeting to be held at 7:00 
p.m. on Wednesday, October 20th, at the 
Emerson Hotel in Baltimore. Announce- 
ment of the meeting was made by Dick 
Erlanger, chairman of the program and 
entertainment committee of. the associa- 
tion. 

The guest speaker will be Louis J. Ber- 
man, Certified Public Accountant, whose 
topic will be “Suggested Ways and Means 
for a Jeweler To Operate Profitably Under 
Present Conditions.” 

Following Mr. Berman’s address there 
will be a questions and answers period dur- 
ing which the speaker and a panel of 
three jewelers (Walter Greenebaum, How: 
ard Heiss, Sr., and David R. Lakein) will 
lead the discussions. ¢ : 

Jacob M.-Paul ‘is president of the Jew- 
elers Association of Baltimore: 
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No. 1665: Hand chased rhodium finished 
white gold eagle mounted on an engraved 
yellow gold ring with side emblems set 
in recessed shank and matted background. 
An attractive enameled shrine emblem 
can be substituted on either side to re- 
place emblem illustrated. 


No. 1657: The white gold hand chased 
rhodium finished double eagle is pierced 
thru around the wings and head and 
welded to the yellow gold shank insuring 
permancy of the emblem. Authentic side 
emblems of the 14° and 32°, rose croix 
and council make this a truly outstanding 
ring. Also available with triangular plate 
for diamond. 


Ask to see these fine rings of outstanding 
value, made with the fine finish and extra 
weight for which the “GRAN” line of 
Emblem Rings is noted. 


' 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 














BALTIMORE! 


JEWELRY STORE LOCATION! 
FOR RENT OR SALE! 


On fashionable and busy Charles St. 
Location used for over 4 generations by 
leading Baltimore jeweler. Retired from 
business. Bldg. now vacant. 4 stories & 
basement. Self-operating elevator. Large 
vault, A.D.T. system. Air cond. Beauti- 
ful showcases and chandeliers. Other 
valuable features too numerous to men- 
tion. Call or write Mr. Sterling W. 
Klein. 


SERVICE REALTY CO., INC. 
211 E. Fayette St. Le 9-0252 
Baltimore 2, Md. 














Edwinreed inc. 


Improve your windows with 
our sensational show card 
window service. Our 30 day 
free trial will prove it! 
Write, phone, wire today! 


' 
BET You'll love iti 


THAN EVER 
Phone Watkins 4.6422 MUL Le 
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Volume Sales Have Now 


AMORTIZED 


Engineering & Die Costs. 
YOU GET THE SAVING. 


PAULSON 
TIME-0-GRAF 


sett $444.90 


ONLY 
LESS 2% OR PAYMENT PLAN 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
132 Se. WABASH AVE CHICAGO 3, UL 


Please send me full information eovering the jewe.ere 
Biggest Business Builder. the Paulson Time-O-Grat 





























































HEADQUARTERS 
for Nationally 
Known Lines 


Now in our own building with Greater 
Facilities for Better Service 





a om 


SESSIONS WATERMAN EVANS 

U S TIME SPEIDEL SCHICK 
SEMCA GEMCO WESTINGHOUSE 
TELECHRON HAYWARD “ 
INGRAHAM LATAUSCA DORMEYER 
VULCAIN REMINGTON OSTER 


ULYSSE NARDIN ALVIN TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 
Catalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 
Wholesalers Since 1911 
325 West Madison Street, Chicago 6, Illinois 


WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


683 Metropolitan Bidg., Detroit 26, Mich. 




















Chkch, Case Fepaning, 
Our work costs no more 
than ordinary work & 
BECKER-HECKMAN COMPANY 


29 East Madison Street, Chicago 3, Illinois 
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q A joint dinner meeting of the Illinois 
Watchmakers Association and the Mid- 
west Chapter of the National Association 
of Watch & Clock Collectors was sched- 
uled to be held on September 21 at the 
Blue Note. Ladies were invited, and a 
good attendance was expected. 

q Vincent Newman, representing the Jew- 
elers’ Board of Trade, spent a week in 
Minneapolis attending the Northwest 
Jewelers Show which opened on Septem- 
ber 12. He made the most of the oppor- 
tunity to meet new friends and renewing 
old friendships in the industry. 

4 Dewey Conover of F. H. Noble & Co., 
29 E. Madison St., is in New York on a 
three-week visit to the company’s office 
there. While there he is not passing up 
the opportunity of calling on many of his 
accounts and friends in the trade. Mr. 
and Mrs. Frank Spears are planning to 
take off on a vacation motor trip about 
the first of October that will take them 
through the Rocky Mountain area. They 
intend to spend some time in Salt Lake 
City where they will visit their son, Ralph, 
and his family. Tom Doonan, purchasing 
agent for Noble, and his wife, are back 
from a two-week visit with their daughter 
and her family in San Diego, Calif. 

q The Jewelry Training Service, 226 S. 
Wabash Ave., invited the trade and local 
students to a special showing of three 
movies on the watch industry that was 
held in the school’s auditorium on Sep- 
tember 15. The films shown were “How a 
Watch Works,” released by the Hamilton 
Watch Co., “Guardians of Precision” and 
“Miracle of Time,” both by Gruen Watch 
Co. 

q Allan Jacobs, Chicago representative for 
Miller Bros. Watch Strap Mfg. Co. of 
Cincinnati and Stern Mfg. Co. of Newark, 
has fully recovered from his recent attack 
of a virus infection and is now back on 
the job calling on customers. Allan is the 
son of Bert Jacobs, midwest representative 
for Forstner Chain Corp. Bert, by the 
way, has gained quite a reputation through 
his hobby of woodcarving and was recently 
featured in a writeup in the Chicago Daily 
Tribune. 

4 Jack Berg, Nathan & Berg, Inc., 6 E. 
Monroe St., has fully recovered from an 
illness that laid him up in the hospital 
for two weeks, and is now back on the job. 
q Alford A. Dibble, James H. Napier Co., 
36 S. State St., is now working directly 
out of the firm’s New York office, cover- 
ing the eastern section of the country. 
The company reports this to be the best 
year of all its 79 years in business, and 
are quite gratified with the sales of their 
extensive line of rope and lariat-type neck- 
laces, 

q The annual display of safety plaques, 
emblems and trophies presented by the 
National Safety Council at their yearly 
Congress will be shown at the Conrad 









CHICAGO 


Hilton Hotel starting October 18 jn the 
trade show exhibits held in conjunction 
with this year’s Safety Congress. The dis. 
play will be under the personal supervision 
of Clarence Williams, Sr., who, although 
he has retired from the firm, Williams 
Jewelry & Mfg. Co., makes a point of 
handling this show to keep in touch with 
his many friends and get together with 
the old-timers. The company has been dis. 
playing at the Safety Congress every year 
since 1923. 

q Mr. and Mrs. Tex Williams (Williams 
Jewelry & Mfg. Co.) and family are back 
from a two-week vacation in the north 
woods of Wisconsin. After fishing in that 
area for the past nine years, Tex has 
finally made his prize catch, the dream of 
every fisherman, a 374% inch musky. 

q Emil Braude & Sons, 538 S. Wabash 
Ave., announce the mailing to the trade 
of their new 1955 catalog. The large vol. 
ume of 290 pages contains more than 6000 
items, and any members of the industry 
who haven’t received their copy will be 
quickly supplied if they notify the com. 
pany of the omission. 

4 Eddie Rogers, president of J. Arthur 
Rogers & Son, has announced the appoint- 
ment of Herman J. (Bill) Belgrad as sales 
manager. Bill, a very promotional minded 
young man, will cover the Chicago and 
surrounding territory. He was previously 
with the M. J. Belgrad Co. for the past 
10 years. 

4 Israel Isaacson, 67, a partner in the Cen- 
tral Watch Co., 5 S. Wabash Ave., passed 
away August 29 in Columbus Hospital, 
Chicago, after a brief illness. Survivors 
include his widow and two sons. 

q Roy R. Yeoman, Sr., a retail jeweler at 
116 N. Genesee St., Waukegan, IIl., since 
1909, passed away on August 10 at the 
age of 67. Surviving are his widow, two 
daughters, two sons and eight grandchil- 
dren. 

4 At the National Metal Congress in Chi- 
cago, November 1-5, Handy & Harman will 
again have an operating exhibit featuring 
Easy-Flo and Sil-Fos silver alloy brazing. 
Other silver products having growing in- 
dustrial uses will also be shown. 





FTC Issues Ruling on 
Advertising Allowances 


A manufacturer or wholesaler who 
grants advertising allowances to some of 
his customers must: inform competing cus 
tomers of the terms on which they may 
also receive such allowances, the Federal 
Trade Commission has ruled. 

FTC, in confirming a hearing examiner's 
initial decision, ruled that two dress man- 
ufacturers who failed to grant some cus 
tomers credit or payments for advertising 
services on proportionately equal terms 
with those receiving such credits had em 
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gaged in discriminatory practices repre- 
senting “concealment.” 

The decision will have far-reaching ef- 
fects on many small dealers who have 
suffered from individually negotiated al- 
lowance contracts in local newspapers, 
because of the practice of some manufac- 
turers to grant more favorable allowances 
to the larger stores. Similar tests of the 
“proportionate but equal” doctrine are 
pending before the commission. 





Electric Housewares to Receive 
Continued Promotional Push 


Electric housewares promotional activity 
for this fall and Christmas selling season 
is receiving careful scrutiny by all seg- 
ments of the industry, according to a 
spokesman for the Electric Housewares 
Section of the National Electrical Manu- 
facturers Association. 


It was stated that indications point to 
more intensive integration of all promo- 
tional plans in order to get the most bene- 
fit from existing consumer acceptance 
which has been developed for electric 
housewares as gifts. 

Retailers and wholesalers are urged to 
help themselves cash in on the consumer 
acceptance which has been developed and 
is constantly being developed for electric 
housewares through publicity emanating 
from the National Electrical Manufacturers 
Association and through manufacturers ad- 
vertising and publicity. 

Among the many devices which can be 
used to get customers into the store, one 
of the most powerful is to prominently dis- 
play the industry streamer or an adapta- 
tion of it with the well-publicized slogan, 
“Electric Housewares First Gift 





Choice.” This same theme can be carried 
over in the in-store displays, where they 
can be expanded into effective demonstra- 
tions by showing the more than 30 basic 
electric housewares items in action. 

Since the big attraction is the gift theme, 
retailers are urged to remind customers of 
gift-wrapping and gift-certificate services. 
The NEMA suggests that the retailers 
show these in action, too, by setting up 
action displays and demonstrations with 
selling signs telling why and how. 


Reed & Barton Sponsors 
Window Display Competition 

A nation-wide window display contest 
is being sponsored by Reed & Barton. The 
contest is in honor of “Silver Sculpture,” 
Reed & Barton’s new sterling flatware pat- 
tern, 

First grand prize in the contest is a 
ten-day, all-expense-paid trip to Rome, 
Italy, for two. Second grand prize is a 
complete service for eight in “Silver Sculp- 
ture” sterling. Third grand prize winner 
will be awarded a complete service for six 
n “Silver Sculpture.” 

Twenty additional prizes will be awarded 
to the first five winning stores in each of 
the following four categories: (1) stores 
in cities under 15.000 population; (2) 
15,000 to 50,000; (3) 50.000 to 250,000, 
and (4) over 250,000. 

To enter the contest a store must simply 
submit a photograph of a “Silver Sculp- 
ture” window to Reed & Barton on or be- 
fore November 15. It was stated that every 
store, whether large or small, has an equal 
chance to win because originality is what 
counts. The firm pointed out that the size 
of the store or window will not enter into 
the judging. 





OVER 100 ATTEND INDIANA WATCHMAKERS' PICNIC 





More than 100 members of the St. 
Joseph Valley Watchmakers Guild, and 
their families, attended the annual picnic 
of that organization on August 22. The 
event was held at the home of Ted 
Miloserny of South Bend. Group members 
tepresenting South Bend, Mishawaka, Elk- 
hart, New Carlisle, North Liberty and 
Osceola were present. 

In the photograph above, Guild Presi- 
dent Robert C. DeGeeter (extreme right) 
awards prizes to winners in each of the 
six family athletic contests. Shown left 
to right are: Ted Miloserny and Ray 
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Grandorf, winners of the horseshoe tour- 
nament; Mrs. Ray Grandorf, golf tourna- 
ment winner; Mrs. William Eaton, free 
throws (basketball); Delbert DeGeeter, 
champion of the dart throwers; Wilbert 
DeGeeter, who caught the largest fish; 
Tommy Rockhill, winner of the balloon 
break‘ng contest, and President DeGeeter. 

A special clown act for the children was 
put on by William Van Patton, Jr., of 
Elkhart. Music was provided by John 
Sienicki, on the concertina, and Gerhard 
Scheffrahn, on the guitar. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 














Want 
quality at 
a SAVINGS? 


then buy 


“SECURITY” MAINSPRINGS 


© QUALITY 
for © FINE WORKMANSHIP 
@ BEST SWEDISH STEEL 


ORDER FROM YOUR JOBBERS TODAY! 
THE NEWALL MFG. CO. 


CHICAGO 2, ILLINOIS 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Hil. 
Students may enroll at any time of the year 

















the Niash 
“CUFFMASTER,” 


TRADE MARK 


the nest 
cuff fink 
back ever 
made 
for the 
Jewelry 
Trade 





Patented Design 155,535. 
Patented Censtruction 2.472.958. 
prosecuted. 


Intringers will be 


Available in -_ silver, gold filled, brass 
and other metals. 
Send for price list. 


Pg a ant REFINING CO. 
Nassau St., New York 38 
Ortiand? 7-4496 
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FINEST QUALITY 


Will Ecker’s Genuine Engraved 


Wedding Invitations and Accessories 
“More Costly Because They Are More Costly” 


Since 1913, the finest that can be made 
and sold by leading jewelers from coast 
to coast. Distinctive order-talzing sample 
book furnished to jewelers who can qualify 
in cities where a dealership is vacant. 
Write today if you sell fine merchandise. 


WILL ECKER & CO. 
414 N. TWELFTH BLVD. 
$T. LOUIS 1, MO. 










































SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 


434 ELM ST. CINCINNATI, O. 











DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI . DALLAS 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors ef Nationally Known Lines. 
THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
325 E. Central Parkway, Cincinnati, Ohio 

















You Can Buy With Confidence From 


The Wallenstein-Mayer Co. 


Division of Harry Greenwold Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


52 years of SERVICE PLUS 


Write for our new 
1955 Catalogue 
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q A recent Common Pleas Court ruling 
relative to the method of determining this 
city’s earnings tax will, if upheld by the 
higher courts, result in substantial tax 
savings for local jewelry manufacturers, 
wholesalers, retailers and many of their 
employes. Under terms of an ordinance, 
enacted earlier this year, the city imposed 
a one per cent earnings tax for the seven 
months from April through October. The 
ordinance stipulates the tax must be fig- 
ured at seven-twelfths of annual earnings, 
but in a taxpayer’s suit, the court de- 
clared this stipulation unconstitutional. If 
the ruling is upheld, most of those en- 
gaged in the jewelry business here will 
have to pay considerably less tax, be- 
cause their incomes during the seven- 
month period are much less than if pro- 
rated over the 12-month period. 

q A new constitution and by-laws for the 
Cincinnati 24 Karat Club has been written 
by a committee appointed by President 
H. R. Haerr, and an active membership 
recruiting campaign is now under way. 
The committee included Edward Her- 
schede, Jr., retailer, as chairman; Maury 
Solomon, D. Jacobs Sons Co., wholesalers; 
Jack Campbell, Gemex Co. representative; 
Robert Whitaker, the Cas-Ker Co., jewel- 
ers’ supplies, and Karl Mouch, retailer. 
4q Late summer vacationers included Jules 
Kassel of Kaufman-Kassel Co., manufac- 
turers, 434 Elm St.; Joseph Hanekamp of 
Albers & Hanekamp, Inc., manufacturers, 
7 E. Fifth St.; Cherrington L. Fisher of 
the Harry Greenwold-Wallenstein-Mayer 
Co., wholesalers, 31 E. Fourth St.; Julius 
Jacobs, Jr., of D. Jacobs Sons Co., whole- 
salers, 325 East Central Parkway; George 
E. Brown and Frank Remke of the Gerwe 
Brown Co., wholesalers, 817 Main St., and 
Hubert and Albert Esberger of Esberger 
Brothers, retailers. 

4 Road trips were made recently by Ralph 
E. Goebel, wholesaler, Provident Bank 
Building; C. R. Gerhardt of Mecklenborg 
& Gerhardt, manufacturers, 811 Race St.; 
Joseph Faigle, Jr., and Gilbert Faigle of 
Joseph Faigle & Sons, manufacturers, 2219 
Quebec Ave.; A. R. Jester and L. E. Rohan 
of A. R. Jester, manufacturers, 505 Vine 
St., and Robert Faigle and A. F. Gebhardt 
of Faigle Brothers, manufacturers, 12 E. 
Sixth St. 

q Eugene Swigart, president, and Edward 
Stoergel, salesman, E. J. Swigart Co., 
jewelers’ supplies, 34 W. Sixth St., at- 
tended the recent convention of the Penn- 
sylvania Retail Jewelers Association. 

q Cathy Goebel, daughter of Ralp E. Goe- 
bel, wholesaler, is a freshman at DePauw 
University, Greencastle, Ind. 

4q Sidney Jacobs has succeeded Reed Botts 
as Cincinnati area representative for the 
Flex-Let Corp. 

q Clarence Loeb, a long-time salesman for 
Litwin & Sons, Inc., manufacturers at 114 
W. Sixth St., recently was honor guest at 
a dinner attended by more than 30 friends 
to commemorate his 70th birthday. 





q The local trade was interested to learn 
that, following the dissolution of the retail 
firm of Geiger & Ament in Louisville, 
Ky., Nolte Ament, a Certified Gemologist, 
is continuing in business in the Francis 
Building in that city. 

q William Mayer, 72, who had operated a 
retail jewelry store in the same location 
here for 45 years, died September 4, His 
widow survives. 

q Algert Jewelry Co., wholesalers, have 
moved to larger quarters at 413 Race St, 
Albert Schechter is president. 

q.B. David Co., manufacturers at 2508 
Vine St., exhibited at the Minneapolis-St, 
Paul Gift Show in September, and were to 
display company merchandise at the show 
of the Indiana Jewelers Association in In. 
dianapolis in October. 





Post Exchanges Prohibit 
Issue of Courtesy Cards 


The issuing of courtesy cards entitling 
military or civilian personnel to purchase 
merchandise from commercial enterprises 
has been prohibited in post exchanges, 
according to a recent announcement by 
Major General H. L. Peckham, chief of 
the Army and Air Force Exchange Service. 

“This prohibition has existed for some 
time as part of our internal Exchange Ser- 
vice regulations,” General Peckham stated. 
“However, it has now been strengthened 
by being added to the official regulations 
of the Departments of the Army and the 
Air Force. It is another in a long series 
of steps we have taken to prove our good 
faith and our desire to work harmoniously 
with civilian retail interests.” 

General Peckham stressed there has not 
been any extensive issuing of such cards 
at exchanges. He pointed out, however, 
that the absence of a formal statement on 
the subject in official regulations might 
give the erroneous impression that the Ex- 
change Service tolerated this practice. 





Heirloom's "Lasting Spring" 
In Institute's Exhibit 


Oneida Ltd. has announced that the 
Munson-William-Proctor Institute of Utica, 
N. Y., selected “Lasting Spring” by the 
Heirloom Sterling division of Oneida to 
symbolize sterling silver in its recent ex- 
hibit “What Is Industrial Design.” 

The Institute’s exhibit graphically de- 
picts the necessary steps in the design and 
production of a sterling silver pattern. 
Starting with Oneida’s desire for a new 
pattern to broaden consumer appeal, it 
shows the selection of the inspirational 
theme, several of the hundreds of draw: 
ings made to capture this theme and the 
actual interpretation in hand-carved ster 
ling. The dies that are then made and the 
production process afterwards are also 
shown. 
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Over 1500 Retailers From Seven States 


Attend Ohio RJA Convention in Cincinnati 


With more than 1500 retailers from Ohio 
and a half dozen neighboring states in at- 
tendance, the annual convention and show 
of the Ohie Retail Jewelers Association on 
September 5-7 in Hotel Netherland Plaza, 
Cincinnati, was declared one of the most 
successful ever held. Display booths and 
rooms were occupied by 70 wholesalers and 
manufacturers, and the heavy volume of 
sales indicated midwest and southern re- 
tailers are anticipating a very substantial 
volume of holiday business. 

At a meeting of officers and directors on 
September 6, Edward L. Spitznagel of Geo. 
Newstedt & Co., Cincinnati, was elected 
president, succeeding Howard T. Evans of 
Urbana. Larry Allen of Mt. Vernon was 
elected vice president, and re-elected were 
Hugh N. Beattie of Cleveland as secretary, 
and Olin Pritchard of Wooster as treasurer. 
Clarence Moses of Cleveland was re-ap- 
pointed executive director. All directors 
were re-elected except Mr. Allen, and his 
successor will be named later. 





Active participants in the annual con- 
vention of the Ohio Retail Jewelers Associa- 
tion over the Labor Day weekend in Cin- 
cinnati were J. Lester Thomas (left), newly 
elected regional vice president, American 
National Retail Jewelers Association, and 
Clarence Moses, executive director of the 
state association. 


The convention program was opened on 
September 5 with addresses of welcome by 
Sam Silverman, president of the Cincin- 
nati Wholesale and Manufacturing Jewelers 
Association, and Mr. Spitznagel as president 
of the Greater Cincinnati Retail Jewelers 
Association. 








Edwin Inc. 


Pep up your win- 
dows! Increase sales 
with our monthly 
show card window display 
service ... ask for 30 day- 
free trial. Phone, write or 
wire today — 


14 WEST 23 ST., NEW YORK 10 














Phone 
Watkins 4-6422 








Well equipped modern Swiss Watch Factory 
turning out first class lever movements and 
watches (steel and gold) and novelties watch- 
line, seeks local exclusive agents capable of 
geod turnover. Agents must advertise them- 
selves, Write to 


FLEURON WATCH CO. 








TRAMELAN, SWITZERLAND 
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Panelists for a discussion on “How to Op- 
erate a Jewelry Store Profitably” were Max 
Bayless, regional sales manager, Gruen 
Watch Co.; Thomas Johnson, sales man- 
ager, Traub Manufacturing Co.; Herbert 
Schwab, A. G. Schwab & Sons, Inc., and 
retailers Raymond Hay, Coshocton; Lester 
Thomas, Findlay, and Mr. Spitznagel, with 
Mr. Thomas as moderator. 


At the Sunday evening session, J. Lester 
Thomas of Findlay, newly elected regional 
vice president of the American National 
Retail Jewelers Association, submitted a re- 
port on the recent national convention and 
future association objectives. 


His report was followed by a lecture on 
“The Refractive Qualities of Diamonds and 
Other Gems” by Dr. Carl A. Ludeke, Pro- 
fessor of Physics at the University of Cin- 
cinnati, under sponsorship of Litwin & Sons, 
Inc. Dr. Ludeke stressed the importance 
of proper cutting to accomplish maximum 
dispersion of light, and he illustrated his 
statements with demonstrations of the re- 
fractive qualities of diamonds. 


Following Dr. Ludeke’s lecture the Spei- 
del Corp. presented a special showing of its 
television programs, after which a cocktail 
hour was enjoyed. 


MOSES DISCUSSES 'FAIR TRADE’ 


“Fair Trade and How to Enforce It” was 
the subject of a talk by Mr. Moses at the 
Monday morning session, and during the 
afternoon, B. J. Fischesser of the Minnesota 
Mining and Manufacturing Co. demon- 
strated gift package wrapping and bow 
tying. S. L. (“Bud”) Cantor, sales pro- 
motion manager of the Gold Filled Manu- 
facturer’s Association, spoke on the new 
advertising and public relations program 
of his organization. 

The Cincinnati Wholesale and Manu- 
facturing Jewelers Association was host for 
a cocktail party Monday evening, followed 
by the annual banquet and an entertain- 
ment program. 

Executive Director Moses said that next 
year’s convention city will be selected later 
by the board of directors. 





Officers of the Ohio Retail Jewelers Asso- 
ciation, elected at an annual convention in 
Cincinnati over the Labor Day weekend 
are, left to right: Olin Pritchard, Wooster, 
re-elected treasurer; Edward L. Spitznagel, 
Cincinnati, president; Larry Allen, Mbt. 
Vernon, vice president, and Hugh N. Beattie, 
Cleveland, re-elected secretary. 





NEW 
HERMES 
STANDARD 
RING 
SIZER 


Expanding mandrel for rings from 
size 1 to 15. Reducing die features 
16 sizing holes. Can’t scratch or mar 
$99.50 


plain rings. 





Enlarges any stone ring safely with- 
out touching stone or mounting. 
Eliminates all cutting and soldering. 
Simple, fast operation. $69 


Time Payments 
Send for literature 


New Hermes Engraving Machine Corp. 


Y 














For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work fo 


Cooper’s Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
Plaza 7-1740 
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The smartest things come from California, ‘““ZODIAC 
CLASSICS”’ by Paul Kiepa. Handsome, new Cufflinks, 
Charms handcarved in Crystal set in Sterling Silver. 
Write for complete price list. (Choice territories open.) 


KLEPA ARTS 
8628 Melrose Ave., Los Angeles 46, Calif. 











NEW IGNITION 
CAR KEYS 


for Cadillac (shown), 
Buick, Oldsmobile, Ford, 
Chevrolet, Pontiac, Mer- 
cury, Chrysler, De Soto, 
Plymouth, Packard, 
M-G, and Jaguar. Sculp- 
tured by Weston. Stock 
them for the customer 34 
“who has everything ‘ 

but” and see them eell, Bronze GP, $3.00; 
Sterling, $6.00; 14kt gold, $60.00, Keystone 
prices. Send for illustrated folder. 


The BROTHERS CoO. 


1707 Berkeley St. Santa Monica, Calif. 

















Four new ideas being 
used all over the country 
to develop store traf- 
fic! They are: low-cost 
Hawaiian tropical flow- 
ers and plants (as low 
as 3c per customer) that 
provide amas 


ustemers at U each.. 


and exciting giveaway 
gifts. Our illustrated 
folder outlines these 
promotion ideas and 
gives facts-and-figures 
results of promotions 
in your field. It is free. 
Write: 


HAWAIAN ISLANDS FLOWERS & FOLIAGES Ltd. 
810 SOUTH MAPLE AVE. + LOS ANGELES, CALIF. 














Chatham Emeralds 


REG. U. S. PAT. OFF. 


The ONLY MAN-MADE EMERALDS 
AVAILABLE IN THE WORLD 


VA ." 


























JUST OUT—FOR PROFITS! 


Latest catalogue of famous NASTRIX 
Watches. EXCITING NEW STYLES 
— Exceptionally beautiful 14 karat 
goldplated finish. 17 Jewel movements. 
(Except military type watches.) All 
movements standard AS970, 984, 
1002, 1194, and FONT 60— Fully 
Guaranteed. Gold filled, nationally 
advertised attachments—Mats avail- 
able on request. 


Write for Your Free Copy Today!! 


Remember our COMPLETE REPAIR 
SERVICE (Fast — Dependable — 
Economical) for all modern and an- 
tique watches, clocks, jewelry. We re- 
pair cameras and binoculars also. 


MODERN TECHNICAL SUPPLY CO. 


Dept. 10 JCK, 55 West 42nd St. 
New York 36, N. Y. 
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q Martin Thomas, president of the Cali- 
fornia Retail Jewelers Association, re- 
ported that the Los Angeles Trade Fair 
hit a high point this year with one of the 
finest shows in its history. Special con- 
gratulations were extended to George Pas- 
coe, show manager, for the outstanding 
way in which the recent Sixth Western 
Jewelry & Silverware Show was conducted. 
This year’s market attracted a record at- 
tendance. Immediately following the show, 
the California RJA embarked on an exten- 
sive membership drive designed to ac- 
quaint the non-member with the present 
benefits of participation in the association. 
q Again this year the Los Angeles County 
Fair presented a fine display of gems and 
minerals during its 17-day show, Septem- 
ber 17 through October 3, at Pomona. In- 
cluded in the exhibit were jade from 
Burma, rubies from Ceylon, opals from 
Australia, emeralds from Columbia, and 
the lesser known kunzite, hiddenite, beni- 
toite, and morganite. An outstanding fea- 
ture of the exhibit was a display of lapi- 
dary equipment in operation showing how 
gems are made from rocks found in moun- 
tains and deserts. The gem and mineral 
show filled a complete section of the huge 
palace of agriculture. 

q Harry Langfelder, who has operated the 
Mission Jewelry Store, 224 S. First St., 
San Jose, for the past 25 years, recently 
moved into a new, completely remodeled 
and refurnished store at 250 S. First St., 
San Jose. 

q The Jewelers Bowling League opened 
its fall bowling season Sept. 8 at the West 
Pico Bowling Allevs. Los Angeles. Officers 
include: President. Richard Levy: Vice- 
President. Sherry Smith; Treasurer. Harry 
Fukasawa: and Secretary. Blanche Fraser. 
4 Ernest C. Chase. who owns the Chase 
Jewelers at 4538 E. 14th St.. Oakland, has 
purchased Waterman Jewelers, San Lean- 
dro., from E. C. Waterman. The store’s 
name will be changed to Chase Jewelers. 
4 Jack J. Weisbrot, formerly manager of 
King Jewelry Companv’s Santa Monica 
store. has bought the Sunset Jewelry Co. 
at 15219-C Sunset Blvd., Pacific Palisades. 
q Carlyle K. Brosius, owner of the Brosius 
Jewelry Store at 8443 S. Broadway, Los 
Angeles. has moved to 6118 S. Atlantic 
Blvd., Maywood, and has changed the 
name of his store to Maywood Jewelers. 

q Vogele & Gerst, manufactur‘ng jewelers, 
moved into their new and larger offices 
at 379 E. Green St., Pasadena. They were 
formerly located at 89 S. Euclid Ave.. 
Pasadena. 

q Louis S. Gottlieb, who has been in the 
luggage business in Los Angeles since 
1947, recently purchased Croney’s jewelry 
store at 8626 S. Vermont Ave. 

q Kearley’s Watch & Jewelrv Shoppe re- 
cently moved from 216 Santa Monica Blvd. 
to new and larger quarters at 220 Santa 
Monica Blvd.. Santa Monica. 


WEST COAS 








q The Diamond Syndicate of California, 
headed by Gus Farber, planned to open 
in its new quarters in Suite 412-414, 939 
Market St., San Francisco, on Sept. 1, 
The Syndicate deals exclusively in loose 
diamonds, diamond mounted jewelry and 
precious stones, specializing in the pur. 
chase of diamond and jewelry stocks, dia- 
mond and jewelry estates, inheritance tax 
and probate appraisal work. In announce. 
ing his new offices, Mr. Farber stated he 
has severed his connection with the retail 
jewelry business. 

q Les Larson, secretary-treasurer of the 
Arizona Retail Jewelers Association, died 
July 15 in La Jolla, Calif. He was the 
owner of Larson’s Jewelers in Scottsdale, 
Ariz. 

4 Abraham Hirsh, pioneer San Jose jew- 
eler, died July 29 on the eve of his 73rd 
birthday. He was head of A. Hirsh & 
Son, 19 S. First St., San Jose. He is sur. 
vived by his widow, Martha; two sons, 
Alex and Louis; two daughters, Mrs, 
Doris Berns and Mrs. Vera Rosenberg; 
and one brother, Harry Hirsh. 

q Michael A. Tufo, 133 Geary St., San 
Francisco, died unexpectedly of a heart 
attack on August 5. A native of San Fran- 
cisco, Mr. Tufo was 29 years old at the 
time of his death. He had been carrying 
on the jewelry business established by his 
father, the late M. A. Tufo. Sr., and was 
associated in business with his uncle, 
Joseph Tufo. He is survived by his widow, 
his son, his mother, and a sister. 

q Dave Tipp, 54, Los Angeles jeweler for 
many years, died at Cedars of Lebanon 
Hospital August 13. Active in the USO 
and the Hollywood Canteen, Tipp leaves 
his widow and three sons. 





San Francisco Firms Stage 
Showing of Holiday Lines 


September 19 through 22 was scheduled 
for the first annual combined preview 
showing of holiday lines by the San Fran- 
cisco Jewelers Building firms, 657 Mission 
St. The exhibitors planned to combine 
distributors, importers, manufacturers, ser- 
vices and wholesalers in full representa- 
tion of appliances, clocks, costume jewelry, 
diamonds, diamond jewelry, jewelry, ma- 
terials, mountings, novelties, rings, silver- 
ware, supplies, watches, watch  attach- 
ments, watchmakers’ and jewelers’ tools 
and equipment. 

Participants included: Irving S. Bock, 
California Watch Case Co., Edward Ele- 
fant & Co., S. H. Friend, Gomez Mfg. Co., 
Mel Harris Co., Richard W. Kaye, Kirk 
Dial Corp., Loretz & Benoit, S. M. Mickel- 
son Co., Morgan & Allen Co., Nordman 
& Aurich, Oneida Ltd., Pacific Diamond 
Co., E. W. Reynolds Co., Reynolds Assoc., 
Clyde J. Schoenfeld & Son, M. Schussler 
& Co., George L. White Co., and S. Wurk- 
heim & Brother. 
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King of Sweden Awards Medal 
To San Francisco Jeweler 


Nels Arvid Soderman, partner in the 
jewelry firm of Soderman & Nelson, 140 
Geary St., San Francisco, celebrated his 
65th birthday July 27 at the Swedish Con- 
sulate where he received a gift from King 
Gustav Adolph of Sweden. The Swedish 
consul-general in San Francisco made the 
presentation which was in the form of a 
decoration, the medal of King Vasa, first 
class, bestowed only on those who perform 
outstanding and noteworthy service in the 
field of humane, public relations. 

For nearly half a century, Mr. Soderman 
has carried on a program of cementing 
friendships between the United States and 
Sweden, taking an active part in welcom- 
ing and aiding new arrivals from Sweden. 

Three years ago, Mr. and Mrs. Soder- 
man visited Sweden and were received by 
the King. 

This recent decoration was the second 
time Mr. Soderman has received recogni- 
tion from the Sovereign ruler of Sweden. 
The late King Gustay V bestowed upon 
him the Pioneer’s Medal for his work in 
aiding Swedish immigrants to this country. 


Swiss Watchmakers Hit 
At U. S. Tariff Increase 


The central committee of the Federation 
of Swiss Watch Manufacturers, meeting in 
Bienne, have passed a resolution condemn- 
ing the recent 50 per cent U. S. tariff in- 
crease on watch imports and movements, 
and said that along with other watchmak- 
ing organizations it would actively sponsor 
“measures which will compensate, to the 
greatest extent possible, the consequences 
of American protect‘onism.” 

The meeting climaxed a series of recent 








Ask For 


Superior 


NYE OILS 


Best for Watches and Clocks 
Safeguard 
Your Work . 


wnc., New Bedford, Mass. 











EMCO SILVERCASE 


lined with tarnish-preventive Pacific Silver Cloth. 
Retails at only $3.95. Holds 56 pes flatware. Ex- 
cellent for starter sets. 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of rolls, bags, cases and chests for silverware 














since 1926. Write for descriptive leaflets and price list. 
Prove for yourself how our jewelry 
show card window service can help 


RUSH TO Edwin Paced. tn 
you make more sales! Ask for 30 


SS DAY FREE TRIAL. Phone, write or 


— wire TODAY — 


Phone 
WAtkins 4-6422 14 WEST 23 ST., NEW YORK 10 
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protest meetings held in the principal 
watchmaking areas of western Switzerland 
most directly affected by the new tariffs. 

Terming the tariff action “a measure 
aimed directly at Switzerland,” the reso- 
lution also urged the Swiss federal govern- 
ment to press the United States to “miti- 
gate the damages caused by their incom- 
prehensible tariff action.” 

The Federation of Swiss Watchmakers 
is a trade organization representing more 
than 550 independent manufacturers of 
jeweled lever watches. 


MASCULINE STYLE-SETTERS 








New masculine jewelry fashions in time for 
Christmas selling: interesting square wrist 





watch with pin-point numerals, sweep-sec- | 


ond hand and gleaming yellow gold filled 

case. Handsome ring is deep golden-brown 

sardonyx in simple yellow gold setting. 

Other Christmas gift suggestions from the 

Jewelry Industry Council are neat oval cuff 

links of gold filled, with panel for initials, 
and matching tie bar. 





California 24-K Club Holds 
First Meeting of Fall Season 


The first meeting of the fall season of 
the Jewelers 24 Karat Club of Southern 
California was scheduled for Tuesday, 
Sept. 14, in the Colonial Room of the 
Ambassador Hotel, with cocktails at six 
and dinner at seven. 

Guest speaker was to be Dr. James J. 
Boutross, owner of the Empress Pearl 
Syndicate, who designed and made the 
thousand-pearl crown worn by Miss Uni- 
verse, 1954. Dr. Boutross planned to 
show motion pictures of this pageant and 
also to speak briefly on pearls. 

Harry Prezant, Bulova Watch Co., was 
slated to give the customary brief trade 
talk. A high point of the evening, of 
course, would be the jackpot drawing with 
the prize this time—a $50 bond. 

Herman Siegel, secretary, reports that 
arrangements are being completed for the 
annual dinner-dance to be held October 
19 at the Ambassador Hotel. This will 
be one of the big events of the year and 
he promises a wonderful time to everyone 
attending. Among the traditional fea- 
tures of the evening will be the gift to all 
the ladies present and the Herman Siegel 
Cake Walk. Members of Mr. Siegel’s 
committee include: Arthur Ballard, Wal- 
ter Dorrer and Martin Thomas. 





One source of supply 
for ALL your investment 


casting, melting and 
polishing needs! 























MATERIALS 


Investments for cast- 
ing gold, silver, plati- 
num, and other non- 
ferrous metals. 


Waxes in a wide 
range of types to as- 
sure high-quality pat- 
terns in rubber or 
metal molds. 


Top quality rubber 
mold materials. 


Complete line of pol- 
ishing compounds. 





ACCESSORIES 


Plexiglass Bell Jars 
Tongs 

Melting Torches 
Bar Cutters 


Melting Crucibles 
Casting Crucibles 
Safety Goggles 
Asbestos Gloves 





EQUIPMENT 


Vulcanizers 

Wax Injectors 
Vacuum Machines 
Melting Furnaces 


Burnout Ovens 
Program Controls 
Casting Machines 
Polishing Machines 


Write for 
CATALOG +52 
and new 
casting supply 
supplement, 


ALEXANDER SAUNDERS & CO. 


Precision Casting Equipment 
and Supplies 


97 Bedford Street - New York 14, N.Y. 
WAtkins 4-8880 
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Importers ef 
ENGLISH CHINA 


and 
EARTHENWARE 
Steck and Import 


FONDEVILLE & CO., INC. 
149 6th Ave., New Yerk 16, N.Y. 
AL. 4-0104 














WEDGWOOD 


Bone China Oinnerware, Queen's Ware 
Jasper ond Black Baselt 


Trade-Mark WEDGWOOD 


JOStaAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 

















MARY RYAN ‘ccessones 


FURNITURE 


GIFT AND ART 


225 Fifth Avenue, New York 


Merchandise Mart, Chicago NOVELTIES 
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Golden Nuggets Plan Future 
Activities at Los Angeles Show 


Forty members of the Golden Nuggets 
breaktasted at the Biltmore Hotel the 
morning of the closing day of the Sixth 
Western Jewelry and Silverware Show. 
Hans Bagge, president, introduced the 
officers and directors present. 

Martin Thomas, California Retail Jew- 
elers Association president, expressed his 
and his association’s thanks to the Nug- 
gets for their help in making the recent 
state convention a financial success. New 
California RJA executive secretary Bob 
Seamans, told of plans and actions of the 
association in behalf of members. It was 
reported that a code of ethics is being 
drawn up and a roster of members will 
be given to all Nuggets. 

A plan of cooperation with the South- 
ern California Jewelers Golf Association, 
headed by Nugget Bob Mendelson as presi- 
dent, was approved. 

Wendell White, Jr. (The Ball Co. of 
California), Jack Spiro (A. Cohen & 
Sons), Bob Mendelson (Kreisler), Stan- 
ley Barnett (Imperial Pearl Syndicate), 
Anne Seimon (Perfecta Watch & Clock 
Co.), Mitchell Winthrop (J-B), and others 
discussed trade shows and convention sup- 
port for the next several years. 





Bulova Shows King-Size Watch 





Eugene Dorrah, Bulova representative, is 
shown winding a mammoth wrist watch, 
made for special display purposes. It was 
shown recently at the Bulova exhibit during 
the annual convention of the American Na- 
tional Retail Jewelers Association. The 
watch, an actual working timepiece, weighs 
about 40 pounds. It was hand-made at a 
cost of over $6000. 





New England 
(From page 221) 


has just returned from Army duty in 
Korea, wearing a Bronze Star. Mr. and 
Mrs. Edward S. Page are progressing well 
follow'ng their being run down by an au- 
tomobile, and Mr. Page now has had the 
casts removed from his legs. 

q Miss Theresa Griffin, order clerk for 
Mahar & Engstrom, 405-11 Jewelers Build- 
ing, was married August 28, and is now 


back from her honeymoon as Mrs. John 
Hunt. 

q Melvin Cutler of A. Frisch & Co., Inc, 
306-8 Jewelers Building, recently pur. 
chased a 14-foot runabout motorboat, the 
Andrea, which he has been enjoying on 
Lake Massapaug, Sharon, Mass. He and 
several other jewelers in that area have 
formed the Massapaug Square and Com. 
pass Club. Mr. Cutler is secretary, and 
jeweler members include Harold Price 
and Melvin Shore of I. Alberts’ Sons; 
Norman White of I. White & Sons, Jew. 
elers Building; and Leon Heller, Park 
Square. 

q Miss Rose Marie Eckebrecht is a new 
employee in the Memo Department of 
D. C. Percival & Co., Jewelers Build‘ng, 
William T. “Bill” Keating, salesman for 
this firm for 49 years, and who has been 
convalescing from severe illness during 
the past year, made his first visit to the 
office the day after Labor Day, and expects 
to return to work soon. 

4q Goldland Jewelry Co., Inc., 616 Wash. 
ington Building, recently removed one wall 
from the side of its main salesroom, and a 
wide doorway now leads to a new sales. 
room, decorated in black walnut and light. 
blue trim, where antiques, silverware and 
giftwares are attractively displayed. 

4 Mr. and Mrs. Leo Rossman of Hub Ma. 
terial Co., 408-12 Wash‘ngton Building, 
returned recently from a mountain resort 
vacation in New Hampshire. 

4q Arthur Goodwin is a new assistant ship- 
per with the Herbert W. Stranger Co, 
305-6 Washington Building. 

q Harold Trachtenberg, manager of the 
Harry Parritz & Brother firm, 3rd_ floor, 
Wash‘ngton Building, is back at work fol- 
lowing a recent illness. 












DIAMONDS 


ANTWERP 


diveet . / W.GOTTSMANN 
DIAMONDCLUB ANTWERP ‘Belgium: 
’ A/RMAIL FOP FREE CATALOGUE! 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 

















27 ARABIA CHINA 
Set Compositions 
and Open Stock. 
Ceramic Artware 


<> NOTSJOE CRYSTAL 


Stemware, Tumblers and Artware 
Illustrated literature available 


WAERTSILA CORPORATION 225 Sth Ave.,N.¥.10 








HALLCRAFT 

Americas Gastest Selling 

Simemare O 
— Illustrated Literature Available - 


MIDHURST CHINA CO. 
129 FIFTH AVE. % NEW YORK 3, N. Y. 
15-125 Merchandise Mart, Chicago, II! 
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October 


9.4—Florida State Watchmakers <Asso- 
ciation, Ninth Annual Convention, Hotel 
George Washington, Jacksonville, Fla. 
10-13—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 
13—Greater Washington Retail Jewelers 
Association, Seventh Annual Banquet, 
Shoreham Hotel. Washington, D. C. 


November 
7-19—United Jewelry Show (For Whole- 
aalers Only), Sheraton-Biltmore Hotel, 


Providence, R. I. 


January, 1955 

4-12—Keystone China & Glass Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 

5-12—Pittsburgh Glass and Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

8—Chicago Jewelers Association, 8lst 
Annual Banquet, Conrad Hilton Hotel, 
Chicago, Il. 

9-13—Main Floor Accessories Show, 
Hotel McAlpin, New York. 

15—Twenty-Four Karat Club of the City 
of New York, 53rd Annual Banquet, The 
Waldorf-Astoria, New York. 

23-26—Washington Gift Show, Hotel 
Willard, Washington, D. C. 

23-27—California Gift Show, Brack 
Shops, Merchandise Mart, Alexandria and 
Biltmore Hotels, and individual showrooms, 
Los Angeles, Calif. 

31-February 11—Chicago Gift Show, 
LaSalle Hotel and Palmer House, Chicago, 


Il. 


February 


21-25—New York Gift Show, Hotels 
Statler and New Yorker, New York. 


March 


7-11—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

19-20—Nebraska Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Yancey, 
Grand Island, Nebr. 

20-23—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 


STATEMENT REQUIRED BY THE ACT 
OF AUGUST 24, 1912, AS AMENDED BY 
THE ACTS OF MARCH 3, 1933, AND JULY 
2, 1946 (Title 39, United States Code, Section 
233) SHOWING THE OWNERSHIP, MAN- 
AGEMENT OF THE JEWELERS’ CIRCULAR- 
KEYSTONE, PUBLISHED MONTHLY AT 
THILADELPHIA, PA., FOR OCTOBER, 


1, The names and addresses of the publisher, 
editor, managing editor, and business man- 
agers are: Publisher, Chilton Company, Inc., 
100 East 42nd St., New York 17, N. Y.; Editor, 
Lansford F. King, 100 East 42nd St., New 
York 17, N. Y.; Managing Editor, none; Busi- 
ness Manager, P. M. Fahrendorf, 100 East 
42nd St., New York 17, N. Y. 

_2. The owner is: (If owned by a corpora- 
tion, its name and address must be stated and 
also immediately thereunder the names and 
addresses of stockholders owning or holding 
one per cent or more of total amount of stock. 
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If not owned by a corporation, the names and 
addresses of the individual owners must be 
given. If owned by a partnership or other un- 
incorporated firm, its name and address, as 
well as that of each individual member, must 
be given.) Holders of more than one per cent 
of the capital stock outstanding of Chilton 
Co.: Mary M. Acton, 260 Sycamore Ave., 
Merion Station, Pa.; Mrs. Beulah Fahrendorf, 
Chateaux LaFayette, Scarsdale, New York; 
Dorothy S. Johnson, 1115 Fifth Ave., New 
York, N. Y.; Mabel M. Musselman, 260 Syca- 
more Ave., Merion Station, Pa.; J. Howard 
Pew, 1608 Walnut St., Philadelphia, Pa.; J. N. 
Pew, Jr., 1608 Walnut St., Philadelphia, Pa. ; 
Mabel P. Myrin, 1608 Walnut St., Philadel- 
phia, Pa.; Mary Ethel Pew, 1608 Walnut St., 
Philadelphia, Pa.; Tradesmans Land Title 
Bank & Trust Co., 100 S. Broad St., Philadel- 
phia, Pa., Trustee Estate of James Artman, 
Deceased. Beneficiaries: Franklin Artman, 
Vera Watters, Alvin C. Artman, Elizabeth J. 
Artman, Marion A. Pratt, George H. Pratt, 
by assignment, Edwin Moll, by assignment, 
Alberta C. Sly, Executrix U/W of Frederick 
S. Sly, Deceased, 149-40 35th Ave., Flushing, 
Long Island, N. Y. Beneficiaries: Albert C. 
Sly, Alberta C. Sly and John E. Sly; Mabel 
M. Musselman, Mary M. Acton and John Blair 
Moffett, Trustees U/W of Clarence A. Mussel- 
man, Deceased, 1608 Walnut St., Philadelphia, 
Pa. Beneficiaries: Mabel M. Musselman, Mary 
M. Acton and David Acton; Charlotte M. 
Terhune, 160 E. 48th St., New York. 

3. The known bondholders, mortgagees, and 
other security holders owning or holding one 
per cent or more of total amount of bonds, 
mortgages, or other securities are: None. 

4. Paragraphs two and three include, in 
cases where the stockholder or security holder 
appears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting; also the statements in 
the two paragraphs show the affiant’s full 
knowledge and belief as to the circumstances 
and conditions under which stockholders and 
security holders who do not appear upon the 
books of the company as trustees, hold stock 
and securities in a capacity other than that of 
a bona fide owner. 

P. M. Fahrendorf 
(Signature of business manager.) 

Sworn to and subscribed before me this 15th 
day of September, 1954. 

[SEAL] Mae E. Gatzenmeier 
(My commission expires March 30. 1956.) 
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fine leather goods 
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ladies’ and men’s 
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pinch purses 
key cases 


scotch purses 


WALES 


Columbia Walescraft, Ltd. 


22 W. 32 Street N. Y. 1, N. Y. 
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WATERPROOFS - 


CYLINDERS - 


ROUNDS - FACETS 


FLAT TOPS - GABLES 


STANDARD UNBREAKABLE WATCH CRYSTALS, INC 
123 East 144th Street 
New York 51,N.Y 
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Jewelry Making 


For Tradesmen and Craitsmen 


Jewelry making is one of the oldest, most fascinating and respectable of 


crafts. It is the purpose of this series of articles to present to both beginner 


and advanced craftsman, practical methods of making hand-made jewelry. 


Part V—Casting 


= month we discussed the final method 
of preparing a rubber mold. It was stated that plaster 
of paris or “rapid stone” is poured into one flask. Im- 
mediately, before the plaster hardens, imbed the model 
with a sprue and metal plug attached, into the plaster. 

The model should be centered, the plaster built up 
around it leaving exposed the part that is to be included 
in the first half of the mold. After the plaster has set, 
it is carefully trimmed around the model and locks are 
cut into it. When the plaster is thoroughly dry, powder 
is rubbed into it. The other section of the mold is placed 
in position, packed with uncured rubber, and then vul- 
canized. 

After vulcanization, the plaster is removed from the 
first section and the model is cleaned. The model is now 
placed in the finished section of the rubber mold, and 
the first section, minus the plaster, is placed in position 
again. Uncured rubber is packed into it too and then it 
is vulcanized. The process is the same as above from 
here on. 


WAX PATTERNS 


Wax patterns can be made from the rubber mold by 
means of a centrifugal machine or by a wax injector. 
The wax injector forces the melted wax into the mold 
by means of hydraulic or air pressure. This method is 
suited for production work, since the wax can be in- 
jected quickly; however, the centrifugal method is pre- 
ferred where extreme accuracy is desired in complicated 
jewelry molds. 

The rubber mold is placed on the end of one of the 
arms, and the wax crucible, with its nozzle inserted into 
the sprue opening, is on the inner side. The melted wax 
is poured into the crucible, then the arm is released so 
that it turns quickly, thus forcing the wax into the mold 
by means of centrifugal pressure. 

The rubber mold must be lubricated or powdered to 
facilitate removal of the wax. Talc powder, dusted on, 
is very effective for most work; castor oil or tincture of 
green soap diluted with alcohol—S0 per cent, or Kerr’s 
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debubbilizer is recommended for intricate molds. Use 
the oil or debubbilizer sparingly and remove excess, 
otherwise some of the sharp detail will be lost. The wax 
is removed from the mold just after it hardens, which 
usually takes a minute or two, depending on the thickness 
of the mold cavity. Often the rubber mold must be cut 
in spots where it is difficult to remove the wax without 
breaking it. It is really amazing how easy it is to obtain 
intricate shapes in wax by means of judicious cutting of 


the rubber mold. 


CASTING TEMPERATURE 


The wax used is similar to that used by the dentists. It 
is generally sold in two different colors—red or green, 
depending on the manufacturer’s whim. Its casting tem- 
perature is approximately 160 to 165 degrees F. The 
wax, industrially, is melded in an electric, temperature 
controlled pot. The craftsman can melt it as well in a 
small ladle held over a bunsen burner. 

The wax patterns are now ready to be surrounded with 
investment in order to form the final mold for the metal. 
Investment is a combination of plaster of paris and 
quartz, and it possesses the power to withstand the re- 
quired high temperature to remove the wax and the 
higher temperature and pressure of the molten metal 
without cracking. Kerr’s cristobolite, a commercially pre- 
pared investment, is highly recommended. 

Amateur craftsmen may invest one wax at a time the 
same way the dentist does. The wax model is attached 
to a metal sprue pin and the pin is then inserted in a 
sprue base. It is best to attach the metal sprue by first 
heating its tip and then lightly pushing it into the wax 
model. 

Additional wax is built up around the sprue at the point 
of attachment, the gate, by heating a small metal spatula 
or modeling tool and touching the tool to wax, thus 
gathering some, and then by touching the sprue, thus 
depositing the wax. A small reservoir may be added to 
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WITH TIME PAYMENTS AS LITTLE AS $25 A MONTH, 
OWNERS SAY IT QUICKLY PAYS FOR ITSELF FROM 
A SMALL PART OF THE EXTRA PROFIT IT EARNS. 

BEST IN CONSISTENT ACCURACY 

BEST IN RECORD DEPENDABILITY 

BEST IN CHART READABILITY 

BEST IN LOW MAINTENANCE COST 

BEST IN DURABILITY, LONG LIFE 


So, Buy the Best 


° More Watch Masters are being sold than all other watch-timing 
machines combined. Mail the coupon and learn why. 


iN 


American Time Products, Inc., 
580 Fifth Avenue, _— 
New York 36, N. Y. — —- 





Gentlemen — eile 
Please arrange a WatchMaster = ———— 
demonstration at my bench. | 

want to judge its greater every- ADDRESS 
day advantages and durability ——— 
for long-range economy. 


g CITY, STATE 


AMERICA’S STANDARD % MADE BY AMERICANS 





235 








- *8O9"7> 


~ 5 SER BBs wItIMm s 


the sprue the same way. As metal cools, it shrinks, and 
the reservoir is used to furnish additional metal, thereby 
eliminating pin holes in the casting. 

A steel cylinder is now placed over the sprue base and 
the investment is mixed and poured into the cylinder. 
After the investment sets, the cylindrical flask is heated 
until the wax melts and burns out; then it is ready for 
the molten metal. 


MIXING THE INVESTMENT 


The investment is mixed with water in the proportion 
of 50 parts of water to 100 parts of investment by volume 
or, as used most often, 45 parts of investment to 100 
parts of water by weight. Water at room temperature 
should be used, and after it is placed in the mixing bowl, 
the investment is added slowly and mixed until the batch 
is uniformly smooth. It is now poured into the cylindrical 
mold, the mold is vibrated lightly to loosen air bubbles 
from the wax, and then it is permitted to set. 

Note: the proportion of water to investment may vary 
slightly for thin castings with fine details and for heavier 
castings which require investment strength. A little less 
investment (5 per cent) may be used for the thinner 
castings and a little more investment (5 per cent) is 
used for the thicker castings. 

Commercially, many wax patterns are cast at the same 
time. The sprue base is made from rubber and the 
cylindrical bases are made as large as 4” in diameter, 
and even larger for industrial castings. 

Plastaline or wax is used in the sprue base and the 
wax patterns with attached sprues are either inserted into 
the plastaline or attached to the wax base by means of 
heat. Some casters use a solid rubber center sprue base 
with small holes (the size of the wax sprue) into which 
the wax sprues can be inserted. The wax impressions 
can be packed very closely, a 14” space, even less, be- 
tween them is practical. 


REDUCES SURFACE TENSION 


After the waxes are attached they are dipped into 
Kerr’s debubbilizer so that the investment will adhere 
better. The debubbilizer reduces surface tension per- 
mitting the water base investment to wet or adhere to 
the oil base wax. The investment is mixed the same way 
as before; however, before and after it has been poured, 
trapped air bubbles, which will mar the surface of the 
castings must be removed. 

An ingenious, yet simple method is employed to remove 
the trapped air. Immediately after the investment is mixed 
in the bowl, the bowl is placed under a bell jar and the 
air is pumped out by means of a vacuum pump. By 
reducing the air pressure in the bell jar, the air in the 
bowl exerts enough pressure to force its way out of the 
investment. Much of the air, however, is eliminated by 
vapor pressure, for room temperature water will boil 
when the air pressure is reduced sufficiently. The boiling 
(vapor pressure) will completely eliminate all air. 

The bell jar rests on a base with a thin rubber top for 
an air tight fit, and the entire base is vibrated to loosen 
very small air bubbles from the wax impressions. The 
investment is now poured into the flask and the flask is 
placed under the bell jar again to completely pump out 
as much air as possible. The amateur craftsman can 
easily make the base from a flat piece of steel, rubber 
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sheet, pipe, and a valve. An air blower or sprayer can 
be converted, by using the intake opening, into a fairly 
efficient vacuum pump. 


ELIMINATING WAX 


The wax is eliminated by heating the flask in a furnace 
to approximately 1300 degrees F. The investment should 
be permitted to dry at least one hour before being heated, 
The flask is placed in the furnace, gate opening down, 
to permit the wax to flow out easily. The eliminated wax, 
since it contains waste materials, should not be used 
over again. The temperature of the furnace should be 
increased gradually and the high temperature is required 
to eliminate all the wax and its carbon residue and also 
all the water. The metal should be cast into the flask 
after it has cooled to about 900 degrees F. If the invest- 
ment is permitted to cool too much it will shrink and 
cracks will appear which will affect the casting. Any 
small furnace may be used, and for production work the 
furnace must be ventilated. Successful castings have been 
made by heating small flasks with a torch. 


CASTING PROCEDURE 


The easiest phase of the entire operation is the actual 
casting procedure. The centrifugal machine used for 
most gold and silver jewelry casting is similar to the 
one dentists use. A heavy spring in the base of the ma- 
chine is employed to develop the necessary centrifugal 
force. The force developed is tremendous and is dependent 
on the speed of rotation, length of the arm, and the 
weight of the molten metal. 


Note: craftsmen and schools can use the same centrifu- 
gal machine for casting the wax and metal. A special 
arm can easily be made to fit onto the base for wax 
casting. The machine should be guarded by a metal 
band or better yet, it should be placed in a large ash can. 

The flask is placed on the end of one arm and the 
nozzle of the crucible is placed onto its sprue opening. 
It is very simple to wind the arm—merely turn it in the 
opposite direction from the normal rotation. The arm is 
then held by a rod which drops when it is ready to be 
released. The metal may be melted, as it is in com- 
mercial plants, in a small furnace and then poured into 
the crucible or it may be melted directly in the crucible 
with a gas blowpipe. Immediately after the molten metal 
is in the crucible, the arm is released and the centrifugal 
force packs it into the mold cavity. The casting formed, 
due to continuous applications of a strong pressure by 
the machine is very dense, more so than other casting 
methods. 


INVESTMENT REMOVED 


The investment is easily removed from the casting 
after it has cooled sufficiently. The flask is dropped into 
a pan of water and the investment is poked out. The 
gates are nipped or cut off and the castings are then 
pickled (cleaned in acid). The castings require very little 
filing to complete. 


(In the November issue, Part VI of “Jewelry Making 
for Tradesmen and Craftsmen” will be devoted to 
jewelry settings. The author will list the various types 
of tools required for making settings. He will cover 
bezel, prong, and gypsy settings.) 
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n open-vision Pittsburgh Store 

Front turns your entire jewelry 
shop into one big showcase that puts 
your merchandise right out where 
the passer-by can see it. Such a dis- 
play stimulates the public’s desire 
for the products shown . . . brings 
the “looker” inside to make a pur- 
chase. Even after closing time, the 
open-vision shop keeps on winning 
customers and influencing future 
purchases. 

In this eye-appealing shop good 
use was made of several quality 
Pittsurgh Glass Products. The open- 
vision front of Polished Plate Glass 
is held securely in place by lustrous 
Pittco Store Front Metal. The en- 
tranceway is enhanced by a beauti- 
ful Pittsburgh Herculite Door. Black 
Carrara Structural Glass forms the 
bulkhead and facia. 

The pulling power of open-vision 
store fronts has been proved—with 
increased sales —by merchants all 
over the country. Why not find out 
how some of these other merchants 
have used Pittsburgh Store Fronts 
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Store Fronts 
and Interiors 
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IN CANADA: 
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CANADIAN PITTSBURGH 





.. With a Pittsburgh 
Open-Vision Store Front! 





K. Brown, Jeweler, Commonwealth Shopping Center, Louisville, Ky. 


Architect: Joseph and Joseph, Louisville, Ky. 


to good advantage in their business 
... and also get complete informa- 
tion on Pittsburgh Products? Just 
send for a free copy of our booklet, 


> your 
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BRUSHES 


CHEMICALS 


PITTSS8 U8 en PL Awe @ LASS COMPANY 


PLASTICS - FIBER GLASS 


INDUSTRIES 


“How To Give Your Store The Look 
That Sells.” There is no obligation. 
Just fill in and mail the convenient 
coupon. 





Pittsburgh Plate Glass Company 
Room 4282, 632 Fort Duquesne Blvd., Pittsburgh 22, Pa. 


your modernization booklet, “How To Give Your Store The 
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| 
Without obligation on my part, please send me a FREE copy of =| 
Look That Sells.” 
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G6 J pROP” MOTION—I understand that the motion 
called “drop” in the lever escapement is lost 

motion, wasted power. So, why aren’t escapements de- 

signed without drop? (Question No. 6391) W. G. 


Answer—Drop really represents a small proportion 
of wasted motive-power in the lever escapement action, 
but this is unavoidable. Drop is necessary because: (1) 
the slight recoil or backward movement of the escape- 
wheel, at each beat, during unlocking, due to the over- 
coming of “draw” or draft; (2) slight irregularities in 
the distances between the points of the escape-wheel 
teeth due to the fact that absolute uniformity of parts 
is impossible in any manufacturing operation. Drop is 
a freedom in action that allows the escapement to keep 
running, in spite of the two conditions named above. 


— GRAVERS—What do you recommend as 
the bést lubricant for diamond-charged laps used 


for grinding these new carboloy gravers? (Question 
No. 6392) S. F. 


Answer—tThere is nothing better, if as good, than 
kerosene (“coal-oil’’) for this purpose. 


ee HOLES—In drilling holes for pivoting 
pinions or staffs is it correct to rest the pinvise 
holding the pivot-drill on the T-rest of my lathe? (Ques- 
tion No. 6393) A. S. 


Answer—It would be a decided disadvantage to do 
as you suggest. Better learn to hold the pinvise, or 
other drill-holding handle, in a perfectly free-handed 
manner, except that you should rest the lower edge of 
your hand on the lathe-bed. After a good deal of prac- 
tice in doing this, it will give you that delicate sense of 
touch or “feel” with which you can keep the drill straight 
in line with the hole and keep the drill cutting efficiently. 
Both of these matters are judged sensitively by the 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


“messages” sent to your fingers by the acting drill itself, 
This would be prevented by an intervening T-rest be- 
tween the drill and your finger-hold and it would inter. 
fere, instead of help, the natural tendency of the drill to 
find and keep its correct cutting position. 


on, peda CHRONOMETER—I have been given a ship’s 
chronometer to clean. Is such a job about the same 
as cleaning a fine clock or watch? Is there anything 
special or different that I should do? (Question No. 
6394) F. R. 


Answer—There is one precaution very important to 
observe, and many a fine chronometer has been damaged 
through not observing it. That is, to let down all the 
power before unfastening the balance cock. If this is 
not done, the detent that provides locking of escape 
wheel is apt to be thrown out of position, and then the 
escape wheel will run rapidly, its teeth colliding with the 
locking jewel, which ruins all the teeth and usually does 
further damage too. Outside of this precaution, there is 
nothing that a really skilled watchmaker need hesitate 
about in undertaking to clean a chronometer. 


LASTIC LATHE BELTS—About these new lathe 

belts made of some plastic material—fastened by 
heating the cut ends with a hot knife blade—do you 
recommended them? (Question No. 6395) G. H. 


Answer—For driving a lathe from motor or counter- 
shaft pulley, the kind of belts in question have some 
very good qualities. They have good “traction”—grip 
the pulley grooves with minimum of slippage; the slight 
flexibility in the material helps to drive the lathe spindle 
with no vibration such as may be caused by belt hooks 
on small diameter pulleys. Where they would not do so 
well would be in driving attachments like a rotary pivot 
polisher, or wheel cutter, with which belts must be dis- 
connected whenever the tools are put on the lathe or 
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JIVE KEYBOARD adding machine 


NOW! 


Every key 
is its own 
motor bar! 





Saves up to 50% hand motion! 


Now you can list and add without touch- 
ing a motor bar! 50% less hand travel 
—a great saving of effort for operators. 
No wonder they like it! 

Amounts are added and printed the 
instant they are set on the keyboard— 
because every key is electrified! No more 
“back and forth” motion from keyboard 
to motor bar—because every key is also 
a motor bar. The only completely elec- 
trified Adding Machine! 

National’s ‘“feather-touch” action 
makes it easier than ever to press com- 
binations of keys at one time—more 
time-and-effort-saving! 

All ciphers print automatically—still 
more effort and time saved! At the end 
of the day operators feel fresher—and 


they have accomplished more with less 
effort. 

The National Adding Machine gives 
you “Live” Keyboard plus 8 other time- 
saving features combined only on Na- 
tional: Automatic Clear Signal . . . Sub- 
tractions in red . . . Automatic Credit 
Balance in red. . . Automatic space-up 
of tape to tear-off line when total prints 
... Large Answer Dials . . . Easy-touch 
Key action . . . Full-Visible Keyboard 
. . . Rugged-Duty Construction in com- 
pact size for desk use. 

One hour a day saved with this exclu- 
sively National combination of features 
will repay the entire cost of a National 
Adding Machine every year—an annual 
return of 100%. 


THE NATIONAL CASH REGISTER COMPANY, payron 9 o#10 


949 OFFICES IN 94 COUNTRIES 


FOR OCTOBER, 1954 


NOW 


you can forget the motor bar! 


Don’t buy any adding machine until 
you see this National! Printed words 
cannot explain all the ways this re- 
markable National saves operator ef- 
fort, saves time, saves money. You 
must see it to believe it. For a dem- 
onstration phone the nearest National 
office or National dealer. See it today! 








removed and put away. This, with the plastic belting, 
would require heat-welding every time the attachment is 
used, unless it be kept out on the bench, which would not 
be good practice. 


— METALS—In directions for choosing base 
metals for gold-plated jewelry, the terms “high 
brass” and “low brass” are used. What is the meaning? 


(Question No. 6396) A. G. | 


Answer—In different alloys of brass, which are com- 
posed usually of copper and zinc, “high brass” is brass 
with a high proportion of zinc, distinguished from “low 
brass” which has a low proportion of zinc. The pro- 
portions vary all the way from 10 parts copper to 1 part 
zinc (low brass), to 1 part copper to 5 parts zinc (high 
brass) —the very extremes of low and high brasses. 


ICENSING LAWS—In which states are there laws 
compelling watchmakers to take an examination be- 
fore a State Board, to be allowed to practice watch 
repairing, either employed or in own business? (Ques- 


tion No. 6397) R. L. 


Answer—In Indiana, Iowa, Louisiana, Minnesota, 
Oregon, and Wisconsin. 


oo HAIRSPRINGS—Should hairsprings, after 
cleaning watches in a machine, be dried in sawdust, 


after rinsing? Is this necessary? (Question No. 6398) 
D. T. 


Answer—lf your rinsing solution is good and not 
used too long without renewing, it is unnecessary to use 
sawdust. It does help, after rinsing, to use moderate heat 
to hasten drying. Some cleaning machines have a warm- 
ing chamber for this; or you may use an electric light 
bulb with an ordinary metal shade turned upside down. 
a piece of thin sheet metal laid over it, on which to 
lay parts while drying. 


EFINING “A-TACT’—In a description of a fine 
Swiss watch, what is the meaning of the word 


“a-tact”? (Question No. 6399) L. E. 


A nswer—The term referred to means a device on a 
repeater or striking watch, by which the strokes are felt 
with a finger pressed against the case instead of heard 
as sounds of gongs. The use of this is for deaf people; 
or more rarely in cases wherein the wearer of a repeater 
wanted to learn what time it was at night, without the 
knowledge of anyone else. These devices were more im- 
portant before luminous dials were introduced. 


OLLER TABLE—Please advise me how to close the 
-* hole in a roller-table that is too large to stay in 


place on the staff. (Question No. 6400) H. W. 


Answer—Your question suggests that you are think- 
ing of some way to reduce the hole diameter with a 
punch, like closing a hole in a brass clock-plate. In 
general, we cannot recommend such a procedure if there 
is a considerable reduction of the hole to be made, 
because even if the hardened steel roller doesn’t crack 
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under the blows of a punch, the hole would neither be 
true with the edge of the roller nor have sufficient metal 
“stock” to hold firmly on the staff under the impact of 
the impulses. The ideal method would be to make a new 
roller or a new staff. But if you do not feel that you 
could spend the time to do this, a mechanically sound 
job may be done by enlarging the hole further, bushing 
it with soft steel, then drilling a hole to fit the staff, with 
the roller trued in the lathe in a chuck or on a cement. 
brass. 


| o_o WATCHES—What is best for oiling watches 
—a metal point or a fountain oiler? (Question No, 


6401) I. K. 


Answer—Probably we should say that neither of 
these kinds of oilers is best for all uses and purposes, 
Each has advantages and disadvantages. The fountain 
oiler saves time by not needing to be dipped into an 
oilcup; but it is harder to keep clean, and apt to apply 
too much oil. The metal-point oiler is easily kept clean 
(by jabbing it in a piece of pith), and the quantity of 
oil it applies is easily controlled; but it has to be dipped 
for each application. In general, we think the fountain 
oiler better for factory work; and the metal point for 
repair-shop use. 


NGRAVING “DENTS”—In engraving inscriptions 

on inside caps of watch cases I cannot avoid having 
the cuts press the gold so that the letters show in a 
dented form, on the opposite side of the cap. Can this 
be prevented? (Question No. 6402) T. C. 


Answer—Yes, by “backing” the gold with engravers’ 
cement on the side opposite to the engraved side. Remove 
the cap from the case by pushing the pin out of the 
hinge. Have a thin piece of metal or wood to hold in the 
jaws of your engraving block. On this piece, pour melted 
engraver’s or chaser’s cement (obtainable at any dealer 
in jewelers’ supplies), building up a reasonably thick 
“pile” a little larger in area than the cap to be engraved. 
Press the cap, after warming it, into the cement, so the 
latter fills up the convex side of the cap. The cement 
will prevent the engraved lettering from denting the thin 
gold of the cap. To remove the cap, heat it over an 
alcohol or bunsen gas flame; scrape out surplus melted 
cement. Immerse the cap in denatured alcohol to dis- 
solve out the remaining cement; if necessary, polish the 
cap on a jewelers’ buffing lathe. 


OUTH BLOWPIPE—I would like to know the trick 

of using a mouth blowpipe to give a steady blast 

of flame without stopping it to take another breath. 
(Question No. 6403) N. H. 


Answer—The continuous blast from a blowpipe is 
made by allowing the cheeks to fill with air from the 
lungs, then using air from the pressure of the cheeks to 
keep the blast going during the time when you must be 
taking a fresh breath through the nostrils. A little prac- 
tice will enable you to use alternate pressures from cheeks 
and chest, resulting in an uninterrupted blast through 
your blowpipe. 
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: ‘They Pay For Themselves By Precious Metal Recovery” 


‘ing SAY THE USERS OF LEIMAN POLISHER-GRINDER-DUST COLLECTORS 
_ Leading jewelers everywhere report 




























































_ that the Leiman Polisher-Grinder-Dust 
Collectors pay them a profit in two 
ways: 
By efficiently handling all day= 
shes to-day production requirements 
No. By the extra dividend of pre- 
cious metal recovery that 
steadily pays back the original low 
| of purchase price. 
SES, The Leiman Polisher-Grinder, with 
tain 3-in-1 Dust Collector system, keeps 
your air free from harmful dusts— 
an and keeps on doing it. Machines are 
ply sturdily built to run free of vibration. 
lean They need little or no attention, run- i 
ning for 15 years or longer with just 
r of occasional oiling or belt-tightening. J 
ped *i 
tain 31 
fee Write for free detailed bulletin showing =| 
oe? 
various models and prices. No obligation. t 
MODEL L 119. Needs only 18 x 29 inches floor space. Runs MODEL A. Needs only 2 x 4 foot floor space. Top produc- ry 
so quietly it can't be heard. Ideal for small shop, light tion machine for all classes of jewelry and small silver . 
work or restricted space. Has '/; H.P. polishing motor for work. Accommodates two wheels or buffs up to 8". Dust ” 
ions wheels or buffs up to 6’. Also  H.P. interior motor, ING. hoods, with electric light sockets. Available with 1 H.P., a 
‘ suction fan and dust collector. Adjustable dust hoods have ae 220 volt motor. Two dust collecting cabinets permit * 
ing electric light sockets. Suction system may be used with 171 Christie Street, Newark 5, N. J. seperate collection of gold, platinum or other valuable oi 
na your polishing motor. Plugs into standard 110 volt outlet. dust for recovery. be 
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Bulova Announces Series of 
Self-Winding Ladies’ Watches 
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The Bulova Watch Co. has announced 
eight high-fashion ladies’ self-winding 
watches, the new 1955 Lady Bulova series. 
Five have been styled for dress wear, and 
the other three, which are also water- 
resistant, are for leisure and sports wear. 
All the models are shock-resistant, anti- 
magnetic and have a 17 jewel movement. 
Prices range from $59.50 to $85. 

The advertising theme will be “Beauty 
in Motion, Winds by Motion.” A 250 
TV-radio station network will be used to 
promote the watches. Ads will also run 
in Ebony in November and December. 

Bulova promotion for the new series in- 
cludes displays, local dealer radio and TV 
commercials, a modern custom-designed 
watch box and newspaper mats. 

The display shown in the photo uses 
actual lace for feminine effect and holds 
three Lady Bulovas. 


Feature Lock Offers 
Colorful Display 





Feature Ring Co., Inc., 130 W. 46th 
St., N. Y., is offering the new Feature Lock 
flower display shown in the photo. It 
comes in blue or rose with a rich looking 
gold border and is designed to hold six 
Feature Lock sets and one box if desired. 
It is 644” high, 12” wide, 5” deep. 
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Longines-Wittnauer Launches 
Extensive Radio Schedule 


Increasing what the company describes 
as already “the most powerful radio pro- 
gram schedule in the entire jewelry indus- 
try,” the Longines-Wittnauer Watch Co. is 
now sponsoring an additional new series 
of six week-end “World News” broadcasts 
over a CBS coast-to-coast radio network, 
which feature the CBS commentator, Larry 
LeSueur, shown in the photo, who is also 
“senior editor” of the Longines Chrono- 
scope TV program, now in its fourth year. 
The six programs are on Saturday morn- 
ings at 10, 10:55 and 12 noon and on Sun- 
days at 12 noon, 4, and 5 p.m. 

And, entering their sixth consecutive 
year of broadcasting over the CBS coast- 
to-coast radio network, the voices of radio’s 
famous male chorus, the Longines-Witt- 
nauer Choraliers, are again offering their 
rich harmony. 

Recognizing their popularity, Longines- 





Wittnauer is now sponsoring five Chora- 
liers programs each weekday at 7:30 p.m., 
in addition to the Sunday afternoon con- 
certs at 2 o’clock by the Longines Sym- 
phonette over the same CBS network. 





Reed & Barton Introduces 
Hollowware Club Plan 


Reed & Barton is presenting a new mer- 
chandising plan for increasing hollowware 
sales. Their Hollowware Club Plan is 
designed to sell more hollowware by al- 
lowing consumers to buy it in small, peri- 
odic instalments. 

The Ciub promotion package consists of 
a direct mail campaign with folders, news- 
paper mats, national ad reprints and radio 
and TV scripts. 

Reed & Barton feel the Hollowware 
Club can do a selling job because their 
last year’s Flatware Club Plan and “Piece- 
by-Piece” Tea Service Promotion was re- 
ported by dealers to have increased sales 
30 per cent. 





New Watchband Display and 
New Men's Jewelry by Flex-Le+ 
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A beautiful display has been created by 
Flex-Let Corp., 580 Fifth Ave., N. Y., to 
set off the beauty and richness of its new 
ladies’ expansion watch band, the “Golden 
Flattery.” As shown in the photo, a strik- 
ing window show-piece of brilliantly col- 
ored flowers cascading from an ebony win- 
dow box and clinging to shocking pink 
panels is the attention-getter. 

It is available free with every order of 
six “Golden Flattery” bands. 

A group of new, lower-priced sets has 
also been added to the Flex-Let line of 
Beau Brummel men’s jewelry fashions. 
Six new sets, priced to retail at $3.95, 
F. T. I. of matching tie bars and cuff 
links comprise this group. With each 
dozen assortment is a free “Stock ’n Sell” 
unit. 


Apex Watchbands Sold 
Direct to the Jeweler 





Apex Accessories Co., Inc., Greenwich, 
Conn., is now selling its Quadra-Flex 
watchbands, one of which is shown in the 
picture in a flexible position, for men and 
women direct to the retail jeweler. 

To introduce direct selling, Apex is 
featuring two special offers which give 
the jeweler a free bonus band with an 
assortment of best selling styles. Apex 
should be contacted for complete infor- 
mation, 
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president Rhee Presented with 
Special Model Hamilton Watch 





When Pennsylvania’s Governor John S. 
Fine welcomed Korea’s President Syngman 
Rhee to the Keystone State, the Governor 
was recalling his visit to Korea earlier this 
year. At that time President Rhee, with 
typical Oriental hospitality, presented Gov- 
ernor Fine with a handsome ebony cane. 

To commemorate President Rhee’s re- 
turn visit, the Governor looked over the 
products made in his state to find a suit- 
able gift for the Korean leader. He chose 
a gold Hamilton, a special model styled 
with a pagoda motif in mind, as can be 
seen in the photo, which also shows Fine 
at the left and Rhee at the right. 





Gemex Introduces New Band 
For Men, the "Mainline" 


The “Mainline,” described as a revolu- 
tionary watchband for men, has been in- 
troduced by the Gemex Co. The new ex- 
pansion principle allows the links to slide 
apart smoothly on an inner band and 
spring back easily to afford close fit and 
comfort. It offers an unbroken sweep of 
precision styling. whether the band is open 





or closed. The band retails for $12.95, 
F. T. L, in yellow or white gold. 

Gemex offers the display shown in the 
photo at a retail value of $51.80. The 
handsome unit (A-40) holds four Main- 


lines. 
Foster Metal Products 
Opens Chicago Office 


Foster Metal Products, Inc., Attleboro, 
Mass., has opened a Chicago office at 
Room 1612, 29 E. Madison St. William J. 
Boots is in charge. 
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Karlan & Bleicher to Combine 
All Facilities Under One Roof 


Karlan & Bleicher, Inc., N. Y., manu- 
facturers of Perfect rings and ring find- 
ings, recently announced that at about 
January, 1955, the company will consoli- 
date its three factory sites and offices and 
showrooms, all under one roof, at 136 W. 
Sand: Sti, Nz Y¥. 

Jacob Karlan, president of the firm, 
stated that the move was necessitated by 
the constant sales expansion of the com- 
pany and its subsidiary, The Falcon Stone 
Ring Mfg. Co. 

The new headquarters will be a model 
for the industry, with the most modern 
equipment, facilities, scientific planning 
and design. 


Waterman Introduces 
Revolutionary New Pen 


A new fountain pen described as revo- 
lutionary by the company and called the 
Waterman C/F is being produced by the 





“w Be cate 
2 


LeawbOUwny, GO 


Waterman Pen Co., Inc., according to 
Frank D. Waterman, chairman of the 
board. 

The new pen combines the flexibility 
and expressiveness of a nib point with the 
convenience of the cartridge refill. It is 
the first fountain pen in history, the com- 
pany states, to eliminate the inconvenient 
ink bottle. It is filled by a ten second 
operation of slipping a hermetically sealed 
cartridge of fresh ink into the barrel, as 
shown in the photo. Neither hands nor pen 
tip touch the ink. 

The cartridges are leakproof, can be 
carried in the pocket, and are transparent 
so that ink supply can be checked. They 
can also be refilled by dipping and squeez- 
ing them in a bottle of conventional ink. 

The pen is $15 plus tax, and with a 
companion pencil is $20 plus tax. 


Wayne Decker Represents 
Morton Pelzner Displays 


Wayne Decker, factory agent with head- 
quarters in Salt Lake City, Utah, has been 
named representative for Morton Pelzner 
Displays, San Francisco, in Arizona, Ne- 
vada, Utah, Idaho, Montana, Wyoming and 
western Colorado. 





1847 Rogers Bros. Offers 
Juvenile Silverware Display 
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1847 Rogers Bros. is offering a new 
floor display unit which has been skillfully 
designed to provide its dealers with a 
permanent, sales-building juvenile silver- 
ware department. 

The purpose of the unit, shown in the 
photo, 1847 Rogers Bros. states, is to cap- 
italize on the impulse buying that accounts 
for a major portion of juvenile silverware 
sales. Open shelf space is used for an 
eye-catching assortment. 

The unit is 67” high, 30” wide and 16” 
deep and is finished in comb grained oak. 
Price of the complete unit is $75, net f. 0. 
b., Meriden, Conn. 





Taylor Instrument Companies 
Introduce New Products 


New weather instruments were recently 
introduced by the Taylor Instrument Com- 
panies, Rochester, N. Y., for fall and 
Christmas. 

The new “Piedmont” weather unit, $16 
retail, at left of the photo, providing fore- 
casts, temperature and humidity readings, 
is housed in a concave, beige plastic case. 





Taylor’s “Copper Pendant” barometer, 
$19.50 retail, shown at top of the photo, 
has a case of polished copper with a black 
enameled frame. The barometer dial gives 
detailed forecasts for every barometric 
pressure change, and the thermometer tube 
is filled with an easy-to-read red liquid. 

A walnut weather set, the “Larchmont,” 
$23.50 retail, at bottom right, provides 
temperature, barometric pressure and hu- 
midity information. All instruments fea- 
ture Taylor’s “Stormoguide” weather fore- 
casting dials. 
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Tessler & Weiss Complete Modern Factory in Union, N. J. 





Tessler & Weiss, Inc., recently announced 
the completion of their new factory in 
Union, N. J. As shown in the photo, it is 
a large one story structure in a modern 
and functional design. 

The company describes the factory as 
the world’s largest, devoted exclusively 


to the manufacture of mountings, and states 
that it is equipped with every innovation 
possible for effective production and the 
ultimate in working conditions, making it 
the show place of the production area in 
Union. 





Sessions Clock Co. Opens 
New Office in New York 
The Sessions Clock Co., Forestville, 


Conn., has opened a New York sales office 
in the Chrysler Building, 405 Lexington 





Ave., N. Y. An important feature of the 
new office is a special display room where 
Sessions’ line of household electric clocks 
and radio switch-timers will be shown to 
the trade. 

Current display highlights Sessions’ 
novel “underwater mystery clock,” the 
“Aquarius,” and a contemporary styled 
Westminster chime clock, the “Bradford.” 

Shown in the photo, left to right, are 
Raymond Gates, L. Luria & Sons; Douglas 
A. Lapham, marketing manager, Sessions; 
Morris Brett, Morris Brett & Co.; and 
Leonard A. Roulier, district manager in 
charge of the new office. 





Taffel Bros. Introduces 
“Boots 'N Saddle" Ribbon 


For stores which desire to give the'r 
gift wrapping a distinctive western touch, 
Taffel Bros., 95 Madison Ave., N. Y., has 
introduced “Boots ’N Saddle,” a new gift 
wrapping ribbon. In brown and red, No. 
9 width, it is $4 per 50 yard bolt. 





Searchlight Products Ltd. 
Opens New York Office 


Searchlight Products (Engineers) Ltd., 
manufacturers of powder _ compacts, 
Searchlight House, 159 Bollo Bridge Road, 
Acton, London, W. 3, England, has opened 
a sales office in the U. S. Their represen- 
tative is Mrs. Margot Schmidt, care of 
Melissa of London, 331 Madison Ave., 
Ne Ue. ae. 
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Color Catalog Sheets Mailed 
On New Ronson Electric Shaver 


Advance copies of a full color catalog 
sheet featuring the new Ronson electric 
shaver have been mailed to trade circles 
in the 13 state western marketing area, 
where the Ronson shaver is being initially 
marketed, it was announced by Herbert 
Stein, general sales manager of Ronson. 

A similar mailing wll blanket the rest 
of the country before national distribution 
of the shaver early in 1955. 

The distinctive quality of the new shaver 
is faithfully recaptured on the front of the 
catalog sheet. The back shows the shaver 
in action. Copy reads: “An entirely new 
kind of electric shaver with a flexible steel 
curved head two and one-half times thin- 
ner than a razor blade.” 





Hermes Plastics’ "Gravofiex" 
Makes Signs, Tags and Plates 





An application of the new laminated, flex- 
ible plastic, "Gravoflex,"" made by Hermes 
Plastics, 13-19 University Place, N. Y., 
is shown here. Lettering is cut through 
to contrasting background with help of 
engraving machine. No paint is used. 





Elson Display Dome Offered 
By M. J. Lampert & Sons 


The new Elson Display Dome No. 390 
is now available for standard or special 
in-store and window display through M. J. 
Lampert & Sons, 352 Fourth Ave., N. Y., 
or material dealers. The domes are de- 
scribed as superior to celluloid and plas- 
tic models, and the durable glass keeps its 
initial luster longer. 

They are available in mahogany, walnut, 
ebony or blond stained base. 





Elgin Launches Elgin Hour, 
A Dramatic Television Show 


An hour television show over the ABC 
network will be launched Oct. 5 by Elgin 
National Watch Co. as part of the largest 
advertising campaign in its 90-year history 
it was announced by tue company, 

Described by Elgin as the first ful] hour 
show in the jewelry industry, it will be a 
dramatic show called the Elgin Hour and 
will alternate weekly with the U. S, Stee] 
Hour. 

More than 104 stations are in the net. 
work lineup, putting the program within 
reach of about 85 per cent of all television 
sets in use, Gordon Howard, Elgin adver. 
tising manager, stated. 

A full schedule of national magazine 
advertising will also be carried in the fal] 
and Christmas season, including ads jn 
Life and Look. 

Main purpose of the extensive effort js 
to “give jewelers handling Elgin products 
something to hang their hats on,” A, |, 
Rowe, vice president in charge of market. 
ing, said. 





Reed & Barton Modern Pattern 
In Display Idea by Glamour 





Featuring Reed & Barton’s new, mod- 
ernistic silver pattern, “Silver Sculpture,” 
a display idea for sterling silver flatware 
that’s literally “out of this world” (out 
into the world of 2029 A. D.) is being 
suggested by Glamour Magazine to lead- 
ing jewelry stores for their October win- 
dows, cases or interior displays. 

The futuristic display scheme, as shown 
in the photo, enters the realm of science 
fiction to dramatically point up the long: 
term investment of sterling. On the fu- 
turistic table is “Silver Sculpture.” As 
sembly directions are in the Glamour pro- 
motion package. 





Standard Unbreakable Watch 
Crystals Issue Catalog 


Standard Unbreakable Watch Crystals, 
Inc., 385 Gerard Ave., N. Y. 51, N. Y., has 
issued its latest catalog on the new SUC 
“Rocket Cylinder” crystals, ordered 
through wholesalers. Over 1825 crystals 
are made by the firm. Enclosed with the 
catalogs is the SUC millimeter gage. Com- 
plete instructions are outlined for fitting 
the new SUC crystals. Newspaper ad mats 
offered by the firm are also described. 
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Exciting Wyler Display 
For Water-Resistant Watches 
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An eye-catching display to stress the 
water-resistance of a Wyler watch has been 
introduced by the Wyler Watch Agency, 
630 Fifth Ave., N. Y. 

From a water tap that seems suspended 
in air, a constant flow of water pours over 
a Wyler watch, as shown in the photo. 
The faucet is obviously unconnected to any 
source of water. The seeming effect of 
the water coming from nowhere is the eye- 
stopper. The d‘splay ties in with the cur- 
rent “Waterama” promotion of Wyler 
water packaged watches. 


———— 


GE Radio and TV 
Announces Contest 


A retail sales contest by the General 
Electric radio and television department 
has been announced by G. A. Bradford, its 
advertising and sales promotion manager. 

The contest will be of 20 weeks’ dura- 
tion, ending on Dec. 31 with the award of 
a 17-day all-expense paid cruise of the 
Caribbean to winning dealers and _ their 
wives. Contest standings will be based on 
a point system, determined by average 
volume of sales. 





New Merchandiser for Parker 
"Jotter" Ball-Point Pen 





This red, white and black display for 
window or counter use shows Parker Pen’s 
complete line of ball-point pens. It is 
20%” wide, 1514” high and 7” deep, and 
has a glass front. 

Reflected light shines from within the 
display on the three sections holding the 
pens. 
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Philco Asks Distributors to 
Reassign Dealer Franchises 


A new Philco Corp. distributor and 
dealer franchise policy was announced at 
the company’s recent national distributor 
convention by John M. Otter, executive 
vice president. It is aimed at developing 
a more profitable relationship between 
distributors and dealers. 

Mr. Otter declared that in the post war 
period, dealers became independent and 
drifted away from the distributors. “As a 
result price has become the dealers’ bible.” 
He asked the distributors to cancel all of 
their 1954 TV and radio dealer franchises 
and re-sign dealers they really want. 


J. R. Wood Launches 
Big Artcarved Ad Campaign 


With full page ads in black and white 
or full color appearing on an average of 
every seven days from August into Decem- 
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ber, J. R. Wood reports they are well into 
what they describe as their greatest fall 
Artcarved ad campaign in years. 

Big space ads, one of which is shown 
in the photo, are scheduled for Life, Look, 
Seventeen, and other magazines in a cam- 
paign aimed directly at the immediate, 
younger-than-ever, bridal market. Proofs 
of the ads have been sent to Artcarved 
jewelers for tie-ins, when the ads appear. 

For direct tie-ins, J. R. Wood is offering 
over 50 newspaper mats, a large selection 
of window and counter displays, movie and 
TV films, scripts and folders. 





Hawaiian Island Flowers 
Opens Office in Los Angeles 


Expanding its services in promotional 
flowers and plants, Hawaiian Island Flow- 
ers and Foliages, Ltd., has opened a sales 
office and service plant at 810 S. Maple 
Ave., Los Angeles, Calif. 

Edwin Kanner, after two years as sales 
manager of the Graham W. Dible “Orchid 
King Co.,” and before that sales manager 
of Flowers of Hawaii, will head the new 
office, also mainland headquarters for the 
firm. 





Gruen Offers Interesting 
“TV Screen" Display 





Quality materials and workmanship en- 
rich this new Gruen display featuring 
Autowind watches. The simulated TV 
screen, covered in beautiful beige and 
brown velvet, is framed in finely finished 
blonde maple. Removable wrought iron 
legs make the display su‘table for all size 
windows. 





Keepsake, A First Advertiser 
In Sports Illustrated 


One of the national magazines in which 
Keepsake launched its fall all-media adver- 
tising campaign is the new weekly started 
by Time, Inc., Sports Illustrated. Keepsake 
states it is the first advertiser from the 
diamond ring industry to appear in the 
new publication, which reaches out to a 
predominately male audience. 

In the new magazine’s first edition, 
Keepsake used its latest theme, “. . . and 
it’s a Keepsake!” 





Waltham Introduces 
Distinctive New Watch Box 


Waltham Watch Co.’s new box, shown 
in the photo, is black plastic with a smooth 





finish and the name “Waltham” in raised 
gold block letters on the front side of the 
box. 

The design is extremely modern with 
razor-edged styling, preserving Waltham’s 
classic tradition and uniting it with the 
best principles of modern packaging. The 
interior is fuchsia with gilt lettering, and 
the whole pattern is designed to set off 
the watch. Waltham reports that much 
favorable comment was received on the 
new box at the recent ANRJA convention. 
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Bretton Offers 
“Square Deal" Display 





Bretton watchbands, made by Bruner- 
Ritter, Inc., 630 Fifth Ave., N. Y., is offer- 
ing “Square Deal,” a permanent display 
for storage of watchbands. Finished in 
light wood, this compact case, shown in 
the photo, holds 99 watch bands, and is 
17” long by 10” wide by 834” deep. 

Eighteen bands are exposed to view 
through the front and top glass sides of 
the pilfer-proof display, and nine con- 
cealed trays provide storage space. 





Will Ecker & Co. Offer 
Pamphlet on Genuine Engraving 


Will Ecker & Co., steel engraving and 
fine printing, 414 N. Twelfth Blvd., St. 
Louis 1, Mo., is distributing a pamphlet 
titled “Is it easy to recognize genuine 
engraving?” 

The answer to this question, the pam- 
phlet says, is yes. It shows that genuine 
engraving can be recognized by its hair 
lines, heavy lines, middle-tones and the 
indentation on the reverse side of the 
paper. A sample of genuine engraving is 
contrasted with type printing and raised 
printing. 

The pamphlet describes the role of en- 
graving in our cultural life. It is very suit- 
table for customer distribution, and _ is 
available from the company. 





J. M. S. Offers Display 
For Inscribed Charms 





J. M. S. Jewelry Mfg. Co., 256 Liberty 
St., Bloomfield, N. J., is offering an attrac- 
tive display of inscribed charms, shown in 
the photo. This variety of 12, available 
in gold-filled or sterling, is adaptable to 
almost any occasion requiring a gift. 

The charms are called “Forget Me 
Nots,” and have 12 different phrases in- 
scribed on them. The center of the discs 
are made to take engraved initials. 
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"Stop the Music" Sponsored by 
Anson and J-B on Radio and TV 


When Anson, Inc., and Jacoby-Bender, 
Inc., co-sponsor the popular radio and 
television show “Stop the Music,” bringing 
it back to the networks after an absence 
of more than two years, the television 
show will be seen on ABC-TV, starring 
Bert Parks, and on alternate weeks will 
be heard on CBS radio network with Bill 
Cullen as master of ceremonies. 

It will be broadcast over 160 CBS radio 
stations and 67 ABC-TV stations, reach- 
ing millions of potential jewelry custom- 
ers. In order to be eligible for prizes, the 
participants must obtain entry blanks from 
their local retail jewelry stores, thus affect- 
ing every jeweler in the country. 


Kem Cards Introduces 
Two New Patterns 





Kem Plastic Playing Cards, Inc., 595 
Madison Ave., N. Y., has introduced two 


colorful new designs for bridge. “Polo,” 
shown in the photo, features a dramatic 
in-action illustration of an American polo 
player. Another picture in the Polo pat- 
tern depicts the original polo player of 
ancient Persia. 

Equally attractive is “Hummingbird,” 
the second pattern, featuring a pair of 
vividly colored hummingbirds. 


Maurice Goldman & Sons' 
"Toga" Cultured Pearl Package 


Maurice Goldman & Sons, importers of 
diamonds and cultured pearls, 10 W. 47th 
St., N. Y., has announced its “Toga” cul- 
tured pearl package promotion. 


Capital involved to carry necessary se- 
lection of cultured pearls need not run 
into large sums, the firm states. It offers 
a $98 package to provide a well balanced 
stock, consisting of three necklaces, one 
drop earring, one button earring, one 
bracelet and two shorteners. 

With this well-organized selection, the 
firm points out, a minimum of time and 
effort is needed to close sales, and the de- 
sign of the package allows the jeweler to 
carry staple items, such as necklaces and 
earrings. 















RCA Victor Introduces New 
Automatic Clock-Radio 





RCA Victor’s “Slumber-King” clock. 
radio, shown in the photo, changes sta. 
tions and volume while its owner sleeps 
A “Rim-O-Matic” selector simplifies set- 
ting. 

It controls radio, appliances, record 
changer and tape recorder, and has an 
AM radio with the “Golden Throat” tone 
system. Its clock is a Westclox in a stun- 
ning modern cabinet in black with beige 
or gray. Model 5C591, it is $59.95 retail, 


Chrysler Airtemp Announces 
Expanded Activities in "55 


The Airtemp Division of the Chrysler 
Corp. held 12 regional merchandising 
meetings, Sept. 8-20, it was announced by 
E. A. Nash, Airtemp merchandising man- 
ager. 

He stated that in 1955 the merchandis- 
ing activities of Chrysler Airtemp will be 
greatly expanded and intensified. There 
wll be individual promotion of Airtemp’s 
three main lines, room air conditioners, 
commercial air conditioners and residential 
year “round conditioners. 


Mele Announces New Catalog 
On Line of Jewel Cases 





Mele Mfg. Co., Inc., 366 Fifth Ave. 
N. Y., has announced that its beautiful 
and complete new 1954-1955 catalog with 
full color cover and description of its line 
of more than 30 standard, musical and 
men’s jewel cases, is available upon re 
quest. 
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“Meeker Peeker™ Ad Campaign 
By Meeker on Billfolds 





In the new “Meeker Peeker” advertising 
campaign now appearing in Life, Saturday 
Evening Post, Esquire, Photoplay and 
Household, Lex Barker, shown in the 
photo, and other popular movie personali- 
ties will reveal the contents of their 
Meeker billfolds and handbags, made by 
the Meeker Co., Joplin, Mo. 

In the Nov. 29th issue of Life and the 
December issue of Esquire, Mr. Barker 
will be depicted showing the large amount 
of currency and cards that he can carry 
in his Meeker “340,” the billfold with the 
expansion construction across the bottom. 
Retailing from $5 to $15, it comes in a 
wide variety of leathers. 


A. W. Ronald Associates 
Introduces "Romanesque" Clock 





A. W. Ronald Associates, 874 Broad- 
way, N. Y., has introduced its “Romanes- 
que” wall clock, shown in the photo. De- 
signed by Gait Anderson, it comb‘nes the 
usefulness of an accurate precision time 
piece with the decor of early Grecian- 
Roman masterpieces. 

It has a 1414” convex, double strength 
glass, and has jet black, gold and. terra- 
cotta decorations screened and fired on 
the underside of a white glass face, and 
has brass hands. 

Model No. 125-C is a self-starting, Ses- 
sions electric movement at $19.95 sug- 
gested retail. No. 125-W is a four jewel. 
eight day, German movement, at $27.50 
suggested retail. 
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News of Personnel 








The Waltham Watch Co., Waltham, 
Mass., has announced that Warren Nybo 
has been appointed its new factory repre- 
sentative in the Midwest. He will repre- 
sent Waltham to retail jewelers in Chi- 
cago. 





W. NYBO 
Waltham Wyler 


P. WENDLER 


Paul Wendler has been appointed 
sales representative for the Wyler Watch 
Agency, Inc., N. Y., in Virginia, West 
Virginia, North and South Carolina. He 
will headquarter in Charlotte, N. C. 





Walter Gussman has been named man- 
ager of Elgin’s Hadley division plant at 
Providence, R. I., it was announced by 
the Elgin National Watch Co. 





Oxal International Offers 
Special Aluminum Finishes 


The Oxal International Corp., 2 Penn 
Place, Pelham Manor, N. Y., has been 
formed to serve the field of anodizing of 
aluminum surfaces. This company has 
Edward L. Stern as president; Tobias 
Stern (president, Jacques Kreisler Mfg. 
Corp.) ; Mark Stern as vice president; and 
Edwin A. Marton as secretary-treasurer. 

Oxal states that anodic finish for alumi- 
num used in jewelry holds important prom- 
ise because, under ideal conditions, the 
finish is both brilliant and extremely hard, 
thus having fine wearing qualities. 

Oxal is offering specially designed ano- 
dic finishes for a variety of aluminum fin- 
ishing processes. 


New Folder on Modern Clocks 
By Howard Miller Clock Co. 
The Howard Miller Clock Co., Zeeland, 


Mich., has announced a new _ accordion- 
fold pamphlet on the Chronopak Series 
of modern electric clocks, designed by 
George Nelson. 

The simple, eye-catching brochure is 
intended to serve both as a direct mail 
and pick-up folder. Weighing less than 
an ounce, the leaflet measures a compact 
6” by 234” when folded, making it very 
suitable as a retail store mailing piece. 
It contains cuts and specifications on 1] 
wall clocks and nine portable clocks and 
a handy order blank. Space is provided 
on the back cover for a dealer imprint. 








Louis Aisenstein & Bros., Inc., N. Y., 
has announced that Sam Engel has been 
appointed sales representative for the 
Mido and Medana watch lines and will 
cover Pennsylvania, New Jersey, Mary- 
land, Delaware, District of Columbia and 
parts of Virginia. 





GENE JUDD 
Davidson 


SAM ENGEL 
Aisenstein 


Davidson & Sons Jewelry Co., Inc., 
N. Y., has announced that Gene Judd 
will represent the Dason line in its Chi- 
cago, Indiana and Illinois territories. 


Herbert M. Huger has joined the 
sales staff of Alberts & Son, Newark, N. J., 
manufacturers of gold jewelry and rings. 
He is contacting retail clients in New 
England and all eastern states as far south 
as Washington, D. C. 





Modern Technical Supply 

Offers Cased Ronda Assortment 
Modern Technical Supply Co., 55 W. 

42nd St., N. Y., is offering to watchmakers 

the new Ronda balance staff and stem as- 


‘ona 





sortments in compact Bakelite cases. The 
photo shows Ronda’s balance staff case 
which consists of an assortment of 800 
calibers in transparent capsules containing 
two balance staffs each. 

This compact case, 544” high, 8” wide 
and 5” deep, provides the watchmaker a 
handy source for his everyday needs. The 
assortment is described as covering all 
popular makes of watches. Further in- 
formation and free catalog can be obtained 
from the firm. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—‘“‘Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 


Special notice forms close 10th of the pre- 
ceding month. 


To avoid unnecessary correspondence men- 
tion your location in the advertisement. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 


100 E, 42nd St., New York 17 


ae rime en name 








Situations Wanted 








PAWNSHOP salesman; top level; age 
48. Address “M., 1258,’ care J C-K. 


BOOKKEEPER, female, full charge, gen- 
eral ledger, payroll, taxes, commission 
statements, all phases jewelry manufac- 
turing. Address “‘D., 1323,” care J C-K. 





WATCHMAKER, 30 years’ experience, 
prefers working in importing house; 
foreman experience, expert caser and 
eo man. Address “A., 1331,” care 

C-K. 





A-1 jeweler, young man, married; dia- 
mond setter; can do small manufac- 
turing in platinum, paladium, gold, 
silver; prefers New York State, but will 
travel. Address “D., 1354,’’ care J C-K. 





WATCHMAKER, highly experienced, 
wishes permanent position within rea- 
sonable traveling from Queens Village, 
New York. Call Ho 8-6769. H. Hostler 
after 8 P. M. 





A-1 jeweler and stone setter, 28 years of 
age, with six years’ experience at the 
bench, desires permanent position with 
retail store; married; reliable. Address 
“C., 1311,” eare J C-K. 





WATCHMAKER, experienced on all plain 
and complicated watches, seeks perma- 
nent position with importer or first class 
store, New York City or vicinity. Ad- 
Gress “D., 1337,” care J C-K. 





SALESMAN, available high grade store; 
successful intensified experience finest 
quality diamonds, watches, gems, rare 
antiques, etc.; age 48; bondable. Ad- 
dress “C., 1269,” care J C-K. 





BOOKKEEPER, full charge; thoroughly 
experienced diamonds and jewelry ; very 
competent, conscientious, personable; 
excellent references; New York City 
only. Address “D., 1270, care J C-K. 





FIRST class jeweler, 46, married, wants 
experience as salesman in retail jew- 
elry store, steady. Address “E., 1241,” 
care J C-K. 





WATCHMAKER, highly experienced in all 
plain and complicated work; salary $90 
to $100; for New York City only. Ad- 
dress “H., 1341,” care J C-K. 





MANAGER - salesman, 32 years, gemol- 
ogist, top floor producer, all phases 
credit operation; relocate; resumé on 
request. Address “Y., 1308,” care J C-K. 





YOUNG Swedish watchmaker’ wants 
steady position; 10 years’ experience, 
two years in U.S.A. Rolf Mellquist, 
8431 Fleet Court, Rego Park, N. Y. 





BOOKKEEPER, full charge, all phases 
office procedure, highly qualified and ex- 
perienced ; New York City. Address “B., 
1234,” care J C-K. 





LADY, mature, would like part time po- 
sition as bookkeeper or general worker 
in office of jewelry or diamond firm. Ad- 
dress “‘A., 1291,” care J C-K. 





WATCHMAKER, thoroughly experienced 
on all types of watches; best of refer- 
ences; 35 years’ experience. Address 
“F., 1316,” care J C-K. 





YOUNG man, salesman, 32, employed New 
York retail six years, desires change 
for better opportunities ; best references. 
Address “K., 1345,” care J C-K. 





JEWELER and diamond setter, first class 
mechanic, over 25 years’ experience, 
desires new location; West or South- 
west. Address “J., 1297,” care J C-K. 





EXPERT jeweler-engraver; prefer trade 
shop or combination salesman-jeweler 
in retail store. A. B. Adkins, Apt. 4-B, 
Lovers Lane Apts., Vicksburg, Miss. 








WATCHMAKER, light jewelry repairing, 
will help in sales when necessary, de- 
sires position with pleasant surround- 
ings; several years associated with the 
business. Address ‘‘C., 1320,’ care J C-K. 





SALESMAN, retail credit experience, does 
over $60,000 yearly; interested in per- 
manent position only; presently employ- 
ed; excellent references; will relocate 
a: ale Address “M., 1347,” care 





BOOKKEEPER, full charge, many years 
experience with manufacturing jewel- 
ers; correspondence; can handle volume 
detail; excellent background; respon- 
sible; New York City. Address “W., 
1305,” care J C-K. 





MANAGER, nine years’ experience all 
phases credit jewelry business, desires 
position with growing firm offering per- 
manent position with future; presently 
employed; prefer Michigan area. Ad- 
dress “B., 1335,” care J C-K. 





PENNSYLVANIA connection wanted by 
high calibre salesman, window trimmer, 
diamond merchandiser ; minimum salary 
first year $9,000; results absolutely 
guaranteed. Address “N., 1274,” care 
a C-K.. 





WATCHMAKER, experienced, age 35 and 
married, desires permanent position with 
reliable jewelry store; interested only 
in quality work; can give reference; 
South or Southwest. Address “D., 1278,” 
eare J C-K. 





DIAMOND = setter and manufacturing 
jeweler, 25 years’ experience in fine 
platinum and gold setting, repairs and 
special order work; age 42, married; 
retail store only. Address “T., 1303,” 
care J C-K. 





POWERFUL jewelry salesman available 
heavy traffic store New York State, 
Connecticut or Eastern Pennsylvania; 
excellent background; late forties; fin- 
re a Address “F., 1244,” care 

C-K. 


CONTROLLER-installment chain back 
ground in merchandise and expense 
budgets, systems, store audits, machine 
accounting, taxes, retail and cost 
ventory methods. Address “D., 1949" 
care J C-K. ‘ ’ 





BOOKKEEPER-accountant; credits col 
lections, correspondence, costs and ‘eve : 
phase of jewelry business; outstandin 
record with leading concerns; seeking 
responsible position. Address “E,, 13158 
care J C-K. : 








TS 


WATCHMAKER ; long experience on plain 
and complicated watches; _registereg 
with Western Pennsylvania Horologica] 
Institute ; experienced on Watchmaster: 
South preferred. Address “B., 1313" 
care J C-K. ’ 





ee 


MANAGER; well rounded, successful ex. 
perienced sales, credits, collections, buy- 
ing, merchandising, promotions, dis. 
plays, advertising, stock control, per. 
sonnel co-ordination, store maintenance 
Address “V., 1304,” care J C-K, ’ 





BOOKKEEPER (female) full charge, ex. 
perienced all phases diamond and preci- 
ous stone office; extremely capable, ef- 
ficient, trustworthy, personable; Man- 
“ only. Address “O., 1197,” care 

C-K. 





MANAGER, credit jewelry, seeks position 
with permanent future; thoroughly ex. 
perienced in all phases of credit opera- 
tion ; available September ; prefer North- 
east, other area if advantageous. Ad- 
dress ‘‘M., 1115,” care J C-K. 





WATCHMAKER;; fast, thorough, compe- 
tent, H.I.A. certificate, retail experi- 
ence, family man; presently employed, 
finest references; age 28; desires per- 
manent employment in Los Angeles 
area. Address “N., 847,” care J C-K. 





MANY years’ experience ring manufac- 
turing and jobbing; female, full charge 
orders, repairs, salesman sample lines, 
knowledge diamond bunch rings and 
colored stones; excellent reference: 
ark ec Address “F., 1314,” care 
J C-K. 





RETAIL; my living standards are high 
because my exceptional experience, ex- 
ecutive abilities have always produced 
high earnings; have you bigger chain 
or department store challenge than my 
present Los Angeles job; let’s get to- 
gether. Address “F., 1280,” care J C-K. 





MANAGER-salesman, age 39, married; 
21 years’ experience in cash and credit 
jewelry; thoroughly capable all phases 
of jewelry business, buying, merchan- 
dising, credit, advertising, top salesman, 
diamond expert; pleasing personality; 
gets things done; references. Address 
“A., 1309,” care J C-K. 





ENGRAVER, thoroughly experienced in 
fine hand work on quality jewelry, sil- 
verware, plaques, trophies, etc., also 
machine work and trade shop experi- 
ence; engraving school instructor three 
years; age 45, married, stable; please 
state salary. Address ‘“M., 1251,” care 
J C-K 





SALESMAN, presently employed with 
cash and credit experience; knowledge 
of window dressing and show card 
writing; estimate all kinds of jewelry 
repairs; wishes to make new connec- 
tions; good reference; resident of New 
York City; will consider out of_ town 
offer. Address “J., 1329,” care J C-K. 








I have cut diamonds in New York, 
bought and mined gems in Braz 
sold jewelry wholesale and retail, 
have heavy credit and collection ex- 
perience; can you use me? Address 


“G., 1340,” care J C-K. 
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MAN. -salesman; gemologist; assu- 

gn A.G.S. desires to change 
7 sition; thorough knowledge of dia- 
monds and all fine lines of jewelry and 
watches; buying, grading, appraising, 
em testing and identification ; special 
order work ; window dressing ; 28 years 
experience; high grade establishment 
only. Address “F., 1313,” care J C-K. 





ee 
GENTLEMAN, well known for many 
years among manufacturers of 
jewelry and_ silverware; personal 
contact with tops using precious 
metals; capable salesman, publicity ; 
references the best. Address “E., 
269,” care J C-K. 





MR. RETAILER; personable salesman, 
watchmaker, managerial material, 35, 
married, familiar all lines, no high 
pressure ; have own tools, Watchmaster 
trained, thoroughly experienced and 
can operate watch repair department 
successfully ; in search of good position 
with permanence and future; desires 
interview; prefers South. Address “L., 
1286,” care J C-K. 





MR. CREDIT Jeweler; if your store has 
“lost” its spark, you have “found” 
your man; top flight manager-salesman, 
desires permanent connection with rep- 
utable firm; neat, personable and a 
promoter of sales; can assume full re- 
sponsibility ; experienced in all phases; 
avoid disappointments; I guarantee an 
increase in your sales volume. Address 
“K., 1040,” care J C-K. 





Lines Wanted 





WEST Coast salesman desires factory 


line fine jewelry in gold and platinum ; 
genuine stones; commission basis. Ad- 
dress “C., 2946,” care J C-K. 





MANUFACTURERS’ representative, with 


very strong following on West Coast 
open for additional lines to wholesalers 
only; best references. Address ‘“M., 
1287,” care J C-K. 





MANUFACTURERS’ representative; cov- 


ering Michigan and Ohio, wants gold 

diamond ring line; have good references 

“ accounts. Address “N., 1288,” care 
C-K 





FORCEFUL salesman seeks compact di- 


amond ring line; New ¥ork, Ohio, In- 
diana, Michigan or West Coast; sub- 
stantial draw against commission. Ad- 
dress “G., 1245,” care J C-K. 





MANUFACTURERS’ representative, West 


Coast territory, wants original line 
necks and ears for costume jewelry job- 
bers; well established; excellent ref- 
erences. Address “G., 1281,” care J C-K. 





PACIFIC Coast manufacturers’ represen- 


tative to jewelry and costume jewelry 
wholesalers, with established following, 
can use line of $1 to $3 retail costume 
jewelry, novelties and gadgets. Address 
“E., 1355,” care J C-K. 








MANUFACTURERS’ representative, jew- 


elry displays and boxes, fine jewelry, 
fine costume jewelry ; resident salesman, 
following in Southwest; excellent sales- 
man; knows how to build new business. 
Address “B., 1310,” care J C-K. 





AVAILABLE present, California, Arizona, 


New Mexico, leading watch house rep- 
resentative, former diamonds, silver- 
ware, promotional, 15 years: top ref- 
erences; deal must be $15,000 or bet- 


ter. Address “D., 1321,” care J C-K. 





MANUFACTURERS; I am open for a 
line; have established Maiden Lane 
office; many years calling on East- 
ern wholesalers; excellent refer- 
ences. Address “N.Y. 1271,” care 
J C-K, 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





SILVERWARE and allied lines suit- 
able for jewelry and gift shops, 
wanted on representation basis for 
New York City showroom; our men 
traveling East Coast, Midwest and 
Southwest. Address “A., 1267,” 
care J C-K. 





Side Lines 





FOR quality line French enamels (ovals, 
rounds, etc.) with applied motifs in 
gold, for mounting in earrings, cuff 
links, ete. Address “‘S., 1262,” care J C-K. 





INTERESTING line to jobbers of im- 
ported French jewelry (earrings, 
brooches, etc.) with Egyptian and Ara- 
bw motifs. Address “T., 1263,” care 





DREAM of any salesman; just one tray 
of entirely different watch bands; ex- 
clusive salesmen Texas; California; 
first class references with first letter 
required. Address “B., 1268,” care J C-K. 





MANUFACTURER of fine sterling silver 
cigarette boxes and accessories wants 
representatives carrying other quality 
lines; choice territories open; see our 
advertisement this issue. Smith & Smith, 
North Attleboro, Mass. 





SALESMAN, with a good following, to 
represent an established manufacturer 
of a fine line of ring mountings and 
semimounted ; wonderful opportunity to 
buy into a partnership to the right 
man. Address “S., 1352,” care J C-K. 





SALESMAN, experienced, represent man- 
ufacturer, platinum, palladium, ladies’ 
gold watch attachments: commission 
basis; references; various. territories 
open; backed up by advertising. Ad- 
dress “E., 1324,” care J C-K. 





SALESMEN to call on retail jewelers in 
the Middle West with a fine line of 
platinum diamond rings and wedding 
bands ; well known manufacturer; draw- 
ing against commission; give full par- 
ticulars. Address ‘‘V., 1265,” care J C-K. 





MID-WEST territory open to Chicago 
resident salesman to carry a manufac- 
turer’s line of 14k, 18k and platinum 
mounting sets, to wholesalers and chain 
stores; commission basis. Address “D., 
598,” care J C-K. 





SALESMEN, with following among man- 
ufacturers and jobbers, to carry short 
line sterling and G.F. neck chains; 
commission basis; Chicago and West 
Coast territories open; previous chain 
experience preferred. Address “H., 1247,” 
care J C-K. 





SALESMAN, with following of better 
credit and cash retail stores, Middle 
West and Pacific Coast territory ; manu- 
facturer’s line of ladies’ well made 14K 
fancy ring mountings for diamonds; 
commission basis; state experience. Ad- 
dress “W., 1188,” care J C-K. 





CULTURED pearl importer has these 
territories open: Eastern, South, 
Midwest, Southwest; only men with 
following and non-conflicting lines 
need apply. Address “S., 1301,” 
eare J C-K. 





EAST Pennsylvania, New York, New Jer- 
sey, Maryland, Delaware; if you appre- 
ciate and sell “quality,’’ this is your op- 
portunity to carry Ernest Borel watches 
and certified wrist chronometers, in- 
cluding cocktail, the amazing new watch 
with a “lively face” that’s setting sales 
records around the world. Write, Ernest 
Borel Watch Company of America, 
1002 Walnut, Kansas City 6, Mo. 





SALESMEN, with established retail 
following to sell popular priced 
diamond rings, plain and engraved 
wedding rings, as a side line; in- 
quiries treated with utmost confi- 
dence. Address “F., 1150,” care 
J C-K. 





SALESMEN, with following among re- 
tail jewelers, to represent us in our 
new direct selling of Apex Quadra- 
Flex watch bands throughout the 
country; several excellent territories 
available on commission basis; sub- 
mit detailed information to Apex, 
Greenwich, Conn. 





SALESMEN wanted with jewelry and 
department store following, to carry 
a line of ladies’ fine diamond and 
cultured pearl jewelry; excellent 
territories open; liberal commis- 
sion basis; give full details; replies 
confidential. Address “L., 1257,” 
care J C-K. 





NATIONALLY known manufacturer 
of fast selling 14K charm bracelets 
and dises, at prices to meet all com- 
petition, desires salesmen with large 
following among retail jewelers and 
department stores over various terri- 
tories; give particulars in first let- 
ter. Address “N., 520,” care J C-K. 





SALESMEN, big producers with clien- 
tele of largest credit jewelers, 
needed right now to sell advertising 
franchises for America’s hottest 
direct mail diamond contest, and 
America’s best credit jewelers’ news- 
paper ad service; many territories 
open; good commissions; nothing 
to lug around, Address “B., 1079,” 
eare J C-K. 





SALESMAN, with following among 
wholesalers, catalogue and premium 
houses, to represent sole U.S. dis- 
tributors of world famous Lemaire 
binoculars and opera glasses, plus 
allied promotional items; need 
salesman for Southern territory; 
top opportunity for good man; 
write present connections and full 
particulars. Jake Levin & Son, 12th 
& Walnut Bldg., Kansas City, Mo. 


(Continued on page 250) 
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Help Wanted 


MANUFACTURER wants a representa- 
tive for a well known rhinestone line, 
one man for the West Coast and one 
man for the East Coast; please give 
full information in the first letter. Ad- 
dress “J., 1284,” care J C-K. 








WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 





WATCHMAKER; experienced in _ all 
grades; five-day week; good position 
for right man. Jones Jewelry Store, 327 
N. Jefferson St., Huntington, Ind. 





SALESMAN to carry watch case line, 
city and Metropolitan area; must be 
aggressive; good opportunity; no side 
line. Address “P., 1261,” care JC-K. 





TWO, jewelry lettering engravers; steady 
work, good pay; in New Jersey; 25 
minutes from New York City by train. 
Address “E., 1279,” care J C-K. 





SALESMAN for a quick selling line of 
mountings and wedding rings; state 
territory and experience. Address “T., 
1294,” care J C-K. 





WANTED; combination jeweler and as- 
sistant watchmaker; retail store estab- 
lished over 60 years; New York State. 
Address “L., 1250,” care J C-K. 





MANAGER-salesman for credit jewelry 
store in Asheville, N. C.; good starting 
salary; excellent future; healthy cli- 
mate; state age and experience. Ad- 
dress “C., 1239,” care J C-K. 





FACTORY representative calling on 
wholesalers and jobbers throughout the 
South; offering largest and most com- 
plete line of waterproof watch cases. 
Address “C., 1277,” care J C-K. 





SALESMAN, experienced, aggressive man 
for retail cash-credit store; good op- 
portunity ; permanent; state salary and 
previous experience. Klausner, 428 
Knickerbocker Ave., Brooklyn, N. Y. 





DEPARTMENT manager, for china and 
silver department in fine established 
store, Tucson, Arizona; excellent op- 
portunity. Write full details to, Gruen- 
wald & Adams, Box 270, Tucson, Ariz. 





GOOD jeweler who can take charge of 
shop; an excellent opportunity for a 
capable man; age, not over 45; write 
in detail, state experience and where in 
the past employed. Address “B., 1295,” 
care J C-K. 





SALES representatives for Western States 
calling on jobbers, chain and depart- 
ment stores for popular priced modern 
electric and _ sterno chafing dishes. 
Malley Metal Mfg. Co., Est. 1935, 1618 
Lucile Ave., Los Angeles 26, Calif. 





NEW YORK City manufacturer wants 
young lady experienced handling pliers, 
with “know how” in making pig-tail 
connections, assembling neck chains, 
etc.; write full particulars. Address 
“G., 1827,” care J C-K. 





JEWELER;; for all around repair work, 
engraving and diamond setting; only 
the finest work for discriminating 
clientele. Write all particulars to, Law- 
ton’s Jewelers, 47 N. Orange Ave., 
Orlando, Fla. 





EXPERIENCED watchmaker and sales- 
man, for permanent position in jewelry 
store, Kansas college town; give full 
details and salary desired in first letter. 
_— C. Smith, Box 857, Manhattan, 

ans. 





JEWELER, who is able to do his own 
stone setting; a man with 15 or more 
years’ experience; $2 per hour and 
bonus; state experience, married or 
single and where in the past employed. 
Address “J., 1292,” care J C-K. 





DIE maker, capable of making steel hobs, 
engraving and cutting ornamental de- 
tail in steel dies; work similar to coin 
and medallion dies; plant located in 
ace ae Ohio. Address “E., 1171,” care 
J C-K. 





WATCHMAKERS, fully experienced for 
air-conditioned trade shop in New York 
City; Watchmaster experience neces- 
sary; five-day week; permanent; full 
details in first letter. Address “‘V., 964,” 
care J C-K. 





JEWELER, special order man; steady 
position in Ohio shop; advise salary 
and references in reply. Address 


“A., 1098,” care J C-K. 





- 


WATCHMAKER, experienced; five day 
week; ideal working conditions. in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
J 





RING salesmen for our well known better 
emblem rings, stone rings, and mount- 
ings for East, Midwest and West Coast; 
non-conflicting side line not objection- 
able; replies confidential. Goodman & 
Co., 42 W. Washington St., Indianapolis 
4, Ind. 





AGGRESSIVE, jewelry salesman for 
credit store; must be pleasant; give 
age, reference in first letter; loca- 
tion, South Central Ohio. Address 
“L., 1346,” care J C-K. 





MANAGER, salesman, thorough knowl- 
edge of chain and individually owned 
operations; merchandising, advertis- 
ing, selling, credits, collections; in- 
terested in position with security for 
satisfactory performance. Address “R., 
1351,” care J C-K. 





SALESMEN, experienced; top person- 
ality ; good salary, bonus, paid vaca- 
tion, benefits. Bloedel’s Jewelry, 
200 E. Wisconsin Ave., Milwaukee 
2, Wis. 





JEWELER wanted; we are expanding 
and have an opening for a fine me- 
chanic with business experience, and 
capable of teaching others; fine posi- 
tion for a capable man; when answer- 
ing please write in detail. Address “Z., 
1293,” care J C-K. 





WANTED; experienced watchmaker; one 
who can do light jewelry work and is 
capable of waiting on customers; in 
good-sized North Carolina city; state 
references, qualifications, and salary 
expected in first letter. Address “J., 
1243,” care J C-K. 





SALESMAN, young, aggressive man 
to represent well established manu- 
facturer of complete line of popular 
priced watch bands in Chicago and 
Mid-West; must be Chicago resi- 
dent and maintain an office there; 
line is available immediately, or, as 
of January 1. Address “B., 1237,” 
eare J C-K. 


WANTED, high calibre watch and Clock 
repairman, tor jewelry store located in 
Ohio; one with experience of working 
on fine high grade merchandise; give 
references, experience with reply; jp. 
formation will be treated confidentially ; 
state expected salary. Address “p’ 
1339,” care J C-K. " 








——— ey 


WANTED; manager, jewelry department 
in Guam; must know jewelry business: 
be available by November 15; 4 
months minimum stay; long hours, no 
glamor ; living quarters available; fare 
advanced and allowed on time comple. 
tion; attractive remuneration ; give fy}) 
details first letter. Address all replies 
P. O. Box 301, Honolulu, T. H. ° 








OLD established diamond ring house hag 
territory open for salesman with estab. 
lished following in Virginia, West Vir. 
ginia, Kentucky, Tennessee; no ag. 
pirants; liberal drawing account against 
commissions; liberal commissions; oyr 
men know of this ad; all information 
kept in strict confidence. Address “H,, 
1328,” care J C-K. 








SALESMAN ; for Midwest and Far West 
territories and any portion thereof, for 
a large and well known manufacturer 
of sterling silver hollowware; we haye 
many established accounts in the ter- 
ritory and are seeking a salesman who 
has made the area before and can 
capitalize on our following ; commission 
basis; please furnish complete details, 
Address ‘“‘A., 1233,” care J C-K. 





MAN, with outside selling experience, 
capable of handling outside sales. 
men and setting up crews for credit 
jewelry store; salary or commission 
open; California; state qualifica- 
tions. Address “H., 1242,” care 
J C-K. 





MANAGER-buyer; credit jewelry store, 
Ohio city 300,000 population; must 
be top experienced man; volume 
now $100,000; only men with A-l 
background write for personal in- 
terview; top salary, plus profit shar. 
ing or bonus arrangement. Address 
“A., 1317,” care J C-K. 





SALESMAN wanted for manufactur- 
ers’ fine, highly styled line of 14K 
gold and pearl charms and jewelry, 
suitable for better stores and de- 
partment stores only; Midwest open 
for Chicago man, and East Coast 
open for New York man; all replies 
confidential. Address “H., 1282,” 
eare J C-K. 





SALESMAN, to represent long estab- 
lished manufacturer of sterling and 
plated hollowware; no objection to 
non-conflicting side line; following 
territory now open: Georgia, Flor- 
ida, Louisiana and parts of Texas, 
Oklahoma, Arkansas and New 
Mexico; all replies held confiden- 
tial. Address “N., 1259,” care 
J C-K. 





IF you are a real salesman and know 
good merchandise, if you have a 
following among jewelry and de 
partment stores, if you travel Illi- 
nois, Indiana, Wisconsin and Iowa, 
and live on this territory, if you 
have only one other non-conflicting 
line, you can’t afford not to be con- 
sidered by one of the finest manu- 
facturers in the industry going di- 
rect; all replies confidential; give 
full details. Address “D., 1312,” 
eare J C-K. 
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JEWELRY salesman; excellent oppor- 
unity for above average — retail 
salesman to join large credit jeweler 
with two stores; must have thor- 
ough knowledge of retail credit 
jewelry business; salary $6,000 
year start with good chance for ad- 
vancement; will pay transportation 
for personal interview; applica- 
tions held strictly confidential. 
Dales Jewelers, P.O. Box 1371, 
Shreveport, La. 

ae 

SALES representative wanted; nation- 
ally known New York manufacturer 
of silver plated hollowware desires 
Miami resident with showroom to 
cover entire Southern territory; 
must have established following in 
jewelry, department stores, antique 
dealers, gift shops, ete.; commis- 
sion basis only; must be fully ex- 
perienced with silver plated hol- 
lowware; non-conflicting line ac- 
ceptable; state qualifications. Ad- 
dress “F., 1326.” care J C-K. 











SALES representative wanted; nation- 
ally known New York manufacturer 
of silver plated hollowware desires 
Chicago resident with showroom to 
cover entire Midwestern territory; 
must have established following in 
jewelry, department stores, antique 
dealers, gift shops, etc.; commis- 
sion basis only; must be fully ex- 
perienced with silver plated hollow- 
ware; non-conflicting line accept- 
able; state qualifications. Address 
“B., 1276,” care J C-K. 





LEADING diamond mounted jewelry 
manufacturer seeks the services of 
an experienced man with following 
among retailers covering Pennsyl- 
vania, Ohio, Indianapolis, Illinois, 
Wisconsin and Michigan; if you 
are employed and desire to better 
yourself, this is an unusual oppor- 
tunity; substantial drawing account 
against liberal commission; all in- 
formation confidential; our men 
know of this ad; can start immedi- 
ately or first of year. Address “K., 
1285,” care J C-K. 





DIAMOND ring salesman; due to the 
desire of our vice-president to cur- 
tail his traveling and the flexibility 
of our own sales forcé, we invite 
inquiry from qualified applicants 
having a proven record of earnings 
in any but the Eastern territory; 
this is an opportunity for a capable 
diamond ring salesman to affiliate 
himself with a reputable firm of 
long standing; write full particu- 
lars; all correspondence held in 
confidence if desired. Untermeyer, 
Robbins & Co., 136 W. 52nd St., 
New York City. 





SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit 
jewelry operation and have record 
of successful large store manage- 
ment will be considered; all replies 
held in strict confidence; our pres- 
ent managers know of this ad. Ad- 
dress “H., 1737,” care J C-K. 





For Sale 


Stores, Stocks and Businesses 








A COLLECTION of about 300 pieces of 


old and antique jewelry. H. F. Turner, 
104 E. Franklin St., Richmond, Va. 





ESTABLISHED in New York 45 years, 


jewelry store, with or without stock, 
fixtures and lighting. Address “P., 
1299,” care J C-K. 





FOR SALE; modern store, established 


over 50 years, good location; city over 
50,000, Western Massachusetts. Ad- 
dress “‘K., 1249,” care J C-K. 





FOR SALE; a combination jewelry store 


and watch repair business; fine stock 
of watches and material; located in 
central Pennsylvania; retiring. Address 
“E., 1338,” care J C-K. 





JEWELRY store; best Midtown New 


York City location; exceptional repair 
trade ; established 15 years; price right; 
opportunity for right party. Address 
“P., 1349,” care J C-K. 





ENGINE turning and brocading plant on 


jewelry and novelties, sell as going 
business or sell machines; owners have 
other interests. Address “K., 1330,” 
care J C-K, 





TECHNICAL school, watchmaking-clock 


repairs, established 1946; present in- 
come $1200 month; complete equipment 
for training, large enrollment; Eastern 
city. Apple Company, Brokers, Cleve- 
land, Ohio. 





CASH and credit jewelry store, best loca- 


tion in busy New Jersey city few miles 
from New York; established 30 years, 
doing $75,000 yearly; can do better; 
owner deceased. Address “A., 1275,” 
care J C-K. 





LEADING cash 


jewelry store, Long 
Island town of 20,000, established 25 
years; more repairs than can handle; 
excellent opportunity for credit man; 
$34,000 cash required. Address “C., 
1336,” care J C-K. 





TWENTY-EIGHT year established jewel- 


ry store, heart of New York; good re- 
pairing; five-year lease; owner wishes 
to retire: asking $10,000 complete with 
stock. N. Bass, 74 W. 37th St., New 
York. Tel. Ch 4-1196. 





FOR SALE; modern cash jewelry store, 


excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right: reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 





HAWAII; jewelry store, main street lo- 


cation seven years; very low rent, ex- 
cellent lease; watch repairman and 
wife can operate; clean stock; $25,000 
asking price; must have references if 
you want terms. Address “J., 1342,” 
care J C-K. 





MODERN credit jewelry store in South- 


ern California doing quarter of a mil- 

lion a year; have many diversified in- 

terests and wish to retire; store estab- 

lished over 30 years, fine reputation; 

can reduce stock to $50,000; merchan- 

a all clean. Address “‘N., 1252,” care 
C-K. 








MODERN, exceptionally beautiful, air- 


conditioned store in small growing in- 
dustrial town in Connecticut; 100% lo- 
cation, long lease, top franchises; ex- 
cellent business, mainly cash; buy with 
or without stock; $10,000 without stock; 
will consider trade with A-1 store in 
Arizona. Address “G., 951,” care J C-K. 









FOR SALE; small cash jewelry store in 


Mid-West, population 35,000; annual 
sales $65,000 to $100,000 ; location 100% 
favorable lease; modern air-conditione 
store, carrying better lines of watches, 
jewelry and silverware; stock, includ- 
ing fixtures about $30,000; owner 
wishes to retire. Address “W., 1266,” 
care J C-K. 





HIGH grade jewelry store, modern, very 


clean stock, store established 23 years, 
100% location, can give long term lease; 
fine line china, crystal and jewelry, 
watches, silverware, diamonds, etc.; 
owner at retirement age; location 
Northeastern Ohio, town 15,000; most 
highly industrial town in hio per 
capita ; $45,000 stock, fixtures, accounts; 
terms cash; no brokers. Address “J., 
1248,” care J C-K. 





NEW modern store, tailored new fixtures, 


low inventory; franchised lines; in rich 
irrigated farm area, cattle raising, head- 
quarters many major companies in new 
oil discovery district; nice lease, city 
30,000, nearest larger city 180 miles; 
competition sparse and clean; can 
finance part, responsible party; could 
clear half gross investment by January; 
Southwest United States. Address “N., 
1348,” care J C-K. 





eS 


WANT to retire; have been in the re- 
tail credit jewelry business for 42 years; 
have two centrally located stores in 
downtown Los Angeles; business estab- 
lished in 1912; these stores are on a 
paying basis, anyone younger and am- 
bitious can do a good job, where my 
health is forcing me to leave off; the 
price, purchase and other pertinent in- 
formation will be given to anyone in- 
terested and able to buy a good money 
making business; financial arrange- 
ments can be made to a responsible 
party; auctioneers and _ liquidators, 
please do not answer. Address “A., 
1260,” care Jewelers’ Circular-Keystone, 
201 Oceano Drive, Los Angeles 49, Calif. 


For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning ma- 


chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





WATCHMASTER, like new, only seven 


rolls paper used, S.N. 17606, less than 
year old; sell right. Irey, 801 Witt, 
Jonesboro, Ark. 








Business Opportunities 





GORDON BROTHERS, 


oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





EVERY EFFORT is made by The Jewel- 


ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





SEE page 207, Thomas J. Faussett, 


Auctioneer, 521 Fleming St., Howell 
Mich. 





SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices ; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 





(Continued on page 252) 
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(Continued from page 251) 








BUSINESS OPPORTUNITIES—Cont. 


————~ | 


M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
101 South Raleigh Ave., Atlantic 
City, N. J. Phone 4-7231. 


MANUFACTURER of many years in the 
jewelry business has an opening for a 
partner or will sell outright ; wonderful 
opportunity for the right party; it 
would require a down payment of $100,- 
000; no answer, unless information in 
detail is given. Address “L., 1296,” 
care J C-K. 














COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





AUCTION sales conducted in a dignified 
manner or the new method action sale; 
no license or restrictions in conducting 
action sales; 30 years’ experience; full 
particulars on request; an outstanding 
Pacific Coast organization to serve you. 
Wire or write, S. Amster & Associates, 
512% So. Main St., Los Angeles, Calif. 


AUCTIONEER; 8 successful sales con- 
ducted in 1953; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 








CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar, 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 





AUCTIONEER, V. C. Kelley; Mr. 
Jeweler, do you want results, such 
as this; just closed out one of De- 
troit’s oldest leading jewelers; re- 
sults $105,000, close-out to the bare 
walls, including lease and fixtures; 
I pledge you top dollar for your 
stock. Write or wire, V. C. Kelley, 
7 N. Ridge Ave., Chicago 45, 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence, Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 


WILL pay cash to any established 


jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auc- 
tion sale for you and finance any 
necessary funds needed for a suc- 
cessful sale; our long record in con- 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Seranton Ave., Lynbrook, N. Y. 
Tel.: Lynbrook 3-8044, 





IMMEDIATE 


cash for diamonds, 
watches (new or used), antique 
pieces, or anything of value; plati- 
num and old gold at market prices, 
sterling silver, new or used; we have 
unlimited cash for this purpose; 
write, wire or call at our expense; 
references: Jewelers Board of 
Trade; shipments held for your ap- 
proval of payment; since 1919. 
Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 





WANT to sell out, raise cash, reduce 


stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 420 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 








Wanted to Purchase 








CASH for used watchmakers’ and jewel- 


ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





CASH for watches, movements, solid gold 


cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 





WANTED, a good buy in a small cash or 


credit jewelry store (not repair shop) 
in New England, preferably in Massa- 
chusetts; all replies confidential. Ad- 
dress “P., 1253,” care J C-K. 





ANTIQUE jewelry wanted in any condi- 


tion; chains, lockets, rings, pins, pend- 

ants, bracelets, etc.; check return, hold 

package for your approval. Walter 

—, 1702 N. Main, San Antonio, 
exas. 





WANTED; interested in buying cash jew- 


elry store (not repair shop) with estab- 
lished reputation; will pay highest pos- 
sible price: prefer, Northeastern United 
States; replies confidential. Address “E., 
599,” care J C-K. 





STERLING silver flatware and standard 


brand watches; immediate payment or 
estimate by return mail; references; 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 540 5th 
Ave., New York 36, N. Y. 





DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone Pl. 7-4693; 
See page 216 for additional details, 


ATTENTION pownbrokers, credit stores; 


we can pay highest prices for clean, late 
model wrist and pocket watches, be- 
cause we are one of the largest direct 
users in the country; estimate or check 
by return mail; large lots preferred. 
Bonded Jewelry Co., 33 So. Lexington 
Ave., White Plains, N. Y. 








WE pay cash; send us your surplus jew- 


elry stock; we will pay the highest pos- 
sible cash dollar for diamonds, watches, 
silverware, scrap gold, or any other 
jewelry ; acknowledgment of your ship- 
ment same day by phone; our check 
to you within 24 hours. R. A. Zanone 
Co., 81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. References, Union 
Planters Bank, Memphis, Tenn. 





STERLING silver flatware, any quan, 
tity, any pattern, any brand; also 
all standard brand watches, surply 
diamonds and diamond jewelry, 
eashier’s check by return mail, * 
estimate; references: Houston Na. 
tional Bank or any mercantile 
agency. Jack Greene, 405 Main §, 
Houston, Texas. . 





| 
$$$ WE pay cash for watches, dia. 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and_ platinum; 
check by return mail. References; 
Dun & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous. 
ton, Texas, 


WATCHES and diamonds wanted; any 
quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, etc.; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc, Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas. 


WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course, that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem. 
ming and hawing; wire or write 
your proposition or call. Ref.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sons, 
since 1905, 72 Bowery, New York, 
N. Y. Phone Canal 6-2854. 














CASH in; send us your watch move: 
ments, watches, diamonds, old spec: 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and _ jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K., 
108 Beale Ave., Memphis, Tenn. 


SANA AAA ER RNAI EE 


Watch Work, etc., for 
the Trade 











SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 








HIGH grade watch repairing by Master 
Watchmaker of Switzerland; best_ref- 
erences; 17 years’ experience. Hans 
Lussi, 62 W. 58th St., New York 19, 
PL 5-3922. 








ONE week’s service; one year guaranty; 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fre 
Lowey, 48 W..48th St., New York 36, 
iy ae Ba 





BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested: 
prompt service; prices on request; mal 
orders invited. David Migdal & Co, 
109-B Summer St., Tel. Hu 2-9547. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s sef- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 


wd 
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gpECIALIZING in repairing chronv- 
raphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St, New York 19, N. Y. 





—_——— 

spECIALIST in fine watch repairing; 
ast service; watches’ electronically 
timed; work guaranteed ; insured shop, 
large capacity. Sidney S. Ross, 227-03 
Merrick Blvd., Laurelton 43, N.Y: 





FAST, dependable, economical watch re- 
airing ; free pickup and delivery service 
50 mile radius New York City; insured 
shop. Edward Jerome, 168-08 90th Ave., 
Jamaica 33, N. Y. Tel. Axtel 7-4916. 





< seeeieaiaiea 
CHRONOGRAPHS cleaned, $6.50, postage 
prepaid; competitive prices on all re- 
pairs on request; Watchmaster timed ; 
week service; year guarantee. Time 
Craftsmen, 6643 Oakland St., Phila- 
delphia 49, Pa. 





pea 
COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade list on request; chronographs 
cleaned and mainspring $7.50. Howard 
Simon, Huron St., Lake Ronkonkoma, 


IN © 


MODERN watch repair service; humidity 
controlled, dust free shop; staff of 
highly qualified experienced repairmen ; 
work electronically timed and adjusted ; 
automatic and chronograph watches our 
specialty; waterproof watches sealed 
in condensation free air; 5-day service; 
work fully guaranteed for one year. 
Ed Falkenhayn, 6266 N. Leona Ave., 
Chicago 30, Ill. 


TWENTY-FIVE years’ experience in 
fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service; price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N, Y. 














Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6 
Brightmoor Station, Detroit 23, Mich. 





PEARL and bead restringing, all style, 
plain or knotted; work called for and 
delivered in city; prompt service. Grete 
Herzl-Hoffmann, 580 Fifth Ave., Telep. 
PL 7-0724, or 698 West End Ave., 
Telep. UN 5-4368. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 





To Let 








EXPERT watchmaker “tan rent space 
with Midtown Madison Avenue jeweler, 
with privileges to sell watches and 
clocks. Phone Plaza 5-6939, N. Y 


Miscellaneous 


WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 
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TAKE MY WATCH, 
BUT NOT MY 
‘CIRCULAR-KEYSTONE 


is the way most jewelers feel about their 
favorite business paper. This respect and 
reader interest has been built up over 85 
years by JEWELERS’ CIRCULAR-KEY- 
STONE forthright policy of first deter- 
mining what the jewelry trade wants to 
know, and then delivering it—originally, 
interestingly, accurately and authorita- 
tively. Its editors work against the hard 
reality of dollars and cents—every article, 
in effect, must help the jeweler make 
more money. Each month JEWELERS’ 
CIRCULAR-KEYSTONE must activate its 
field, must make things happen, help 
jewelers sell more, which in turn helps 
the manufacturers sell more. In a busi- 
ness where half the stores do 85% of the 
trade, JC-K concentrates on the leaders, 
with a paid ABC circulation of 15,222 
retail jewelers reading it . . . 81.45% 
renewing their subscriptions. 


BE CERTAIN 
YOU ARE BUYING 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Don't Do Business with anyone who rep- 
resents himself as a JC-K subscription 
salesman unless he has a letter of 
authority on JEWELERS’ CIRCULAR- 
KEYSTONE stationery and also be sure 
to make out your check to THE 
JEWELERS' CIRCULAR - KEYSTONE 
... not to the Representative. This is 
a double safeguard. 


Misrepresentations have come to our at- 
tention where jewelers, thinking they 
were being offered a subscription to JC-K 
find out later they have bought another 


publication. 


The Jewelers’ Circular-Keystone 
100 East 42nd St., N. Y. 17, N. Y. 


— 


A Chilton Publication N'B P| 
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Magnifiers 


Makes reading even small- 
est type a comfort. Mag- 
\ hifies several entire lines 
-¥4 simultaneously without 
distortion. Always main- 
tains proper magnification 
distance. 


Plano convex lenses ground and 
polished to perfection. Tilted, 
nickel finished. Individually boxed. 


e FREE ‘Silent Salesman,” Display 
Cabinet, to spur impulse sales, 
with each Dozen Assortment 
No. 60 Package Deal. 





Request illustrated catalog of our 
complete optical specialities line. 





Mfrs. Since 1907 


Ezy Rede Apex . Inlaid 
Magnifiers Readers Spectacles 


. Shad-0-Lite 
Sun Glasses Sun Glasses 


APE 


Glare-Bar 


PROVIDENCE 9, 
RHODE ISLAND 


Optical 


Corporation 








KNOWLEDGE 
IS POWER 


Every jeweler will find profit-making power 
in the knowledge of terms and terminology 
of the jewelry trade 
which are authoritg- 
tively explained ip 
this, the Second Edi- 
tion of THE JEWEL- 
ERS’ DICTIONARY. 


THE JEWELERS’ 


In one comprehen. 
sive volume, THE 
JEWELERS’ DICTION. 
ARY contains an in- 
valuable wealth of in- 
 formation—indispens- 

able to the jeweler, 
watchmaker, gemologist, advertising man; in 
short, to anyone seeking information pertinent 
to the jewelry and allied fields. 


$6.00 Post Paid 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd STREET NEW YORK 17, N. Y. 




















I WANT TO RETIRE! 


Have been in the retail credit jewelry busi- 
ness for 42 years. Have two centrally located 
stores in downtown Los Angeles. Business 
established in 1912. 


These stores are on a paying basis. Anyone 
younger and ambitious can do a good job, 
where my health is forcing me to leave off. 


The price, purchase and other pertinent in- 
formation will be given to anyone interested 
and able to buy a good money making 
business. 


Financial arrangements can be made to a 
responsible party. 


Auctioneers and liquidators, please do not 
answer. 


Box "A., 1260," care 


JEWELERS’ CIRCULAR-KEYSTONE 


201 Oceano Drive, Los Angeles 49, Calif. 








ART MONOGRAMS 


and LETTERING 
BY 
J. M. BERGLING 
18th Edition Paper Covered 


$2.50 POSTPAID 
REMITTANCE WITH ORDER 


The Jewelers’ Circular-Keystone 
100 E. 42nd St., N. Y. 17, N. Y. 
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SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 





THE JEWELERS’ CIRCULAR-KEYSTONE 
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Chain Craft Co. 
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“CHRISTMAS COMES BUT ONCE A YEAR” 


That’s the final line of the much quoted poem 
by Thomas Miller. 

“Corny, isn’t it?” 

But it’s good corn; like stockings hung over 
the fireplace, and mistletoe, and family gather- 
ings and the announcements of engagements. 
Yes, corny. For Christmas itself is corny, with 
its emotional expressions, its unselfish gestures, 
its thoughtful acts—its humility—its levelling of 
barriers—its overriding spirit of good-will. 

So, pardon us while we label the theme of 
this issue as we have, “. . . for Christmas comes 
but once a year.” 

With it, of course, comes a repetition of all 
the same scenes which are enacted each year, 
with a new cast of actors in the age-old roles. 

Which is to say that your neighbors who can 
buy from you will, thanks to the prospects of 
continuing prosperity, from here until Christ- 
mas, be following a pattern of activating emo- 
tions and practices of purchase with which you 
are familiar. They will all be planning on mak- 
ing up a gift list—which they will put off com- 
piling. They will be figuring how much they 
have to spend—and find it inadequate. They 
will postpone the actual selections—and find 
themselves frantically shopping on Christmas 
Eve for last minute gifts. They will plan on 
having attractively wrapped gifts—yet will come 
upon Christmas with some of their presents 
unwrapped. 

All of these things and many other seasonally 
characteristic situations will be as typical of this 
coming Christmas as Christmas has been tra- 
ditionally similar for centuries. 

The jeweler who recognizes these situations 
and provides services which will lighten the 
cheerfully assumed, but frequently overburden- 
ing holiday commitments of his customers, will 
make the season happier for them—and himself. 
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Never will the traditional services of your 
store have greater attraction for the people in 
your trading area than during the course of the 
potpourri of emotions which will dominate the 
public’s activities between now and December 25, 


But you must study the characteristics typical 
of your Christmas shoppers. You must recognize 
their problems—you must help them by inspir- 
ing them to think of Christmas sooner, select 
their gifts earlier, make their purchases before 
the rush period—if you are to get their patron. 
age. 

You and your store should reflect the advan- 
tages of early Christmas thinking and acting, 

In short, you should be ready—you should set 
the attractive example. Right now your mer. 
chandising plans should be lined up for the 
coming 12 weeks. The time of each promotional 
move should be checked and re-checked in line 
with anticipated buying conditions in your com: 
munity. Window displays should be planned 
and advertising material scheduled. Extra help 
should be chosen and plans made to train them 
so they can give good service to your customers 
—and to you. You should be ready with varied 
and adequate merchandise. Your facilities for 
service should be in order—for example, your 
gift wrapping materials should be selected. 


Because of the importance of these prepara- 
tions in your profit picture, we are devoting the 
main body of our editorial this month to material 
which can be used as the basis for checking your 
present plans. 


Now is your last moment. Now is the time to 
prepare for the big push. Now is the time to 
plan for business during the next 12 weeks if 
you are to approach last year’s volume. It’s now 
or never “. . . for Christmas comes but one a 


year.” 


Editor 
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52 reasons why most SILVER-SHY 


prospects will buy! 


This is the famous 52-piece set of “America’s Finest Siiver- 
plate” —52 reasons for silver-shy prospects to buy. 

Asa recent survey shows, one of every three of your women 84 , 
customers is silver-shy—does not have enough silverware 
of matching pattern to serve meals smartly. These families 


are eager prospects for a complete service for eight in 1847 1847 ROGERS BROS 
Rogers Bros. quality, at only $79.75. . 





Now’s the ti , 3 - America’s Finest Silverplate 
ows the time to make the most of this fact. Feature “1847 The biggest-demand line with a top-profit margin 
sets In newspaper ads, in displays and at the counter. A Product of The International Silver Company 


Tune in and Tie in to “My Favorite Husband’’—1847 Rogers Bros. hit TV show—selling for you every week over CBS-TV stations! 





and we love you, too, 


for helping 


SOUTH Seaff 
break every " 


record! 




















We’ve lost count of the mail! But we won’t for- 
get it—or this line from one jeweler friend— 
“South Seas,” he wrote, “is a breath of fresh 
air in a stale market!” 

Never before in Community history has a 
pattern been so overwhelmingly received by our 
friends in the jewelry industry—and now by 
women of all ages—everywhere! 

Naturally, we are thrilled—many months of 
work and careful pre-testing preceded the in- 
troduction of our new pattern. However, we 


come along with 


* TRADEMARKS OF ONEIDA LTD., ONEIDA, N. Y 


want you to know how well aware we are that 
such success could not have been realized with- 
out your quick acceptance, eager cooperation 
and enthusiastic promotion. 

That’s why all of us in the Community family 
take pride in our friendly association with you 
—our wholesalers and dealers. Thanks to you 
and your day-by-day support, more and more 
customers are asking for Community. And, 
thanks to you we are able to continue the leader- 
ship of Community as the finest of all silverplate. 


...the finest silverplate 





